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Make sure you stay up-to-date
It is great to start the year with not only an
eMagazine but also two eBooks. In the 3rd volume
of the LegalMosaic Series, Mark A. Cohen bundles
his essays on legal transformation. A fun fact concerning these volumes is that we see increasing
popularity among Law School students. Not only in
the US and Canada but also in Europe and Asia. So
my advice to all legal professional is: “Read the
eBooks and don’t miss out on what your future colleagues already know”
Another addition to our Library is the cartoon ‘Eye
on Ad Tech’ by Chief Legal Officer and former researcher (Harvard, Stanford, Oslo Law School)
Georg P. Krog. Together with art historian and illustrator Henriette Dedichen they present in a funny
way the influence and consequences of advertising
technology on behavior. A very topical subject if we
look at the recent Google case, in which Google
was fined $57 Million under Europe’s Data Privacy
Law (GDPR).
Other publications to expect in the first half of 2019
are ‘The Future Lawyer’ in which Law School students share their opinion on the development of the
legal market and the legal profession, a special
edition around the World Legal Summit and the
Global Legal Hackathon edition. The World Legal
Summit in a new initiative that is designed to bring
together the legal and technology industries in
worldwide collaboration toward a globally sustainable future.
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How to tap into your creative
potential to deliver a better
legal experience?
Reimagining the customer journey in the legal world.
By Tessa Manuello, Founder/CEO Legal Creatives
Business today is all about the user experience, and yet the legal industry remains behind
the curve. The user experience is the overall experience of a person using a product or a
service that encompasses all aspects of its interaction with a company. In a world that is becoming increasingly digital and technological, legal service providers delivering an outstanding customer experience are more likely to sustain and to thrive. As the legal market is
shaken by increasing competition and disruption, an engaging user experience gives a
strategic advantage that has the potential to generate exponential growth for law firms.
Today’s, the biggest threat to the legal market is not competition by alternative service
providers, nor disruption by technological companies. Instead, it is a crisis of imagination.
Most legal service providers are unable to reimagine how to deliver legal services, how to
serve their customers and how to craft an attractive offer. Most legal service providers are
not delivering the legal experience clients hope to receive. By not improving or
eMagazine • www.legalbusinessworld.com • 11

reinventing the customer journey, disruption
is made easier. Daring alternative services
providers and start-ups can breakthrough
more easily on the market. While competition
and disruption are difficult to stop, getting
started on a quest for imagination is an easier
task and one that is more rewarding. Reimagining the customer journey to provide a better
legal experience and to take a strategic position on the market can be achieved through
creativity.
Clients need to be taken from point A to point
B when all lawyers offer is the most sophisticated legal protection in the form of a long and
technical contract in case things don’t go as
planned. What if the contract could help
clients reach point B instead? How can contracts add value to clients? How the contract
could contribute to better business outcomes?
Legal service providers must focus more on
matching the exact needs of their customers
and on making their customer journey more
practical from a business perspective as well as
more enjoyable from a personal standpoint.
Reimagining the customer journey in the legal
field is crucial to stay relevant and to succeed
in this increasingly competitive market. Tapping into our creative potential is one of the
most promising opportunities, if not the most
compelling opportunity, to deliver a better legal experience. A legal experience that can best
meet customer’s needs and make legal professionals feel more fulfilled in their careers too.
This is central to our mission at Legal Creatives. To help legal professionals tap into
their creative potential for them to be innovation-ready, so they can reimagine the legal experience they offer to their clients. In this cre12• eMagazine • www.legalbusinessworld.com

ative spirit, Sarah Fox, a construction lawyer
from the UK and our Academy member, is
drafting contracts in less than 500 words.
The contracts she designs for her customers
builds trust, avoid disputes and safeguard her
client’s business needs. Likewise, Milene
Amoriello Spolador, a tax and business
lawyer from Brazil and another Academy
member, is using creativity to bring the legal
service closer to consumers and to improve
the customer experience by making the
lawyer a true partner of innovation. In the
same spirit, Dalia Moniat, a prospective
lawyer, illustrator and concept designer from
Germany, draws visual notes on topics at the
intersection of law, technology and design in
order to make knowledge and information
transfer more user-friendly. They all deliver a
different experience of legal services on the
basis of a unique vision they developed tapping into their own creative potential. By following a structured creative process and enhancing their creative skills, it gets easier to
start reimagining how contracts are negotiated and drafted and how legal services are delivered. Making the client journey more satisfying is possible, and as our Academy members say, it can be fun too.
It is time to reimagine the customer journey
in the legal field. The costs of not improving
the legal experience may cripple service
providers. So how legal services can be more
adequate to businesses’ needs, more satisfying and overall more enjoyable? This is central to our movement at Legal Creatives that
has gone global and is on track to go viral as
predicted by the Web Summit, the world’s
largest technology conference that featured
Legal Creatives in 2017 for its huge potential
for impact and growth. Today, lawyers from

around the world enhance their creativity using our Online Academy to be innovationready. Some of the most successful strategies
we share in this article are specifically made
to enhance the legal experience through creativity.
Why envisioning a better legal experience?
Offering a better legal experience starts with
understanding clients’ needs. Today, clients
select and hire legal service providers based on
the perceived value of the legal service. Clients
make decisions according to the predictability
of the legal service in relation to the legal
costs, processes, and outcomes. Clients want
to know how much the service is going to cost
from beginning to end. They want to know
how they can participate in their legal projects.
And they want to know the value they are likely to receive from the legal service.
Most legal service providers are not offering
enough certainty on core clients’ expectations. The legal offer is not detailed or clear
enough on legal costs, process and outcome
and as a result, clients are increasingly considering alternative service providers who
tend to provide more transparency on those
elements of concern to them. Therefore, to
envision a better legal experience, service
providers need to make clear choices on each
of the three elements that matter the most to
customers and provide as much clarity as
possible on each of their choices.
Cost is the most preoccupying aspect of legal
services because of its unpredictability. The
billable business model tends to make cost
increase and seriously diminishes the quality

of the user experience. Because of that, accessibility of legal services is a much-debated
topic today. Clients hope for accessible legal
services. Some clients want easily downloadable templates that are affordable. Other
clients seek customized legal services with
ongoing support. Provided clients understand
the value out of the legal service and have
certainty on the costs involved, they will take
action. But if there are any uncertainties related to the costs of legal services, then customers tend to be reluctant to move forward.
What clients want is not just affordability but
certainty on costs. This is why accessibility is
not just about affordability. Accessibility is
also about predictability. Today, the opportunity consists in increasing the predictability
of the costs through innovative business
models.
The second element to consider to improve
the user experience is the legal process. Today, clients want to participate in their legal
projects. They want to know when they can
participate and how they can do so. The legal
process needs to be accessible, whether online or in-person, and predictable. The duration and phases of any legal project ought to
be communicated in advance. The steps involved in the process ought to be clear and
presented in an easily understandable manner. The manner the customer can intervene
in the project should be already laid out in a
simple and user-friendly manner. The
process holds a huge potential for improvement, especially because of technologies. By
leveraging new technologies, workflows can
increase the quality of the legal services and
reduce the time needed to deliver the service
to the client. Having a clear process in place
can greatly benefit the client relationship.
eMagazine • www.legalbusinessworld.com • 13

This third and last element that can be improved for a better legal experience is the perceived outcome or value of the legal service.
The outcome refers to the value unlocked by
clients using the legal service. Simplicity, the
speed of delivery and tranquility of mind are
all examples valued by clients. To them, legal
services are a tool that can help them create
more value. Service providers would benefit
greatly from communicating well on the value
of the legal service. The greatest opportunity
for service providers is to increase the perceived value of the legal service from the user
perspective and to deliver exactly the promise
communicated.
A better legal experience implies considering
these three potentials first and foremost. It is
important for service providers to position
themselves on the market with regard to each
of those three elements. Once this strategic
work is completed, service providers can start
envisioning creating a better legal experience,
taking into account the importance to provide
predictability on the costs involved, the
process and the speed of the legal service delivery, and the created value.
Once the vision is clear, or clearer, as to how
the legal service provider is positioned from
the user perspective, the creative work can be
initiated. Reimagining the legal experience is
about finding creative ways to improve or
reinvent the way legal services are being delivered. The objective is to make the customer
journey more satisfying for the clients by
bringing more value, making processes both
transparent and participatory, and costs more
predictable.
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How to reimagine the customer journey?
Gaining clarity as to how to best answer
clients’ expectations is the starting point of the
creative work. Once the vision is established,
the creative journey into reimagining the customer experience can begin. This creative
work needs to be done with a view to develop
and implement creative solutions that best answer the needs of clients according to the predetermined vision. So how to tap into the
imagination potential? Do creative people
have a secret that lawyers can use? What creatives techniques can be used to start reimagining the legal experience?
The research we’ve done clearly indicates that
creativity is a science that can be learned and
put into practice in different contexts, including in the legal context. Creative skills can be
enhanced by lawyers. Highly creative people
are very good at making connections. Therefore, to enhance creativity, one needs to learn
how to make connections. The more unexpected the connections the more innovative the
ideas. And the most innovative ideas, the bigger the opportunity in terms of developing
strategic advantages.
There are many examples of unexpected connections leading to groundbreaking innovations that have given companies strong competitive advantages. For instance, veteran
track and field coach Bill Bowerman became
obsessed with designing a running shoe that
would help athletes save precious seconds in
competitions. Nike’s original innovator was
deeply dissatisfied with the then available

running spikes, which were too heavy, made
the shoe not comfortable and didn’t go all the
distance. It was not until a breakfast, as he
contemplated the syrupy waffle on his plate
that he wondered: “What if you reversed the
pattern and formed a material with raised waffle-grid nubs?” His quest led him to redefine
athletic footwear with the addition of a raised,
gridded pattern and grip traction on the rubber material of the sole. This unexpected connection between the shoe and the waffle led
Nike to develop the iconic Waffle Trainer. The
rest is history.

and triggers with rewards and sanctions.
Creativity is a new way of thinking. Creativity
is not just about brainstorming. And creativity
is not just for artists. In fact, creative problem
solving is a structured methodology that enables to develop and implement new solutions
through imagination. In a legal context, creativity comes handy to find new legal service
delivery models in a way that can make the legal experience more satisfying by making it
user-centric.
What are the creative skills needed?

So how does Nike’s example relate to the law?
Today, the complexity of legal services is a major challenge. The future of the law belongs to
those service providers who are able to make
legal services more usable, more attractive and
more satisfying. As an example, contracts are
not designed for users, they are made by
lawyers for other lawyers and for judges. Contacts are difficult to understand from the user
perspective, and that makes contracts more
difficult to be executed. To make the contracting journey more satisfying from the user perspective, a group of lawyers and contract managers in the Nordic countries leveraged our
methodology to tackle this challenge at their
Future of Contracting Conference. The expectations were to have a contract that would
maximize business outcomes. Conducting half
of the Legal Creatives cycle in just one day, the
process focused on ideation to create a new
contractual solution that would best support
business’ needs. The solution was a new digital
contractual tool. With a shared dashboard, the
new tool includes, amongst other features,
deadlines for delivery, automatic reminders

Creativity is a set of mindset, skills, and techniques. When applied in a creative problemsolving process, solutions to unresolved challenges are quicker to find. To determine if a
solution is creative, one needs to evaluate if
the solution meets three criteria: Is the solution new, original and relevant to solve a particular problem? The key to being highly creative is to train yourself at making connections
and to learn creativity in a practical manner.
In the same way, artistic creativity can only be
learned by practicing the art of dance, theatre,
and music, applying creativity in a professional context can only bring benefits through
practice.
Developing creativity in a practical manner
means getting comfortable at making unexpected connections. Multiple creative exercises can be done to enhance one’s ability to
make connections. As an example, whenever
we run a Legal Creatives training or workshop,
we train participants to make connections between contracts and totally unrelated objects.
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By asking participants to combine a contract
with a watch, a pair of headphones or a rose,
participants find very original ideas. The connections are so unexpected that they enable
participants to generate totally new ideas that
have never been found before. Those ideas can
be then be refined to be applicable in a legal
context. Even if the ideas seem wild at the
beginning, they can be tamed and become
realistic in the end. In this way, creativity can
be used to find new ideas on the legal service
delivery model to create a unique customer
journey that best meets the needs of the
clients.
Finding original ideas for a new customer
journey in the legal field is easier when following the entire creative process and, at the same
time, enhancing lawyers’ creative skills. In a
full Legal Creatives process, lawyers get to improve their creative fluency, which is the capacity to produce many ideas; their originality
which is the capacity to find unusual ideas;
their flexibility, which is the capacity to find
ideas in different categories; And their elaboration capacities to embellish, refine and optimize
an initial idea using the flow of ideas. Enhancing creative skills allows lawyers to open the
realms of possibilities, lead them to find more
promising ideas and enable them to develop
tangible solutions that can be implemented in
order to bring critical changes to their customer journey.
Highly creative lawyers definitely stand out
because of their remarkable capacity to constantly improve existing models through imagination. Creativity enables them to develop
and implement new solutions capable of generating a better experience for their clients and
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better results for their firms. Working around
the globe with our trusted network of partners,
such as Skye Contracts in Sweden, FutureLab.Legal in Australia, and some of our Academy members located in different countries,
we are able to deliver a creative vision that
none has dared before. This method has already been used in the legal field multiple
times, and the good news is that it works.
What outcomes can be reached with
creativity?
Creativity can improve the customer journey
and also help reduce the access to justice gap.
Using our creative methodology lawyers feel
re-energized for their work, customers regain
hope in the legal profession and institutions
leverage a proven approach that best support
innovation in their communities.
We recently used the Legal Creatives methodology to help reduce the access to justice gap
in Mexico. Together with the help of the Legal
Hackers Monterrey founder, Gemma Juárez
Abella, we gathered the community in Mexico
and beyond and engaged them in the process
of reimagining the legal service delivery model
for housing issues in Mexico. 20% of Mexicans
experience legal problems relating to housing.
Participants tapped into their creative potential to reimagine the service delivery by taking
into account the perspective of landlords, tenants, and neighbors.
Conducting a 120-minute sprint at the Technológico de Monterrey, the process focused on
ideation to create new solutions that would
incorporate new models for legal service delivery. The ideation process was speeded up

using creative problem-solving techniques applied to each user perspective (landlords, or
tenants or neighbors). The solutions were prototypes of web apps that incorporated features
to meet the needs of each user type. The tools
prototyped were simple and engaging for the
community of users targeted, with easy to use
interfaces that encapsulated processes
designed to simplify the user journey in resolving housing issues.
How to start creating?
Great innovators are not born, they are created. By following a structured creative process
and taking simple exercises designed to enhance creative skills, lawyers can tap into their
creative potential to improve or reinvent the
customer journey they offer. Using a proven
method, step-by-step, challenges in the customer journey can be tackled with a view to
developing strategic advantages. And the more
service providers are thinking boldly about the
legal experience they deliver the more competitive they will be. Developing a strategic advantage by offering and maintaining a memorable customer experience
has the potential to generate growth
beyond measure.

the best way to fail is to do nothing about the
user experience. And the best way to succeed
is to give creativity not a fair trial but instead,
to give it a fair try.

About the Author
Tessa Manuello is the founder of Legal Creatives, helping the legal industry reimagine the
legal experience in the digital era. Tessa regularly consults and delivers deeply engaging,
thought-provoking and highly motivational
experiences for international audiences, connecting the dots where nobody does. Her
methodology at the intersection of Creative
Thinking, Design Thinking, and Exponential
Strategies is considered thought-provoking,
highly practical and effortlessly applicable in a
legal context. Tessa is also a certified mediator
and a lecturer at the University of Sherbrooke
(Canada) where she is in charge of designing and
delivering a new course on creativity at the Law
faculty. You can find more
information about Tessa Manuello and
Legal Creatives by
visiting: legalcreatives.com

It’s time to make client satisfaction a top priority at law
firms. Using a creative
methodology and applying
it to legal service delivery
can unlock insights, create
value and develop tangible
solutions that can be used to
offer a better legal experience.
With the increasing competition,

eMagazine • www.legalbusinessworld.com • 19

(Global Rise Of Women in LegalTech)
What is GROWL?
As part of the 2019 Global Legal Hackathon is launching Global Rise Of Women in LegalTech
(“GROWL”) initiative to support up-and-coming women leaders in legal innovation around the
world. GROWL will be fully integrated with this year’s Global Legal Hackathon, providing an
enhanced track for women-led teams.
Why is GROWL important?
Extensive research has shown that women tend to approach problem solving differently than
men, typically in a more collaborative and social way, talking through the problem, discussing
the situation in detail, and collaborating effectively with a complex array of stakeholders. As the
legal industry evolves to become more responsive to client requirements for innovation and
value, women are ideally suited to lead the legal innovation movement around the world.
How does GROWL work?
A globally located panel of senior women leaders in the legal industry drawn from The Americas, Europe, Asia, and Africa, will support the hundreds of women-led teams expected to participate in #GLH2019 with an unprecedented global network of mentors, tools, and resources to
accelerate and amplify their efforts to evolve and improve the world’s legal industry. Participation is voluntary, and there is no cost.
How can your organization get involved in the GROWL initiative?
Be a Mentor
Recommend senior women in your organization as potential mentors. GROWL will curate the
recommendations and invite the selected women to be mentors. If selected, the time commitment for the mentor is 4 hours only (at a time slot of their convenience), to provide guidance to
women led teams during the Global Legal Hackathon (February 22-24, 2019).
Appoint a Coordinator
Identify a coordinator in your organization who will the single point of contact with the GLH
and GROWL teams to identify additional women from the firm (and from clients and vendors)
to participate in the hackathon, sign up to a member of GROWL, share tools and resources
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provided by with the GLH team and host local events and webcasts. The expected time commitment for the coordinator from now until the hackathon is approximately 10 hours.
Host the Global Legal Hackathon in one or more cities
If your organization would like to play a more prominent role in the Global Legal Hackathon,
you can host one or more venues of the hackathon and serve as the organizer for the legal
community in cities where your organization has a significant presence. Hosting provides a
unique opportunity to engage with typically 75-150 legal industry leaders in each city for an entire weekend and gain exposure throughout the world.
Invite ambitious women in your organization to lead teams during the Global
Legal Hackathon
The Global Legal Hackathon is the largest legal technology innovation event in the world, and
GROWL was created to maximize the participation and impact of women leaders. Identify and
invite women in your organization to form and lead teams to participate in the hackathon.
GROWL will work with your organization to help to prepare pre-identified women leaders for
maximum success during the hackathon.
Invite women all across your organization to participate in the Global Legal
Hackathon
Encourage female professionals to register for the hackathon at a location that is most convenient.
Join the the GROWL community
Have women register to be a member of the GROWL community. Members will get invited to
local events, webcasts, and receive newsletters and updates.
Learn more and/or register
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A Series about Emerging
Technologies & Global Systems
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By Founder & President World Legal Summit and award winning
business strategist, Aileen Schultz - See Page 38
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Series

The Global Legal Organization
in the Future
By Richard G. Stock, M.A., FCIS, CMC, Partner with Catalyst Consulting
This is the eighth in a series of articles about how corporate and government law departments
can improve their performance and add measurable value to the organizations
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I recently re-read Ben Heineman’s The Inside
Counsel Revolution. As the former General
Counsel for General Electric, and a prolific
writer, he covered a lot of ground in his book.
One section concerned “The Global Legal Organization of the Future”. The chapter on “Law
Firms and Alternatives” is of particular interest because it is still the best characterization
of the continuum of practices and relationships that law departments have had with external counsel that I have seen in 20 years.
Like Stephen Hawkings’ A Brief History of
Time, Heineman traces the evolution of the
corporate law department response to the
enigma of relationships with law firms as five
different phases stretching over the last 40
years. And it is these five, sometimes overlapping, phases that are worth noting because
they give law firms and GCs an idea of
when / where they are in the time-space continuum.
The first phase of corporate law department
responses is best summed up with the phrase
“We hire lawyers, not law firms.” As GCs began to populate their law departments with
specialists, in turn these individuals selected
external counsel in an ad hoc fashion, based
on their networks. At the same time, inside
counsel began to take on some of the complex
work themselves, especially when the critical
mass of the law department made it cost-effective to do so. The 1980’s was, for some law departments, the beginning of the movement
away from being a collection of commercial
generalists, acting as sole practitioners. Yet,
almost four decades later, smaller law departments still believe that this is the best
business model to serve their corporations.
Moreover, perhaps encouraged by law firm
colleagues, they continue to believe that
24• eMagazine • www.legalbusinessworld.com

“you hire the lawyer, and not the firm.”
The second phase of responses to managing
the relationship with external counsel was to
“make competition more systematic,” with a
clear objective of cost reduction. Outside
counsel guidelines were introduced but tended
to focus on disbursements. The competitive
aspects took the form of invitational requests
to a small number of firms to propose fees on
a matter-by-matter basis. Over time, informal
requests evolved into formal RFPs, and in a
few cases, reverse auctions. Blended rates and
discounts, both variations of hourly rates,
were secured. Invoices became more detailed
and task-based. Witness the project to Canadianize the Uniform Task-Based Management
System (UTBMS) for three code sets in 1996
and 1997. Institutional consumers of legal services, such as banks, insurance companies,
and utilities, did formalize processes. However, they did not systematically negotiate reduced fees, and they did not venture into alternative fee arrangements with the exception
of fixed fees for commodity work.
The third phase reflects the transition from
the “relational” to the “transactional” retention of external counsel. Heineman refers to
the era of lists of “preferred providers”. Implicit preferences for law firms and for key
lawyers became more explicit so that preferred
firms joined a panel list. For more than 20
years, firms on panel lists have complained
that beauty contests change nothing in reality.
The largest volumes and the most interesting
work continue to flow to traditional legal
providers. It appears as if relationships and
history continue to trump price, assuming that
competence among the firms is equal. Law departments do not have the analytical tools and
the appetite to parse law firm prices. It follows

that they cannot determine how much more
they are paying than they could pay to the
same firms or to other panel firms. More than
80 % of law departments are operating at
phase 2 and phase 3 levels when it comes to
retaining external counsel.
Dupont and Pfizer were pioneers in developing strategic alliances (phase four) with far
fewer firms. The company commits a volume
of work for several years in exchange for a flat
annual fee. The conditions must be right if the
work is to include complex litigation and
transactions. The company secures budget
predictability and the firm has regular cash
flow. A handful of companies have had such
arrangements in place for 10 years, typically as
a series of 3-year to 4-year partnering agreements. Adjustment clauses to recognize significant variations in volume and matter complexity are included to minimize the risks of
paying too much for the client or incurring a
loss for the law firm. Collar arrangements of
15 % are usually sufficient for the firm to secure a predictable flow of work and to stimulate efficiency in the law firm. Some of the
concerns arising from these arrangements
over time are that service levels will diminish,
and that expertise will not be as readily available. Do firms have “B teams?” It followed
naturally that fixed fees have evolved into hybrid fees consisting of a fixed fee amount and a
variable portion tied to key performance indicators focused on efficiency, effectiveness and
innovation. Such arrangements are still rare
today.

of work. Joint legal department and law firm
teams select the optimal variation of fees for
the matter or perhaps for a book of business.
This type of integration extends much further
than substantive legal work completed at the
request of the “fortress law department.” It
can incorporate LEAN initiatives, improving
relationships with business units in the company, managing the network of local counsel,
and preparing detailed trend and management
reports regarding legal services delivery.
General Counsel and law firms must agree on
the cornerstones for strategic partnering if
they are to achieve their full potential.

About the Author
Richard G. Stock, M.A., FCIS, CMC is a partner
with Catalyst Consulting. The firm has advised
more than 150 corporate and government law
departments across North America and
abroad over the last 25 years. For legal department business plans that work, Richard
can be contacted at (416) 367-4447 or at
rstock@catalystlegal.com. See www.catalystlegal.com

Heineman describes phase five as the effort by
corporate legal departments to “integrate
more completely with law firms and make
them strategic advisors.” Goals and objectives
are set for matters as well as for the portfolio
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By Jessica Lim, Managing Director of Strategic Planning at Lenczner Slaght
There’s a lot of hype out there about innovation. Innovation-related roles,
teams and events are on the rise as are
articles, conferences and education
programs. But is this really necessary?
If you don’t have an innovation group,
should you create one? If you have one,
should you keep it? And why?
To answer these questions, I referred
back to literature by strategy and innovation thought leaders and interviewed a
small population of senior legal industry
professionals from around the globe.
None are strategy or innovation consultants or have innovation in their title. I
was on a mission to gather objective
views from people who understand this
space. And, conveniently, the end result
of this research would also help to influence the path for the Lencnzer Slaght
Innovation Hive.
This article is focused on whether law
firms need some form of an innovation
team, what we mean by innovation and the rationale behind the answer. It does not aim to address the questions that naturally follow, which are typically centered around how the innovation team can realize its purpose. That is a whole other topic.
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Does your law firm
need an innovation
team?

Yes, you need some form of an innovation team
Unanimously, the answer was that you do
need some form of innovation team, whether
you use those two words or not. You need resources committed to this aspect of running a
business. As Peter Drucker put it:

my experience MPs spend 80% of time putting
out fires.” Although, to be fair, spending too
much time in fire-fighting mode is a global
phenomenon.

"There is only one valid definition of business purpose: to create a customer. And
because its purpose is to create a customer, the business enterprise has two –
and only these two – basic functions:
marketing and innovation.”

Innovation is about your firm’s renewal
and creating value by changing
Globally and across all industries the definition and scope of innovation varies. This was
further reinforced when, in the two most recent meetings of the Toronto Law Firm Innovation Group, this became a topic of discussion. So let’s take a look at some definitions
and confirm what we mean here.

There are rare firms that don’t need to strike
an innovation team because it’s in their DNA.
They’ve been the first-movers for years and
often started with focus on areas such as
project management and process improvement, applying ideas typically only seen in the
corporate world.
Angela Tancock, Chief Strategy Officer at Norton Rose Fulbright, made a good point: “The
days of doing innovation off the side of your
desk in addition to your day job are over. You
won’t truly move the needle unless you have
individuals doing this as a full-time job - the
market is simply moving too quickly. Firms
can’t stay on top of developments if they don’t
have a role focused on this. Someone needs to
connect all the dots. That takes time and
thinking, and it can’t be accidental.”
Norm Letalik, involved in the Canadian Bar
Association Futures project and former Volkswagen Group Canada GC, commented: “Absolutely, law firms should be investing a lot
more in innovation - it’s an important area. In
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Before we carry on, we should clarify the definition of innovation.

Consider these definitions of innovation:
•
•

•

•

“The introduction of something new.” Merriam-Webster
“The effort to create purposeful, focused
change in an enterprise’s economic or social potential.”- Peter F. Drucker
“The creation of substantial new value for
customers and the firm by creatively
changing one or more dimensions of the
business system.” – MIT Sloan, 2006, Mohanbir Sawhney, Robert C. Wolcott and
Inigo Arroniz
“To “innovate” means to “regenerate” —
and most companies decline or fail because they fail to regenerate.” - Randall S.
Wright

Regenerate sounds a little too Doctor Who, so
let’s go with “renew,” which was inspired by a
law firm strategist on another continent who
shared her view that “to innovate is to adapt in
the face of change.”

With that in mind, I’m suggesting that innovation is about renewing your firm by creating something new and of value internally or
for your clients by changing some aspect of
the firm.
Now let’s clarify the scope of what an innovation team should consider focusing on.
Your scope should be broad and holistic
Particularly in the legal sector, the focus of innovation teams differs among firms and – at
least on the surface – is often quite narrow
and limited to technology projects, client-facing processes or perhaps internal business
processes, including matter pricing.
I favour the broad, holistic - albeit amorphous
- definition to ensure we keep an open mind to
opportunities. Otherwise, it’s easy to gravitate
towards internal processes only or to abandon
innovation because it sounds like something
only the Apples, Amazons and Big Law giants
can and should do.
My recommendation is to consider internal
and client-facing processes, products/services
and business models.
The end results can be big or small
Innovation includes a mixture of the small and
incremental as well as the big and radical. Or
at the rare, but not impossible, end: disruptive.
Cynics may look at the small changes from
formal or informal innovation teams and dismiss them as obvious, claiming that you don’t
need an innovation group to do that. But, as
Peter Drucker suggests, the greatest praise an

innovation can receive is for people to say,
“This is obvious! Why didn’t I think of it? It’s
so simple!” Further, effective innovations start
small. They are not grandiose.
Law firms are gold mines for the small and obvious right now, and that’s okay. You have to
start somewhere and these little changes can
help firms lay the foundation and open the
door for radical changes that may be considered in future. So make those changes, celebrate and keep going.
Now that we’ve established what we mean by
innovation, let’s go back and look at why a law
firm should have some form of innovation.
Law firms need innovation to maintain
or grow their positions in the marketplace
Like every business in every industry, law
firms do require innovation if they want to retain their current positions or aspire to grow.
Until recent years, law firms could get by
without business renewal because few, if any,
had resources dedicated to some form of innovation. With more and more law firms now
building their capabilities and trying new
things, those standing still will fall behind.
Small and niche firms also require
some form of innovation
At innovation-related events, where I’m surrounded by senior Big Law professionals, I’ve
been asked why a leading corporate litigation
firm is interested in innovation. What are we
looking to get out of it? My answer is that
we’re there for the same reason: we need to
continually focus on renewing the firm;
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if we stand still, we fall behind.
As Jim Hannigan, Senior Manager of Product
Development and Project Management at
Allen Matkins, pointed out “Every business
needs to evaluate at what level it wants to
commit to innovation and change initiatives,
and dedicate resources as necessary; the key is
assigning ownership and responsibility.”
Kelli Wight, Chief Operating Officer at Koskie
Minsky, brings the small firm perspective and
agrees, adding that “it is what all firms need to
do, regardless of size. But there are obvious
challenges to innovating in a small firm. Resources are limited, so you have to be so much
more laser focused on setting priorities that
have the most positive impact on driving your
long-term strategy. You don't have the time,
people or money to do everything, so choose
wisely so you can implement well.”
Small firms have fewer resources and infrastructure and sometimes less opportunity
to innovate, particularly when the work is
more bespoke, as it is where I work. But there
are probably many changes that could be
made, even if internal only, that would save
people at the firm time, enable them to focus
on higher value work and pass that value on to
the client in the form of better service, better
work product or reduced cost. These are the
incremental changes.
We certainly have a long list of changes we are
working on. And with small firms being more
agile and having the ability to move more
quickly, the challenge has become not figuring
out what to change but having enough resources, managing the change fatigue and - at
Steve Hafner
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the same time – being patient with how long
these changes take.
A diverse, focused and persistent team
must be committed
It will not be sufficient to create an innovation
team comprised only of full-time fee earners
doing it part-time. They will never make the
time needed. They will not have the time to
attend many of the meetings and they will too
often show up without their undivided attention. As Carla Swansburg, Vice President &
General Manager at Epiq, points out, “these
groups need someone looking externally and
identifying opportunities observed in markets,
competitors, clients, technology and the future. They also need someone evaluating
ideas.” That requires time and commitment.
Another issue with the all-lawyer team is the
broken twig analogy, as coined by Toby
Brown, Chief Practice Management Officer at
Perkins Coie: a homogenous group of lawyers
are likely to go around the table on any topic
then decide why the firm should do nothing
after they find every flaw possible, like spotting a broken twig on a tree branch and declaring the tree dead.
As talented and knowledgeable as lawyers are,
that is simply not enough to build and maintain momentum. Non-billable resources must
also be committed.
Again, Peter Drucker stated it best: “What innovation requires is hard, focused, purposeful
work. If diligence, persistence, and commitment are lacking, talent, ingenuity, and
knowledge are of no avail.”

The innovation team also needs to be diverse
And by diverse I’m not just referring to gender
and race; I am also referring to age and vocation. It should include those involved in a
firm’s technology, strategy, knowledge management, process improvement and marketing
and business development functions. They all
bring different skill sets, knowledge and perspectives that, with the right people and format, will result in a stronger team and better
ideas.
Conclusion
Every business should be committing to some
form of innovation and dedicating a diverse
team of people who, together, are able to focus
internally and on clients, look outwards and
ahead, and evaluate ideas.
At Lenczner Slaght, we have proudly headed
down that path with the creation of our Innovation Hive, a diverse and focused team committed to purposeful change and with keen,

strong support of firm management.
About the Author
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Strategy

When Your Strategic Plan
Needs To Get Implemented
By Patrick J. McKenna, Thought Leader, and internationally recognized author, lecturer, strategist, and seasoned advisor to the leaders of premier law firms
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Whenever I think about the effort that is required to go into implementing your firm’s
strategic plan, I’m reminded of a particular
business book title that grabbed my attention
when I first saw it . . . Hope Is Not A Strategy!
To effectively transform your best intentions
into tangible action, there are several common
hurdles that you may need to overcome.
Thinking through the following will help you
make the leap.
1. Move seamlessly from strategizing to
implementing
This is, from my experience, the most significant hurdle. Planning is not doing. Unfortunately, some partners believe that implementing the strategy and “getting their hands dirty”
is beneath them. They act as if implementation is something best left to the non-legal
professionals in the firm. This view holds that
one group does the innovative strategizing
work (“the thinkers”), and then hands the ball
off to lower levels. If things go awry, the problem is placed squarely at the feet of the
“doers,” who somehow couldn’t implement a
“perfectly sound” plan.
Strategy and execution should be mutually dependent and cyclical in nature – the results of
developing your strategic plan then drive your
implementation efforts, which then requires
that you think through the strategic implications. This is why execution needs the active
engagement of those very same partners that
came together to work on developing your
strategy in the first place.
In other words, it should be absolutely mandatory, when you first begin your strategic planning, to have those who agree to serve on your

Strategic Planning Committee understand that
they will also be required to serve when your
Planning Committee transforms into your Implementation Committee. I have discovered
repeatedly, that if the partners who formulated the strategy have no responsibility for executing the strategy, it threatens knowledge
transfer, commitment to sought-after outcomes, and the entire implementation process.
2. Have a single point of ownership
You need to make sure that you clarify specific
accountabilities for each strategy and initiative.
Each and every member of your Strategic Implementation Committee (formerly your
Strategic Planning Committee) needs to voluntarily take ownership for being the liaison on
some action element and take responsibility
for ensuring that they pull together the right
partners and people throughout the firm to
execute that task. This doesn’t necessarily
mean that they have to roll-up-their-sleeves
and do it (that can be their choice), but it does
mean that they are accountable for seeing that
specific actions get done.
3. Do away with “should”
For many firms, a pervasive problem in executing strategy is the existence of ambiguous
wording, measurements and tracking mechanisms. Whenever I review some firm’s prior
strategic plan, I am always taken back by reading goal statements like: “We intend to clearly
distinguish ourselves and rise above the
pack.” Or, how about this for a meaningful
strategy statement: “We should create a highly visible positive image in the markets in
which we are determined to be a first choice”
or “We should systematize cross-selling of
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practice areas by facilitating identification of
client opportunities.” All of these are perhaps
very noble in principle, but without any hint of
HOW it’s going to get done.
Without clarity, strategic execution becomes
directionless work. Morale and support quickly erode. Alternatively, with clarity, you can
create tasks and routines that keep incremental actions moving forward with holistic purpose and accountability.
4. Involve as many of your partners as
possible
Effective implementation involves many
hands.
Implementation always involves more people
than the initial planning did, so communication throughout the firm or across different
practice groups becomes an important ingredient. And linking strategic objectives with
the day-to-day objectives at different offices
and practice groups can become a demanding
task. The complexity of execution increases as
more people are involved – but that involvement is exactly what is needed for you to
achieve any sense of alignment and success.
5. Think through the sequencing of your
action plans
Sometimes you need to focus your execution
efforts by thinking about the timing and pacing. When might it be best to move forward
on implementing certain elements? Are you
going too fast? Are the action plans you want
to move forward in the correct sequence?
Think about how you might eat a good
gourmet meal. Dessert doesn’t come first; in
fact, the same dishes served in the wrong order, will disrupt your entire dining experience.
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To make your strategy work, you have to observe the right sequence of actions, the right
timing and the right pacing.”
6. Meet on a regular monthly basis
Implementation requires enormous time.
Overall, successfully executing a plan takes
even more time than the hours and weeks invested in developing the plan. It can be extraordinarily taxing to the billable-time expectations and client obligations of the partners and
others involved. It takes stamina to stay the
course—but if you can prepare for what lies
ahead, you might just reach your goal.
Execution isn’t a short burst of activity on a
quarterly basis; it is a continuous and ongoing
exercise. Execution requires persistence in
taking small incremental steps; it can’t easily
be delegated. The challenge for the members
of your implementation committee will be balancing the urgency of day-to-day client obligations and activities, versus the importance of
working on the future.
There is an old witticism that goes, if you give
a lawyer a project to work on and ask that they
report to the group by this Friday, they will
definitely start working on their project . . .
sometime on Thursday. Taking that behavior
into account, it makes no sense to do anything
but meet as an implementation group on a
regular monthly basis with short turnaround
times.
7. Get help when specialist expertise is
required
While some firm may get their strategic planning right, they can then struggle with how to
specifically transform some element of their
plan into executable activities. For example,

having a strategy that calls for developing
Client Teams to provide enhanced value and
service to a select group of your largest corporate clients is a sound approach. However, determining how best to get your Client Teams
working effectively may require expertise that
does not currently reside in your firm. In
those situations you need to retain the best resource you can find to educate or supplement
your internal professionals.

come to the point where you have a draft
strategic plan that has been approved by the
partners and now needs some attention directed toward how certain components will
actually be implemented. There are a number
of actions contemplated that your fellow
Committee members feel are critical and definitely need to be properly executed in order to
make a significant difference. As an example,
one such action item states:

8. Constantly measure your progress
Assign resources and budgets to each initiative. Develop a means (such as a balanced
scorecard) to measure results; focus on leading indicators; make the number of metrics
small but significant in terms of impacting future goals. Continually monitor implementation to ensure the expected benefits are being
realized.

Develop and codify in writing, a set of ‘Client
Service Standards’ that are accepted and consistently used by all attorneys in every practice
area.

Let’s face it. If there was some secret or shortcut to effectively executing your firm’s strategy
– we would all be doing it. Unfortunately,
there isn’t. It requires a great deal of dedicated persistent effort and a lot of unbillable
time.

There is some discussion and concern
amongst the members of your Committee as to
how this is going to be effectively implemented. The concern emanates from a sense within
the group that it has traditionally been very
difficult to get lawyers to perform consistently,
even so far as getting in their time-sheets on a
regular basis is concerned.

CONSIDER A STRATEGIC PLANNING
PREMORTEM

What to do?
As everyone knows it is common practice to
conduct a “postmortem” or lessons learned
session upon completion of any major undertaking. If your endeavor achieved its goal, the
questions typically focus on what went right,
what we did well, and how we might sustain
our success. If your initiative fell short or
failed to meet expectations, your postmortem
efforts tend to focus on what went wrong and
how we got off track.

You are now at the stage of having worked
with the members of your Strategic Planning
Committee (now Strategic Implementation
Committee) for a number of months to finally

That said, this may be a time to think about
conducting a ‘Premortem.’ A Premortem is a
process to aid in identifying the potential
roadblocks, before they have a chance of de-

If there is any good news to this situation, it is
that most of your competitors will not be able
to pull if off. So can you be the exception and
thereby reap the rewards?
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In a spirit of full disclosure, I confess to borrowing the term “premortem” from a McKinsey article entitled “Strategic Decisions: When
Can You Trust Your Gut?” Not only is the article a fascinating read, it supports my belief
that a good way to help ensure effective execution of your strategic planning specifics is to
ask postmortem-type questions before, rather
than after, the fact.
Here is how a strategic planning premortem
could be preformed.
• Ask the members of your Committee to assume that their draft strategic plan or some
critical but contentious component of the plan
(like the action item identified above) has either failed in it’s efforts to be executed or has
been totally rejected by the partnership.
Your instructions to the group might be:
“Everyone take two minutes and write down
all the reasons why you think the undertaking
failed.” This exercise asks the members of
your group to be self-critical, before they prepare to move forward in implementation, and
gets people to voluntarily engage in devil’s advocate thinking before the specific action item
even gets started.
The team members can then be given a few
minutes to individually write down all the reasons they can think of regarding why the plan
has failed. Your role as a facilitator would be
to have each member announce what is on
his / her list.
In some instances, your fellow Committee
members may lack the foresight to spot shortcomings. They may be so confident that they
don’t see the need for a critique. In those situ36• eMagazine • www.legalbusinessworld.com

ations you may benefit from bringing in some
objective, trusted partners to read, review and
serve as devils advocates to help identify any
areas of the plan that may spark contentious
debates.
• Now have your members determine different
ways and actions they could proactively take to
prevent the implementation of the specific action item from failing or being rejected.
Ask every member of the Strategic Planning
Committee to suggest at least one action that
they believe could help to reduce the likelihood of the plan being rejected – including
possible revisions to the plan.
You may likely hear, as I did when conducting
this exercise, a number of creative ideas like:
We could enlist a group of our more senior
partners who are well-respected throughout
the firm for their gifted client service abilities,
as our ‘blue-ribbon panel,’ to help construct
the client service standards based on the kinds
of actions that they take on a regular basis.
We could gather together a group of our very
best, key clients to provide input into what our
client service standards might include.
We could publish the service standards on our
web site and in engagement letters such that
every client was made aware of the standards
and knew what to expect from the lawyer serving them. This would serve as a catalyst for
ensuring consistent behavior from amongst
our lawyers.
Conducting a premortem can help you identify
potential problems that otherwise would not

have surfaced until they caused major damage
to the strategic implementation efforts. This
process is intended to heighten your Committee’s sensitivity to potential areas of contention and then prepare to either counteract
or address those areas in a proactive manner.
The goal is to prevent potential problems from
occurring in order to increase the likelihood of
success. For the amount of time invested, a
strategic planning premortem can be a lowcost, high-payoff activity.
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Open Internet,
really all that
sensible?
By Aileen Schultz, Founder & President World
Legal Summit, Principle, Fractal Scale Inc.,
Co-Founder, Global Legal Hackathon
Last month I touched on the upswing in access
to justice that the rise in internet using populations would seemingly create. Stemming from
this consideration is a topic more core to the
conversation, and one that has seen the recent
front lines of the headlines; net neutrality and
the related concept of open internet. Put neutrally (pun intended), “net neutrality” refers to
the principle that the internet should be a system of equal opportunity, where internet service
providers (ISPs) should not augment service
provisions in a biased fashion. The controversy
surrounds the commercial drive of corporations
to affect legislation that would provide them the
leeway to limit the neutrality of the internet by
charging higher fees for better services, or blocking access to a host of specific websites, amongst
other service variations made exclusive to one
party or another.
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Though most recently popularized by American judicial banter and inflammatory headlines, net neutrality is a growing topic of legislative and public focus world-wide. Globally,
there are only a handful of jurisdictions that
overtly don’t enforce net neutrality, of the 17
listed in the summary below you can see there
are only four indicating “not enforced”

(Source: Wikipedia, Net Neutrality by Country)
Now, worth considering are the nuances of
this legislation. Many jurisdictions in fact just
haven’t caught up to the complexities of internet governance with their laws, and for some
where it states enforced, there may be many
legally valid loopholes that enable companies
to find ways of providing biased service provisions. For example, the EU offers its own
framework for ensuring net neutrality across

its member states, however it has been argued
that there are loopholes limiting the EU’s ability to enforce this framework. This has led to
some member states creating their own
frameworks for better regulatory practices.
“Open internet (OI)” could be conflated with
net neutrality, and in fact is often considered
one and the same thing; however, for sake of a
more productive dialogue, I think it useful to
break these terms apart. Given that internet
freedom is a much larger topic that goes far
beyond corporate growth agendas and neutralized servicing, I believe OI could be understood as a wider concept that addresses the
demand for an internet free entirely of restrictions or limitations of any kind; surveillance,
data collection, augmented services, jurisdictional fire walls, and the list goes on. The call
for a truly open internet, seems to be the call
for something much greater than just ensuring
the internet is not controlled by a handful of
corporations.
Why is a more global definition of
“Open Internet” needed?
Even though the UN has defined internet access as a basic human right akin to the right to
water, food, and shelter, it is fundamentally
very different in that unlike food and water the
internet actually could be borderless, and already is for users of VPNs for example. Nothing about the technical infrastructure that
makes internet possible demands that it be
boxed off and governed by localized legislation. And proponents of a decentralized web
(Web3) would be the first to tell you that we’re
pretty close actually to developing a viable
model for such a free and open internet. As
such, I believe there is a need to address internet legislation in a more globally relevant way
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that goes beyond localized concepts of net
neutrality and economics, and this starts with
having appropriate terminology.
So, what if we had a radically free and
open internet, then what? Anarchy,
chaos, an evolved .com boom?
In reality a totally free internet is likely not
feasible, nor sensible. In fact, there are plenty
of sound arguments in favor of aspects of a not
so free internet, that proponents of total
openness are surely neglecting to consider.
Taking government surveillance as an example, one might expect that there is an overwhelmingly negative view of governments surveilling the internet. You hear cries about data
privacy, and the right to anonymity, possibilities of corruption, and this and that other argument for why the internet should be a free
from surveillance space. However, looking at
online debates on the topic, there is a pretty
close to 50/50 split on those who believe their
government should surveil and those that believe it should not; though I would wager a
guess that those speaking from places that
have corrupt governments are likely to trend
on the side of no.
Take for example the arguments found in an
online debate, where it indicates that 46% say
yes the government should surveil and 54%
say that it should not. Leaving aside the obvious gaps in research e.g. which government
are we talking about, as “government” generally is a fairly useless term in this context, there
are still several compelling points. For example, the fact that terrorism and other acts of
grave national danger have been successfully
prevented through government internet surveillance, and the defense against sexual

predators, are two pretty non-negligible use
cases.
What would such a governance model
look like!?
In reflection of the demand for blockchain
regulation, it has been stated elsewhere that
“there will be a Cambrian explosion of economic and governance designs where many
approaches will be tried in parallel at hyperspeed.” This is an incredibly impactful statement. I believe the governance of an open internet, akin to a Web3 model, would fall under
this same very fitting remark. In fact, the proposed designs for blockchain regulation would
inherently overlap with the same designs being proposed for Web3 or open internet regulation.
The blockchain world does offer a compelling
framework of decentralization that could, I believe, have real merit here in terms of building
a protocol that has legislative frameworks and
regulatory practices built in. I would argue
that such a model would need to go far beyond
current blockchain protocols, in that it would
need to account for matters beyond just the
best technical infrastructure; we are seeing
this demand in the blockchain world now that
legislators are catching up. It would need to
start from ground zero in terms of building in
the basest of social contracts, and through an
iterative process incorporate further and further layers of regulation and enforcement.
But what happens when there are severe violations of “the code”? Are these cases tried online, in a court made up of a universal judicial
system? Are the judges artificially intelligent
robots, and the penal system a series of smart
contract algorithms? Perhaps possible to
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vision at some level, though one would need to
consider what happens when the violation is
so severe that in some jurisdictions it would
amount to life in prison, or a death sentence.
We may find that there is a line that can be
drawn, after all murder (as one extreme example) could not really happen in the digital
space, though of course many owners of game
avatars would beg to differ. Perhaps digital
acts that affect physical reality are that line, in
which case those cases are tried in the relevant
jurisdictions. Though, developments in virtual
reality are starting to blur this line, and soon it
may not be so clear what is digital and what is
physical. Though the rabbit hole is tempting, I
will stop these musings here.
One thing is certain, the considerations
need to have happened yesteryear
Emerging technologies sit in this funny space
that is in many ways unique to 21st century
developments, where a lot of the technologies
sit outside of any active legislative body. This
allows for a period of rampant accelerated
growth that is on the one hand a beautiful gift
to the necessary processes of innovation, but
on the other hand an increasing danger to societies worldwide. As the rate of technological
development increases exponentially, and the
rate at which regulatory and legal frameworks
evolve remains effectively stagnant, we find

ourselves widening the periods in which gaps
in law allow for nefarious conduct from all
kinds of parties involved.
I for one am a huge proponent of nearly open
internet and nearly decentralized global systems, however I am cognizant of the fact that
humans are humans, and being such, we need
systems of governance to make sure we continue to play nice, and let’s be real, we already
have major issues playing in the sandbox together. These are musings that need to have
real world practice and globally collaborative
consideration. Given the inherently non localized nature of the internet, there is here a call
to action for the global legal industry, technology leaders, and active citizens to come together in sharing their expertise in progressing
the co-creation of a viable internet governance
model.

About the Author:
Aileen Schultz is a Toronto based award winning growth and innovation strategist with a
global footprint, and a passion for creating
better exponential systems. She works with
SME's across several sectors with a focus in
legal and blockchain technology.
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Podcast Series

Oﬃcial LegalBusinessWorld Partner

This podcast is designed to oﬀer ideas, guidance, and perspectives on
how to eﬀectively navigate a perpetually shifting professional landscape, with a unique focus on the legal industry and the technology
that is driving its evolution. (Click on the podcast to listen)
By Ari Kaplan, Legal Industry Analyst, Speaker and Author
The Value of Video in Your Marketing | Download
Posted: 11 Jan 2019 23:15:00 GMT
I spoke with Christina Hammond and Joe Hammond, the co-founders of Producify, a digital content production company. We discussed the genesis of Producify, the mistakes that legal professionals are making in
showcasing their services with video, quick ways that marketing leaders can upgrade their firm’s videos,
whether high-quality video requires professional equipment, and how this type of marketing is evolving.
Navigating a New Era of Analytics | Download
Posted: 04 Jan 2019 19:55:00 GMT
I spoke with Caroline Sweeney, the Director of Knowledge Management and Innovation at Dorsey & Whitney,
Joy Holley, the Regional Practice Support Director for the Americas at Bryan Cave Leighton Paisner, and Chris
Haley, the Director of Legal Technology for Troutman Sanders eMerge. We discussed the definition of analytics, why the use of analytics has become so important, the diﬀerence between artificial intelligence and analytics, ways to demystify both, how to use success metrics, and where the use of analytics is headed in 2019.
Reimagining Innovation in Legal Education | Download
Posted: 17 Dec 2018 17:15:00 GMT
I spoke with Gabe Teninbaum, a professor at Suﬀolk University Law School and the Director of the Institute on
Legal Innovation & Technology. We discussed Suﬀolk University Law School’s Legal Innovation & Technology
(LIT) lab, Spaced Repetition Systems, why law schools are incorporating initiatives like the LIT lab, essential
skills that current law students must have, and how law schools will be changing in the next few years.
The 2019 Law Firm Innovation Roadmap | Download
Posted: 12 Dec 2018 17:41:00 GMT
I spoke with Wendy Curtis (named the Most Innovative Lawyer of 2018 by the Financial Times), Kate Orr, and
Daryl Shetterly, the Chief Innovation Oﬃcer, the Senior Innovation Counsel, and the Director of Orrick Analytics, respectively, for Orrick, a global law firm, which the Financial Times named North America’s Most Innovative Law Firm for the third consecutive year. We discussed the alignment of Orrick’s new legal tech investment
initiative with the firm’s core business, why innovation has taken a more central role in law firm operations in
the past year, the impact of Orrick Analytics on the firm’s innovation roadmap, how firms can coordinate their
various innovation initiatives under a single eﬀort, best practices for creating a culture of innovation at a large
global organization, ways to build multi-disciplinary teams to execute on a unified vision, and how the era of
law firm innovation is evolving.
Podcasts are also available at legalbusinessworld.com/reinvent-podcast
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Business Development

Three things law firms can learn
from a Berlin start-up that prints
students’ course materials for free
An interview with Cecil von Croÿ, co-founder and CEO of PlusPeter by Emma Ziercke,
research assistant for the Bucerius Center on the Legal Profession and a non-practising
solicitor
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In 2016, Cecil von Croÿ and his friend Karl
Bagusat founded “PrintPeter”, a copy-service
that prints and binds students’ course materials and delivers them to students at home, for
free. In just two years, the start-up has attracted more than 5 million euros in investment and has more than 200,000 studentusers from over 600 universities in Germany
(roughly 11% of the German student population). In 2017 it was awarded the German
“Founders’ Scene” Newcomer Award. So, what
has a print start-up got to do with law firms?
The Bucerius Center on the Legal Profession
often looks to other industries for trends, for
inspiration and for lessons-learned. As part of
the Bucerius Law School International Exchange Programme, students on the Law
Firms of Tomorrow course are asked to design their own law firms and pitch their ideas
before a panel of experts. To help the students
think like an entrepreneur, we invited Cecil
von Croÿ, founder of PrintPeter (now called
PlusPeter) to talk to us about his experience.
Cecil’s story didn’t just inspire the students, it
offered us some key learnings that should give
law firms plenty of food for thought.
How does PlusPeter work?
Students upload their course materials on our
website, we print them, bind them and send
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them to the students at home. It’s free because
companies such as Airbus and Ford effectively
pay for the printing by buying advertising
space in the printed copies. We use the information we receive from students when they
register with us to “match” them with potential employers. This is what makes PlusPeter
different - the students only receive adverts
that are relevant to them. This means, for example, that a law student who is interested in
working in an international firm would see an
advertisement from Freshfields, but not an
advertisement from Google, unless of course
Google was looking to recruit law graduates.
So, the students aren’t overwhelmed with
irrelevant advertising and companies can use
their advertising budgets in a more effective
way.
What sort of information do they provide? And what about data protection
regulations? Surely this infringes data
privacy?
Not at all. When students provide us with
their data, they are asked to consent to the
data being provided to potential employers. In
fact, students are more than willing to provide
information about themselves as PlusPeter is
effectively acting as a “dating” agency to
match students with prospective employers.
They tell us things like where they are

studying, the subjects they are studying, their
skills and interests, grades and so on.
How does the “dating” actually work?
What about students who are not currently printing anything? How do employers contact them?
Using the various data points we receive from
the students, we use algorithms to “match”
them with employers. It doesn’t matter if the
student doesn’t print anything, the adverts are
both on and off-line, so prospective employers
are building a presence with the student whatever the media. When a student visits our
website, or uses the LinkedIn App for example, then he or she will see an advert from the
particular employer. The adverts stay in their
printed materials for at least a semester, so it
works like subliminal advertising.
Tell me more about the problems you
were trying to solve when you founded
PrintPeter? Well, when I was studying in the
USA, I noticed that companies didn’t wait for
undergraduates to finish their degrees before
they began to “woo” them. They were simply
much more involved in campus life. By comparison, students in Germany are pretty much
neglected by future employers. We wanted to
fill this gap and solve a problem for both students and future employers. Students sometimes don’t know where to begin in their jobsearch and can end up in graduate jobs that
don’t suit them. So, through our “dating” function we help match students more accurately
with prospective employers, as well as providing a free print service, which is of course
great for students.
Employers benefit as our data is first-hand

and would otherwise be extremely difficult to
obtain. So, from PlusPeter they get more accurate data about their potential target group
and can provide more appropriate marketing
content to boost their employer brand.
Surely in the digital age print is dead?
What future does PlusPeter have when
the market for print is diminishing?
Print is not dead. Especially when it comes to
learning. Certain types of learning, like browsing for information or research is best done
on-line, but things like reading to learn new
information, that’s best done on paper. What
about our future? PlusPeter isn’t just a print
company. We actually combine print and digital. If you scan in the ad in the course materials, you are directed to the advertiser’s landing
page. And through our own App, students can
access interactive learning content, podcasts
and videos.
We are also setting up a learning platform,
PlusPeter Smart Learning, where students can
study together online, with things like flashcards and shared notes. They can even monitor their own progress through benchmarking.
The new platform, as well as the PlusPeter
App, is designed to make learning fun and motivate the students through interaction and
gamification. Even if print were dead, PlusPeter is always evolving. We have “JobPeter”,
an online job-market for students, and we are
leveraging our insights into students’ behaviour by offering recruitment advice. Our
latest venture “Aschenputtel”, an in-bound recruiting agency, was just launched at the end
of last year.
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Isn’t “in-bound recruiting” simply a buzz
word used by HR managers? What 3
practical tips do you have for law firms
to help them recruit more successfully?
In-bound recruiting is crucial for law firms, as
it is for all types of employers. Firms need to
attract potential employees early on and lead
them through the “candidate journey” towards
becoming an employee. This means making
sure your brand is “out there” much earlier
than with traditional recruitment methods –
like putting an advert in a magazine or website
and waiting for applicants. You have to appeal
to the candidate at a number of key points on
the journey, starting from when they are simply an anonymous visitor browsing your website. It’s a bit like taking a marketing approach
to recruitment. It’s important to have the right
mix of content and communication channels.
What tips do I have for law firms? Well, starting with the communication channels, they
need to ensure that they are doing the simple
things right, like having mobile-friendly websites, a good SEO website (i.e. a website that is
search engine optimised), a social media presence, on for example LinkedIn, Twitter or specific online communities for law students –
look at where law students “go” when they are
online.
Then the content has to be authentic and interesting. Students like to see what is really
going on behind the scenes in a firm, it’s their
main way of differentiating between law firm
A and law firm B. That and the reputation, so
establishing an expert status through short articles or blogs on these channels is important.
Law firms are considered by the
younger generation to be hierarchical,
very traditional and often work their
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lawyers too hard. As the Student-Whisperer, what do you think law firms
should do to increase their appeal to today’s students?
I think it actually all starts with the recruitment process. Many students feel let down by
the whole recruitment process. They do their
research, pick their favourite firms, fill in a
standard application form, write a cover letter
and off it goes. Some of them don’t even get
confirmation that their application has been
received. It’s so anonymous and says, “you’re
not important to us”. If a student feels that
the firm sees them as an individual, and not
just one of a thousand applicants, then they
have more of a connection to the employer.
The employer needs to win the employee over
long before they actually apply for the job. For
example, get more involved in personal networking events – in Hamburg a group of students set up a “meet the boss” community
where students get to meet business leaders in
a party setting – it’s very different from the
traditional career fair! Or get your junior
lawyers involved in activities where they meet
students, like mooting or tech meet ups. And
the long hours? I think firms should be honest
about it. Students want to hear from young
people working in the firm what it is really
like, what’s good and bad, and how they manage it.
Law firms and start-ups may not have
much in common, so what have we
learnt from PlusPeter?
1. New perspectives lead to new ideas. By
observing how things were done differently
in the USA, PlusPeter found a group of underserved clients and solved two problems
at once: B2B (marketing, employer branding, recruitment advice, job market) as well

as B2C (printing, a learning platform, job
market).
2. Never stand still. PlusPeter started with a
pilot project on a single university campus.
Two years’ later it is still evolving: print
business, job-market, e-learning platform,
recruitment agency.
3. In the war for talent, you can’t start early
enough. Firms need to establish their employer-brand much, much earlier, and be
proactive, not reactive, about recruitment.
It isn’t enough to leave recruitment until
you have a vacancy to fill or to wait until
the next “milk round” of careers-fairs.

About Interviewee and Author
Cecil von Croÿ is the co-founder and CEO of
PlusPeter GmbH. Educated in South Africa, he
is originally from Hamburg, Germany. Upon
his return to Hamburg he completed a
Bachelor in International Business
Studies. He became interested in entrepreneurship when he founded the
sales team for the company
“Schokostück”. Following its acquisition by Ritter Sport and Chocri
GmbH, Cecil undertook the key management role in the firm. In 2014 he
left Berlin to study in the USA, where
he graduated from Columbia University with a degree in Business Administration and Management.
Upon his return to Berlin, Cecil
founded PrintPeter GmbH (now
PlusPeter GmbH) together with his
friend Karl Bagusat. It started in 2016
with a simple product: a free printingservice for students. Through the
lock-in effect of the free-printing service, PlusPeter has over the last two

years become the fastest growing student platform in Europe.
Emma Ziercke is a research assistant for the
Bucerius Center on the Legal Profession and a
non-practising solicitor. Between 2002 and
2009, Emma worked as a Corporate Solicitor
(Managing Associate) for Linklaters in London, mainly in the fields of private international M&A and public takeovers by
scheme of arrangement. In 2014 she completed an Executive MBA with distinction and received an award for best overall performance
from Nottingham University Business School.
During her MBA studies she focused on Law
Firm Management and won an award for her
dissertation on gender diversity in law firms.
Her work as a research assistant at the
Bucerius Center on the Legal Profession focuses on law firm management, gender diversity
and organizational behaviour.
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#GLH2019
February 22-24, 2019
#GLH2019 Feb. 22-24LH
Bringing the legal industry together with tech and innovation, world-wide, with one purpose:
Rapid development of solutions for improving the legal industry world-wide.

#GLH2019 brings together the best thinkers, doers and practitioners in law in support
of a unified vision: rapid development of solutions to improve the legal industry,
worldwide.
The participants involved in the #GLH2019 span every corner of the legal tech
world including law firms, legal corporate departments, universities, legal
software companies and vendors.

How Does It Work?

Stage 1

The #GLH2019 consists of 3 stages

Hackathon Innovation Sprint
51 hours between Feb. 22-24.
Thousands of participants around the world.
Teams are formed around individual pitches.
Teams present solutions to a judge panel.
One winning team from each location moves
on to the next round.

Stage 2

Virtual Semi-Finals
Winning teams from stage 1 will present a
video demonstration of their solution to a
panel of judges on March 15.
Finalists will be announced on March 25 and
will move on to the finals.

Stage 3: Finalists Gala
On May 4, the finalists from round 2 will attend the
#GLH2019 Gala.
The location of the Gala is to be determined.
Final teams will demonstrate their technological solutions
to a live panel of judges.

14 Final Teams
4 Winners

Series

The Value Series
A ClariLegal interview with Jeffrey Salling,
Senior Discovery Manager at Novartis
International AG
By Cash Butler, founder of ClariLegal and James Johnson, principal attorney of First
Venture Legal.

ClariLegal had the great opportunity to interview Jeffrey Salling, Senior Discovery Manager at Novartis International AG based in Switzerland. Jeff brings significant expertise from a legal, operational, and technology perspective, which has been built upon his education and experience as an attorney. Jeff’s early legal
career included working in the Miami-Dade County
Prosecutor’s Office. Jeff later jumped to Deloitte to
help build out its new eDiscovery document review offices in Chicago and Austin. Ultimately, Jeff moved to
his current in-house position with Novartis, where he
helps expand the company’s internal eDiscovery capabilities. Jeff also holds an adjunct faculty position at
John Marshall Law School teaching eDiscovery and sits
on the advisory board for the Cleveland-Marshall College of Law eDiscovery Program.
We asked Jeff about his role at Novartis and how his
company utilizes eDiscovery services. Jeff states
that Novartis outsources the majority of its eDiscovery services to third-party vendors. Novartis’
primary reason for outsourcing, says Jeff, is
quality; Jeff notes that the company has been
lucky, unlike other corporations, to not have to
focus as much on cost, which allows Novartis,
in Jeff’s words “to focus on partnering with
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people that are going to get it done the right
way and operate at an exceptionally high level”
– leading to lower overall costs and better outcomes for Novartis. Jeff mentioned that part
of the appeal in joining Novartis was that they
were not focused on cost reduction, but looking at expanding a process that was built on
efficiency and was industry leading.
Turning to the big question of what value
means to him, Jeff defines value as “getting a
better work product than you paid for.” Most
importantly, value to Jeff means running an
efficient eDiscovery process so that he can return as much time and money to the business
which allows it to continue to discover new
drugs and save lives. However, Jeff notes that,
different people have different definitions of
value – “[with] some people, value is just going to be looking at cheaper options; other
people, it’s going to be looking at great
quality,” says Jeff.
Digging deeper, we asked Jeff how he views
value as equaling quality. Jeff began by stating
that “to pick a quality vendor or to have a
quality project, it’s a million little things that
wrap into one.” Jeff notes that quality begins
with simple aspects such as communication
and responsiveness; without those, a service
provider cannot set itself apart with the valueadd of consultative service. Jeff further notes
that, for Novartis, because the company is
large and complex, it can’t have a vendor who
reacts slowly or is complicated to contract
with. Says Jeff, “contracting can be painful
enough on one end that we cannot afford to
deal with it on the other end” because legal
business often involves waiting until the last
second and then rushing to get tasks completed on time. “Many of the process improve-
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ments we are doing within Novartis will allow
us to respond quicker, with better metrics so
that our attorneys are better prepared for our
matters,” says Jeff. But quality service goes
both ways for Jeff; if a vendor can make his
job easier and allow him to go home to his
family, Jeff notes he is equally likely to say to
that vendor “hey, we don’t need that tonight;
you can do that tomorrow” – in other words,
quality can become the linchpin to being true
partners.
We next asked about communication of value
in the legal industry. Jeff began by noting his
view that, over time, communication has gotten much better, but Jeff believes there is still
plenty of room to improve. Specifically, Jeff
notes that parties in the legal industry now
take steps they didn’t usually take nine or ten
years ago, such as having a kick-off call. Jeff
sees the largest improvement in communication of value at the start of a matter (to agree
on accountability, roles, and scope), with remaining room for improvement as matters
progress since challenges arise ensuring that
information is passed along and that client expectations are met.
On the issue of communication, Jeff further
notes that different people have different
methods of communicating; for himself, Jeff
points out that he is an “email guy…who wants
someone to email me and everyone else involved…if you want to call…[afterward], summarize it in an email.” Jeff argues that if decisions are made over phone, rarely is everyone
who needs to know that decision on that call;
thus, there is a need to summarize those
decisions in an email to all interested parties –
when people are missing on calls, information
can get misinterpreted by the subsequent need

to play “telephone tag”. Jeff notes that he is
especially impressed by service providers who
take the step of summarizing calls in a digestible written format sent to all relevant parties. Jeff says, “after all, we are attorneys, we
want (and sometimes need) a written record.
We have been testing chat-based collaboration
technology within Novartis – [it has] great
benefits as communication can be accessed at
all times.”
Furthermore, Jeff is convinced that candor
and directness are key to effective communication. During his time as a consultant, Jeff had
clients that left him guessing on what they
needed or how they felt about his productivity
on a matter. On the other hand, Jeff prefers to
handle communication with a ‘there is no way
to misinterpret that’ approach. If Jeff feels a
task should have been quicker than an invoice
describes, he does not ‘note it for next time’;
instead, he sends an email explaining his concerns. In some cases, he has described more
efficient ways for the vendor to complete a
task. In other cases, the vendor communicated
that the task was more complex than Jeff anticipated. Jeff says these discussions have led
to stronger relationships with vendors who receive the feedback and improve, but have also
led to declining relationships with vendors
who meet these discussions with excuses and
justifications.
As a follow-up, we asked Jeff for his thoughts
on how RFPs and vendor selection/management tools facilitate communication of value.
Jeff jokes that “anyone who’s done an RFP has
a hatred for them…it’s a unique soul who has
an enjoyment for that work” – RFPs in their
current incarnation are broken because they
take too much time, are often not targeted to

the work sought to be performed, are too long,
are too hard to compare, and usually don’t
have reliable data, and as a result do not add
value and are not worth the time and effort.
Jeff points out that this antipathy for RFPs
stems from the fact that the responding party
is often required to provide information that
no one is going to read and/or is irrelevant to
the project, while the contracting party doesn’t
want to read through multiple voluminous,
unstructured, hard-to-compare bids. Jeff believes that RFPs break down when companies
fail to take the time to focus the questions to
the needs of the department being served. At
Novartis, the procurement team does an excellent job of partnering with the contracting department to understand its specific needs, resulting in a more-focused RFP process. Jeff
says, “our procurement department knows exactly what we need, so we are able to interact
as one, seamless team”. Jeff further notes his
belief that the scope of RFPs often spirals out
of control due to a buyer’s lack of sophistication; “if your buyer is sophisticated in e-Discovery, [it] is going to have very few questions
because [it] is already going to know…the vendors in the space.”
We asked Jeff about measuring the delivery of
value and the value exchange. Jeff argues that
measuring the delivery of value starts with
benchmarking and defining goals and targets
upfront, citing a hypothetical example of “well,
productions went out, no one came back saying that we disclosed privilege or gave away
the CEO’s home phone number, so it’s a good
day and everyone did great” until the “invoice
[comes back] twice what we thought it was
going to be.” Value and the value exchange
cannot be measured unless goals and targets
are defined – in most eDiscovery projects, the
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scope or outside circumstances often changes,
requiring revision to the deliverables to reflect
the new realities of the work. Jeff further argues that parties can sometimes have unrealistic expectations when measuring the delivery
of value, such as directing a vendor to have
terabytes of data processed and ready for review the following morning. Jeff believes that
these unrealistic expectations arise “when [you
have] a buyer doesn’t know what’s possible,
and a vendor who’s too eager to please and is
not as transparent to say ‘no, that’s not going
to happen.’” Interestingly, Jeff notes that vendors can have unrealistic expectations as well.
There are situations where the seller will think
that they hit the deadline but they ultimately
need considerably more time and money than
was necessary or agreed upon to hit the deadline. If their technology is not working properly, or their team does not know the most efficient way of completing tasks, it is on the seller to raise these points openly. Jeff argues that
it is critical to measure the delivery of value
throughout the project, not just at the end.
Lastly, we asked Jeff to define the value what
Novartis expects from him and its other employees. Jeff says that his company “expects
him to set expectations from the start of a
matter…ensure those expectations are filled…
and when those expectations can’t be filled,
ensure that information is communicated
quickly and clearly to the people that need to
know.” Jeff notes that he is also expected to
ensure that his vendors quickly and clearly
provide him with the relevant information he
needs to send upstream. “At Novartis,” says
Jeff, “our goal is to exceed our requirements
when it comes to legal and privacy standards.
We have a complex matrix to navigate but
have invested heavily to ensure we can pivot
quickly and answer the needs of our legal team
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as quickly and as accurately as possible. In the
end, we have one main goal—to reimagine
medicine. In the legal department, we need to
do our part to ensure that we allow our business to reimagine medicine in the best way
possible so that we can help improve the lives
of others.”
Disclaimer: The statements of the interviewees in the Value Article Series are opinions
and observations of a personal nature and do
not necessarily reflect the opinions and policies of their respective employers.

About:
James Johnson is principal attorney of First
Venture Legal, a Cambridge, Massachusettsbased law practice focused on corporate and
transactional law for very-early-stage startups.
James assists entrepreneurs and small business owners with corporate formation and
structuring, contracts, commercial law,

employment matters, and early-stage
fundraising. His practice utilizes alternative
fee structures to deliver value-based service to
early-stage ventures.
In addition to practicing law, James works
with ClariLegal, focusing on building out its
innovative platform and spreading the word of
ClariLegal’s mission to reduce cost and complexity in legal vendor selection and management for law firms and corporations.

preferred vendors to manage the work through
a fast and complete RFP and bidding process.
ClariLegal’s platform allows all internal client
segments to improve business outcomes
across the board – predictability, time and
money. Learn more
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A seasoned legal technology innovator, Cash
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Marketing | Tech

Improving your Client
Relationships and
Communication using
Technology
By Lauren Riley, Founder & CEO of The Link App

According to a recent study by Incom Business Systems ‘finding effective ways of using advanced communication solutions will be key to future success in the legal market’ [1]
Technology is progressing, as are client expectations and demands. In order to keep up with
the new requirements of clients, Law firms
now need to explore new ways of communicating that reflect the modern expectations
of their client base. In a world where almost every other service is available instantly and on demand, the legal profession cannot afford to be left behind.
Alongside these new expectations, there
are also the age old presumptions from
clients about how often they are expecting
to hear from their solicitor - after all,
people generally need their services at
particularly stressful times in their life,
so there is the expectation that their
case and their needs will be just as high
priority for their solicitor as it is for
them.
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So, not only are law firms expected to get the
technical side right, they are now expected to
deliver a high level of customer service to
match with their client’s new expectations.
The most crucial aspect of providing this service, is getting the communication right from
the beginning.
A recent report by the PWC showed that up to
73% of workers believed that technology was
no substitute for genuine human interaction
and input (2), and this could explain some of
the resistance within the legal profession when
it comes to implementing technology to improve their communication.
However, when it is used properly, technology
can actually enhance the experience your
clients have, and improve the quality of the
communication you have with them. By removing the constant, small scale conversations, you are ensuring that the face to face interactions you then have are more meaningful
and more constructive because the client already has the key facts and updates that they
need.
One of the main gripes when it comes to client
communication, is that if a client doesn’t hear
from you, or they have to chase you multiple
times for updates, they assume that you are
not doing your job, or that nothing is progressing - I know from my own time as a solicitor
that this is usually not the case!. Having an effective communication procedure in place
should allow you to provide regular updates
on progress, without having to sacrifice too
much working time to endless phone calls and
email responding. Much as it might seem an

odd thing to say, now is the time to consider
that emails and more traditional methods of
contact might not actually be the best way to
communicate with your clients.
This is where the developments in technology
can really come into their own. Think about
how many other business and service
providers out there now use mobile apps and
other innovations alongside the traditional offerings. When we were developing The Link
App, we were very determined that the ‘app’
side of things was our main priority, although
we also offer a web-portal option as well. We
believe the focus should always be on how the
client experience can be enhanced and improved through a more effective communication process. Via a product such as ours,
clients have the ability to be far more in control of the contact they have with Law firms,
they can access their information whenever
they need, even if its the middle of the night,
without having to worry about what time the
office is open.
From this point of view convenience is king
and the ability to log in to a mobile app at the
touch of a button, or a scan of your face, is a
far simpler process than having to wait for a
computer to start up, search through your
emails for the right address and then send
something over. All the while knowing there’s
a chance it may get missed in amongst all the
other emails that are going through, or worse end up being classed as spam. Mobile apps allow automatic notifications and alerts, which
also bring peace of mind to the client.
The other key thing to consider when looking

eMagazine • www.legalbusinessworld.com • 57

into different communication strategies is the
security of them. We all know by this stage
that email is not the safe haven it once was,
with phishing emails and cyber attacks happening on an almost daily basis, and becoming
so convincing that it can be extremely hard to
avoid them, even with the most thorough
training and monitoring. Clients need to know
that the communication they have with their
solicitor is confidential, and will remain that
way. During certain cases, sensitive documents need to be exchanged, including copies
of passports and bank details. Your client
needs to be reassured that they can send these
over without having to worry. Encryption is
key here.
It can be difficult for a firm to implement new
practices and processes, particularly with existing corporate clients who are used to a certain way of doing things. We regularly host innovation events around the country to discover more about our Users and the issues Firms
face. One of the key ways we have found that
firms use to onboard new and existing clients
to new technology, is by making sure that the
changes are explained as clearly as possible,
and that the client is made aware that these
changes are for their own benefit, not that of
the firm.
One way in which you can support your clients
through this process, is by ensuring that you
are marketing the changes you are making effectively. If using an external company or supplier, check whether or not they could supply
personalised marketing material for your firm,
including images for sharing on social media,
guidance on how to initiate the conversation
with your clients, and helpful video guides on
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getting the most out of the product you are using.
By implementing a concise, structured system
that supports the changes you are making you
are not only improving client communication
in the long term, but you are also building a
much bigger support system around the new
process, which reassures your clients that it is
something that has been thoroughly considered and is the most beneficial option to them.

With the recent regulations about pricing
transparency it is no longer a realistic option
to be able to use price as a unique selling point
for your business, Firms need to be able to differentiate themselves from their competitors
and stand out from the crowd by offering
something new and innovative that shows they
are moving with the times. Having a clear, effective and simple communication strategy in
place, that reflects the modern demands of
your clients, whilst providing the level of security and peace of mind that they expect, can be
a real selling point for your firm - particularly
in today’s competitive market.
Another key benefit to your firm, from implementing a new communications strategy, is an
improvement in how your firm is viewed by
your clients. If queries are being responded to
quicker, progress is able to be tracked easily,
and documents can be sent when it’s convenient to them, a client is far more likely to recommend your services to others, and to return
to you when they need legal assistance in the
future. You are maintaining strong relationships with the client base you already have,
increasing your retention rate, and securing

new business for the future, simply by using
technology to improve how you communicate.
Communication is a very human aspect of our
society, it influences who we are, the choices we
make, how we act towards others, and getting it
wrong - whatever your profession, can be extremely detrimental. Technology is not here to
replace what makes us human, but, used correctly it can certainly enhance relationships
that already exist and help to build new ones.

Notes:
[1] http://www.incom-business-systems.co.uk/docs/Incom_Four_Challenges_Legal_Sector.pdf
[2] https://www.pwc.com/gx/en/services/
people-organisation/publications/workforceof-the-future.html
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A cartoon on how advertising
technology is able to influence
and change behaviour
By Georg Philip Krog and Henriette Dedichen

This cartoon shows in a funny way that the lack of transparency, inadequate information and valid consent regarding the personalization of ads can result in a substantial
fine. Just think about the recent penalty of 50 Million euros against GOOGLE LLC
(CNIL and The New York Times)

Read it online or download your copy
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Disrupting Legal
Education
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Whilst the impact of technology on the legal
profession is yet to be fully realised, it’s certainly true to say that significant change has
already occurred with momentum continuing
to build. These changes to legal practice, including impending developments, demand
that legal educators consider how best to
equip graduates for a future in law. We must
reflect upon the knowledge, skills, and dispositions future lawyers will need, to inform what
we teach and how we teach it, and to ensure
that legal education embeds professional skills
development that is relevant to equipping law
graduates for future legal practice.
Perhaps the most obvious skill set required for
the future is what might loosely be described
as ‘technological skills’. Whilst the exact form
these skills will take is open to debate, there is
no doubt that some forms of legal tech skills
are needed.
For example, Columbia Law School professors
Joshua Mitts and Eric Talley note that since
the future legal profession will be increasingly
driven by data and analytics, graduates should
know rudimentary coding. Understanding
coding will enable lawyers to collaborate effectively with programmers. [1]
Others suggest a broader conceptualisation of
digital literacies, or digital capabilities, [2]
which encompass the ability to select the right
(digital) tool for the job, and to think critically
about the ethical and legal issues in deploying
such tools. More than coding per se, such capabilities extend to: understanding how the
law engages with technology (such as in the
case of privacy); to use and understand technologies that ‘do’ the law (such as ediscovery); the implications of technology on
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practice (such as on keeping information confidential); and the implications of lawyer’s
own digital presentation, for example, on social media. [3]
In addition to technological skills, the 2017
Future of Law and Innovation in the Profession (FLIP) Report produced by the Law Society of New South Wales suggested that law
graduates also require diverse skills and areas
of knowledge, including business skills, ‘people skills’ (such as the ability to communicate
effectively and the ability to work with others),
project management, internationalisation, and
interdisciplinary experience.
With these various conceptions of a futureoriented profession in mind, we explore four
of the key challenges facing law schools and
legal education today.
A DISRUPTED PROFESSION
Diverse new ways of working in the legal profession challenge the assumptions of a traditional legal education. In addition to disruptions in the way ‘traditional’ law is practised, a
number of alternative models of legal practice
are emerging across the globe. Washington
State in the US, for example, now has licensed
legal technicians. These technicians are not
fully licensed lawyers and are not able to appear in court or negotiate on behalf of a client,
however they can undertake basic legal work,
prepare a limited range of legal documentation and give advice to clients in specific areas.
Tailored forms of education are following suit.
As Lyria Bennett Moses notes, the changes in
the way law is being practised suggest that the
demand for students with both legal and technical expertise – Susskind’s legal knowledge

engineers, legal data scientists and legal hybrids - will increase. [4] This seems to indicate
the need for an increased focus by law schools
on preparing students for the ever more diverse environments into which they will be
stepping as graduates.
Despite the new models of practice and a potential shift towards specialist legal technicians, however, commentators such as
Susskind have also argued that there is likely
to remain a need for legal experts who offer a
bespoke legal service and whose skills and
humanity cannot be replaced by a computer or
legal technician. [5] Law schools will thus continue to have an important role in ensuring
that students develop the skills that have traditionally been seen as belonging to the legal
profession; how to problem-solve, how to
communicate and how to advocate for their

Kate Offer

clients. The point is, rather, that these skills
will not be enough: they must be complemented by a range of additional future-focused
skills. The challenge is how to do all this in an
already full-to-bursting curriculum.
CONTENT FOCUSSED CURRICULUM
In Australia, the content of a law course is
governed by the ‘Priestley 11’. [6] These are the
11 prescribed areas of law that must be studied
for a graduate to become admitted to practice.
The rules also regulate specific topics which
must be covered in each area of study. Regulation of the content of the law degree brings
with it the risk, and we suggest, the reality, of
a very content-driven approach to legal education.
In addition to knowledge of the law, the academic standards for law in Australia require law
schools to equip students with a variety of professional skills such as legal
writing and research, the ability to
think critically and analytically, and
‘people’ skills including self-management. [7] At the same time, the
legal profession is increasingly demanding graduates who are clientready and can ‘hit the ground running’ when they commence work.
While academics might argue that all
skills learned in university necessarily equip graduates for work in the
profession, to meet demands for
work-ready skills tends to require
some kind of immersion in an authentic workplace.
Developing professional work-ready
skills in students requires a co-ordinated, scaffolded and time intensive
curriculum that focuses on more
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than the pure content of prescribed subject
knowledge areas of study. For a discipline accustomed to dealing in knowledge and mandated to teach that way, adjusting the curriculum to develop the full range of practical skills
can be difficult. Legal educators are inevitably
conscious of skills development taking away
valuable time that could otherwise be allocated to the development of doctrinal knowledge.
As students are ever more eager for an accelerated degree, the time pressures for law
schools in trying to incorporate more business,
interdisciplinary and technological skills in
addition to this already crowded curriculum is
obvious.
OVER-COMMITTED STUDENTS
These intersecting professional demands exist
in an environment in which students seek
more flexibility in the way their university
courses are offered, to cater for their external
commitments. Student lives are increasingly
busy as a significant proportion of students
juggle paid work, volunteering, and parenting
with their studies. In addition to this, law students feel the pressure of the graduate outlook
and are dealing with the reality of a significant
debt burden along with (the perception, at
least) of a shrinking job market for graduate
lawyers.
Many students are not in a position to forgo an
income for the duration of their university degree, and do not have the security of a graduate position being available at the end. Most
students will take on some amount of paid
work during their degree; some as a luxury but
for most as a necessity. In addition, even if
studying and working, the imperative to be
‘work-ready’ to secure graduate employment
frequently demands that students undertake

volunteer positions or unpaid internships
while studying.
These competing commitments leave less and
less time to attend university, affording less
time each week for students to engage with the
intricacies of legal doctrine. Universities are
responding through providing lecture recordings and online learning materials.
However, these ‘remote’ forms of studying can
have a detrimental effect on student engagement and thus retention. In addition, there is
increasing evidence that student well-being is
enhanced through social connections. Remote
study can leave students isolated, resulting in
poor mental health outcomes.
Although extra-curricular activities can result
in the development of diverse and useful skills
which will serve graduates well in practice,
such as time management and dealing with
people, the complexity of life for students today cannot be underestimated. Somehow, legal education must accommodate this complexity.
TECHNOLOGICALLY LITERATE
GRADUATES
When the authors were at law school in the
1980’s, research meant setting foot in the law
library, rifling through a large catalogue of index cards to identify the location of the desired
text and then setting out to find a physical
item. ‘Data bases’ consisted of hard copy annotators instead of computers, and legal research
was cumbersome and time consuming.
Today’s legal research methods are computerbased and increasingly mobile. Legal research
can be done anywhere and on any device on
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which one might access the Internet. Lawyers
can now use a wealth of legal databases with
many sources of legal information. The problem is not finding relevant materials but learning how to navigate the flood of information
that is available, and to select judiciously according to purpose.
Beyond the traditional skill of finding the law,
artificial intelligence is now sufficiently sophisticated to undertake natural language research tasks: a computer might be coded to
answer an intuitive query about a legal problem. This capability calls into question the
very notion of specialist knowledge that is the
traditional domain of legal education.
Ross Intelligence for example, is based on
IBM’s Watson. The platform draws on a database of US law, and can provide an accurate

Natalie Skead
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answer to a legal problem far more quickly
than a lawyer can. Ross’s related program Eva
—freely available online—will check legal advice in seconds, identifying any inaccurate law.
Robotlawyer Lisa is another example of a
computer program that will provide basic legal
advice, as well as draft agreements that represent a compromise position between the two
parties.
These types of application are becoming increasingly common. How lawyers interact with
the technologies behind these applications
remains to be seen. It is likely that lawyers will
be involved in the development or prototyping
of such technologies, in their marketing, and
in client liaison at the very least. If this is the
case, it is incumbent on law schools to educate
graduates to work in these contexts.
Consequently, a number of law
schools worldwide, including The
University of Western Australia, are
incorporating some form of technological skills into their curriculum
including through app creation units.
An app is computer software or a
program, frequently small and specific, used on mobile devices. A legal
app is a program designed to meet a
consumer need for some kind of legal
assistance. In app creation units,
students work with not-for-profit legal service providers, using
software—generally ‘drag and drop’
software—to create legal apps that
solve a specific problem experience
by the service provider’s clients.
Widely used app creation programs
do not require knowledge of computer coding. They do, however, facili-

tate problem-solving through the design of an
interface that suits the client needs. The longterm benefit for students arises from working
directly with clients, learning skills such as interviewing and project management, but also
experiencing problem-solving through design
thinking whilst designing the app as a solution
to the identified problem.
These examples illustrate the need for graduates to be familiar with navigating emergent
technology integral to solving legal problems.
Training must go beyond simply gaining isolated skills in specific software and instead
must encourage students to develop a more
profound understanding of the digital environment. These are transferrable skills, to enable students to adapt to new contexts and allow them to collaborate with others and cocreate solutions to legal problems—including
technological solutions. Law schools need to
be arming their students with these digital
competencies.
CONCLUSION
As singer and Nobel Laureate Bob Dylan once
sang ‘the times they are a changin’. This is true
not only for the law and legal practice, but also
for law in the context of the digital realm. Digital technologies continue to evolve and there is
no guarantee that contemporary technologies
will still be in in use when current students
graduate. Change will be rapid and exponential.
At the same time, the use of these technologies
in legal practice is uneven. Traditional lawyering skills are still in demand even as changes
in the profession continue to take place. The
rate of change and the unevenness together
pose significant challenges for law schools that

are trying to prepare their graduates for an
unpredictable future.
Law schools have an important role to play in
supporting the profession as it develops. Legal
education can assist in the evolution of the
profession by diversifying the student experience and contributing to the development of
forward looking and future oriented professional competencies. Whilst traditional skill
development remains an important component of the curriculum, legal education must
evolve to ensure that future lawyers are well
equipped to handle the increasingly technological reality of legal practice.
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Quantifying integrity, legal and compliance risks
Speak the language of business
by putting numbers around the
risk of non-compliance
By Hernan Huwyler, Executive Director Master in Compliance at IE Law School, governance, risk and compliance specialist for multinational companies
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The management of an ethics and compliance
program requires the measurement of integrity, legal and compliance risks to allocate
resources to the most critical business processes. The decision to implement and monitor controls mitigating key risks is the centerpiece of any compliance plan. Compliance officers adopting straightforward tools and data
to quantify risks will choose the most efficient
response measures, from prevention to contingency plans. This article offers the compliance officer practical ideas to measure risks to
prioritize actions.
Too often, the assessment of compliance risks
is based on qualitative and subjective criteria.
The use of adjectives, ranging from minor to
catastrophic impacts or from very low to very
high frequencies, adds biases in the risk analysis. As a result, the ethics and compliance program may not allocate the available resources
to mitigate the key risks. It is an expensive and
ineffective way to manage compliance risk.
The ability to quantify risks allows compliance
officers to produce clear answers related to the
effectiveness of the program. Consequently,
they will be able to demonstrate how much
value the compliance function is adding to the
organization. Compliance officers speaking
about risks in financial terms will get increased attention from the C-suite level, as
well as, focusing be focused on a number of
key compliance areas to protect and support
the achievement of objectives and strategies.
The compliance function whose actions prevents regulatory and contractual breaches
adds value by avoiding negative risks. It requires identifying the most critical external
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and internal requirements, especially for global organizations operating in a myriad of national authorities and regulators where different non-compliance scenarios are needed to be
assessed in terms of impact and probability.
The challenge to produce and make use
high quality compliance data
The mathematics supporting risk management
developed analytical techniques to quantify
losses and probabilities of outcomes. These
techniques allow the compliance officer to gain
valuable insights. Simple methods of quantifying the size of the compliance risks involve the
assessment of different scenarios. Examples of
simple quantifying techniques are, a) the
three-point weighted estimation which considers 3 scenarios with the formula of (best
case + most likely case * 4 + worst case) / 6,
and b) the expected monetary value which
considers the weighted values of outcomes and
their probabilities of a series of scenarios.
The assessment of compliance risks based on
financial data produces plausible scenarios
which allows the compliance officer to evaluate possible sources of information across the
different categories of integrity and compliance risks. The financial data related to compliance risks can be collected from statistical
data from litigation, lawsuits, fines and claims,
civil damages, fraud losses, investigation and
legal expenses, cost of customer complaints,
booked contingent liabilities, and penalties for
contract breaches. This data is not only limited
to internal sources, but can also be obtained
from fines and disclosed losses involving competitors or other organizations in the same
sector. Measuring the financial losses from
this statistical data allows for better trend

identification which provides insight on
emerging issues. The reputational damage of
compliance breaches can be measured by the
loss of contracts and clients, additional advertising costs, increase of capital and insurance
costs, and the underperformance of the stock
value against peers.
A compliance risk measured in financial terms
can be used to balance the cost of compliance
controls. The quantified risk can be compared
against remediation costs, such as the hiring of
additional staff, training costs, consultancy
and process audit fees, hardware and software
costs and the opportunity cost. Also, a quantified risk assessment provides a valuable insight when is incorporated into relevant decision-making processes such as approval
thresholds for new markets or products.
Another use for quantified compliance risks
would be to compare these risks against the
organization´s or the stakeholders´ tolerance
level. This tolerance level depends on their
readiness to bear the compliance risks after
controls are implemented to meet the objectives of the ethics and compliance program.
Statements emphasizing a zero tolerance to
fraud and corruption, as well as, to other elements of the code of conduct do not imply that
zero is the maximum amount of compliance
risks the organization can accept. The ethics
and compliance targets can be operationalized
with a quantitative approach. It is done by establishing a tolerable level of annual losses in
fines, penalties and other compensations and
impacts.
A solid assessment of compliance risks helps
to defend budgetary needs and to highlight the

business benefits of the controls deployed and
monitored by the ethics and compliance program. In this direction, compliance officers
can look for models and support from risk
managers to build tools leading to new ways of
quantifying integrity and compliance risks.
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“STAND OUT”
3 Simple Steps
to Becoming an
Expert in Your
Field

Series on building your personal brand, becoming
the go-to expert and authority in your field by Itzik
Amiel

Ready to become the sought-after expert your
clients will want to work with and be willing to
pay a premium to do so? Do you want to know
how you are unique to your clients & how you
can stand out in the sea of competitors? Are you
the "best kept secret in your market?” If you
want to know the shortcuts to build your personal brand and become the go-to expert and
the authority in your field, DO NOT MISS this
series by advocate Itzik Amiel, bestselling author and international speaker and the global
authority on personal branding for professionals.
A strong personal brand is essential in
today's legal market, but it's difficult to
know where to start. Here are simple
steps on how to build an effective brand
to become an expert in your field.
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What do you think of when you hear the word
"Expert?" or “Branding”? For many professionals, firm logos, slogans, website style and
services come to mind. Not to underestimate
the importance of these factors, but nowadays
these are only a small fraction of the overall
professional success ingredients.
Nowadays, there is no doubt that becoming an
expert in your field, makes you more valuable
and pave a faster way to success in a crowded
legal world.
Cultivating a personal brand and expert position often requires some outside support and
expertise but as always there are fast ways to
reach it. But make no mistake: Whether you
agree with our position and whether you intentionally create your personal band or not,
you DO have a personal brand.
As Jeff Bezos, the founder of Amazon, once
said: "Your brand is what people say about you
when you are not in the room".
Most lawyers, however, have not managed
their brands until now and may not even have
put much thought into it. They just may not be
aware of it.
There is a widespread belief that if you do your
best at work as a lawyer someone will notice.
That was true in the past. These days, in many
cases, unfortunately, that is not enough. Especially when many changes in technology and
the economy have affected it.
It's important to be intentional when it comes
to your personal brand. Try these five steps to
becoming an expert and you, too, can start
building yours:

1. From what you do to what interest
you
As a lawyer, let me assume, you are already an
expert or are on your way to become one, at
least in the field you are currently working in.
Right? So, why not start right there.
Evaluating your current position will be your
first step. It will allow you to examine the possibility to build upon your current expertise
and grow from there.
But I can hear some of you already asking:
what if I want to change? What if you are not
interested in what you are currently doing and
want to build your expertise in other areas?
In that case, your first priority is to find and
figure out what really interests you right now.
What is the most important part of this
process? It is to find the “thing” that you
choose to be an expert in, that you almost are
obsessed about.
In other words, it has to inspire you so that the
necessary reading and learning seem effortless
to you because you enjoy the learning process,
it totally resonates with you.
Remember: based on my work with thousands
of lawyers from all over the world, I never met
a lawyer (or even a person) without any expertise. Everyone has one--some have more than
one--you just need to find it.
2. Develop your distinct point of view on
one subject
One of the real obstacles for many lawyers in
developing their personal brand is the need to
focus and develop their ‘distinct point of view’
on only one subject.
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Many lawyers believe, mistakenly, that if they
will focus on one subject they are going to miss
the opportunities that may come from other
areas they can help and support their clients
on. Here is the truth - trying to become an expert in too many things at one time will only
set you up for failure.
You probably heard before, the saying – if you
focus on everything, you will get nothing!
Focus. The simple secret is: Focus on one subject. Do it well. Repeatedly. Become an expert.
3. Practice. Practice. Practice.
Becoming an expert takes time. Significant
time.
But many lawyers already put a lot of work
and dedication into becoming an expert in
their field. So to form and maintain your expert position, I warmly suggest to you to dedicate some time for:
•

Studying— Experts are also students for
life. Continue to read books; attend online
and offline education lessons or webinars;
watch videos; attend conferences, events
and seminars; share knowledge and learn
from other experts within the field.

•

Practicing--actually implementing and
doing what you are learning. Enlarging
your network of connections in your field
and practice things you learned in your
study time.

•

Presenting—Part of being an expert is
learning to share your expertise and finding with your tribe and relevant people.
Nowadays, there are many ways to share
your knowledge, by articles, blogs, eBooks,
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videos, podcasts, speaking at a conference,
writing a book etc.
Try to find the channels that work for you and
use them to share your expertise. Sharing your
knowledge and what you have learned to others will push you even further toward your
goal of mastering your new field and becoming
the expert.
IT IS YOUR TIME!
Your personal brand is the sum total of what
you do, how you do it and why you do it.
Your personal brand has to be genuine and authentic. You cannot fake it! If you get it right,
your personal brand will make you as a lawyer
stand out in the crowded market place, shine a
spotlight on your expertise and enhance your
value. And the upside is that if you have truly
found your gift--your thing—your distinct
point of view - then becoming an expert in
your field should be a joyful and exciting
process for you.
If this is not the case…
…you have made the wrong choice and you
need to go back and start from the beginning.
In this stage there are still many questions left
unanswered - Isn’t there a proven path to
building your authority? Any specific tools
that can help build your authority? How can
you use your authority to attract more from
the right clients to your firm? Etc. These and
more in the next month part of this special series.
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business mentor, & attorney-at-law. He is also
the bestselling author of “The Attention
Switch” & Founder of THE SWITCH®, the
global community for professionals to grow
their practice.
Itzik teaches Lawyers and other professionals
to attract and win their ideal clients by becoming seen as authorities in their field and to
SWITCH their relations to Referrals+Revenue+Results.
If you want to get in touch with Itzik
and to learn how can you build your Authority in your field, you can book a free
discovery session with Itzik HERE
More information: itzikamiel.com or connect
with Itzik via: info@itzikamiel.com

THE ATTENTION SWITCH
Paying with ‘Authentic Attention’ to other people, the Power Networker Itzik Amiel claims,
is the secret ingredient in reaching out to and connecting with other people. As Amiel discovered early in life, what distinguishes highly successful people from everyone else is
the way they use the Power of Attention to build relationship (for business or personal relationship)—so that everyone wins.
In ‘The Attention Switch’ , Amiel lays out the specific steps and fundamental Elements—
and the specific frameworks—he uses to reach out to deeply connect with colleagues,
friends, and prospects. People he has helped and who have helped him to reach amazing success.

Order your copy here
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By Cathryn Urquhart, Facilitator, Trainer and Coach

Many lawyers avoid networking like the
plague.

“I’m too busy”
“I’m no good at it”
“I’m an introvert”
“It’s not part of my job”
We’ve heard all the excuses before. Some of
this stems from a fear of failure and a lack of
skills. You are not born with networking
skills and it is not taught at law school. But it
is a skill that can be learnt and practised. And
then discipline is needed to make it part of
your professional life.
SOME BACKGROUND BEFORE WE
GET STARTED
The starting point is to learn techniques to
assist in the “live” networking situation eg clients drinks, conference/event etc. This article is
not about that training and those skills. But as someone who teaches this, I know from experience that you can learn those skills and the sooner you start, the better.
Rather, this article is about the next step. With limited time and money, how do you get the best
bang for your buck, how do you choose what to do and where to go to focus your effort?
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Personal Development

STRATEGIC NETWORKING:
GETTING THE BEST BANG
FOR YOUR BUCK

Firstly, be clear about what you do and why
you do it.
I facilitate a practice management course for
lawyers who are starting new practices or becoming a partner in an existing practice. One
of biggest mistakes I see people make is to not
have a clear vision. Why is this important for
strategic networking? Focus! If you have a
small/medium practice and are trying to work
across a range of practice areas, you are
stretching your limited resources and nowhere
is this more clear than networking. How can
you be strategic when you are after Family,
Criminal, Conveyancing and Estate Planning
work? Each type of work requires a different
approach.
Secondly, apply the 80/20 Principle.
It is suggested that about 20% of your clients
account for 80% of your profit/value. And 20%
of your clients cause 80% of your headaches.
20% of your practice areas account for 80% of
your profit/value. 20% of your practice areas
bring little or no value to the practice. OK, you
may disagree with the %’s but your get my drift.
Not everything is equal and if you start to identify where the best value is coming from and what
is of little value, then your can start to focus your
efforts and limited resources in the right direction and not wast them on the 20% that adds no
value.
Thirdly, are you B2B or B2C?
B2B=Business to business and B2C= Business to
Consumer. Are your clients companies/government/legal entities or are they people? Because
your approach to networking and business development will be quite different for each.
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Fourthly, understand what you are selling.
Whilst most lawyers these days still record
time and bill accordingly, you are not selling
time. You are selling solutions. And your
client are looking to buy trust/reputation/reliability.
Fifthly, learn from other professions/businesses. In my training session, I often talk
about used-car salesmen. Yes….there are
lessons to be learnt from them. Research in
the US showed that a key indicator to success
for this group was not who was the most
charming or good-looking. It was quite simply
who was the most persistent and consistent.
For example:
• 48% of sales people never follow up with a
prospect
• 25% of sales people make a second contact
and stop
• 12% of sales people only make three contacts and stop
• ONLY 10% of sales people make more than
three contacts
And further:
• 2% of sales are made on the first contact
• 3% of sales are made on the second contact
• 5% of sales are made on the third contact
• 10% of sales are made on the fourth contact
• 80% of sales are made on the fifth to
twelfth contact
I get it,…there are so many differences between lawyers and used-car salesman but the
point of the story is clear:
‘BE PERSISTENT AND CONSISTENT’.

And finally, consider your profile and “Points
of Contact”.
I suggest to those in my training courses that
they need to build up about 5/6 points of contact with someone before they get that real
connection that tips the person toward instructing you. For example:
• Meet at a function/event
• Be introduced by a mutual acquaintance
• They visit your website
• They look at your Linkedin Profile
• They notice your Linkedin Presence..eg
something you posted/liked/commented
on
• You speak at an event/seminar
• They read your blog/newsletter
• Advertising/Social Media
• Member of organisation
• Be the identified leader in a field
It’s unlikely that one of these on it’s own is
enough to bring in a new client. And whatever
else you do, the most important thing is usually that the potential client has met you or
knows someone who knows you.
So there we have it….why networking so very,
very important? Because without the personal
connection, all the other actions and the time
and cost involved are not as valuable. So let’s
focus on how to get the best bang for your
buck with limited time and money by being
strategic about networking.
WRITE IT DOWN, COMMIT TO ACTION, TRACK RESULTS AND TWEAK
The best networkers commit to action. They
have a method of setting out what they intend
to do: a spreadsheet, calendar, white board,

electronic or hardcopy. Writing the plan down
is the very first step to being accountable and
achieving goals. For example:
• Attend 2-4 networking events per month
• Have 1-2 coffees per week
• Have 1-4 lunches per month
• Post/blog on social media X number of
times
• Present talk 4-6 times per year
• Host client event X number of times per
year
• Send newsletters or email updates to
clients/contacts X number of times per year
Estimate how long these activities will take and
how much they will cost. And then track what is
done, and record actual time and cost. Why?
Because at regular intervals, you need to assess
what is working well and you should do more
of, what is not working at all and so you should
cease doing and everything else can be reconsidered to see if you can tweak to get better results.
There are many ways to stay accountable:
• Record time spent on networking and make
this a part of the practice’s KPI’s. People do
what is measured and rewarded so if you
expect everyone to put their weight with
networking, then give them goals and rewards when the goals are met.
• Have a buddy/team that works together.
Share the plan and meet to update and report. Having to check in with another human keeps people accountable. I love a
stand-up meeting and these really suit networking/business development. Honestly,
10-15 minutes once a week is all it takes for
2 or more people to get together and say
what they have been doing, share
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outcomes, brainstorm ideas and collaborate. Even a walking meeting works
for just 2 people.
WHO DO YOU WANT TO NETWORK
WITH?
Really give this some thought.
• Don’t Just Focus On Current/Future Client’s: Referrers Are A Constant Source Of
Work.
Where a practice gets one-off instructions
from different clients for each matter eg family
law, as opposed to repeat instructions from
one client eg insurer or bank then it is really
important to build a great referral network, eg
accountants, financial planners, real estate
agents who are traditional referrers for
lawyers. And don’t forget former clients, other
lawyers and people you know through social/
family/sport/hobby relationships who might
recommend you.
• Connectors Are Gold.
A connector is someone who knows lots of
people, who goes to lots of events, who is generous with their time and knowledge. Who is
this person in your area of work? Do you know
them. When I started my own business I contacted a number of people that I perceived as
connectors and asked to meet for a coffee. Literally, everyone one of them said “yes” and
then offered to introduce me to other people
eg via email. And would introduce me in person to others at functions. It's what these people do, it’s part of their personal brand and it
helps them with their work.
• Go Where Your Clients Or Potential Clients
Might Be.
I know this sounds obvious but strangely,
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some lawyers don’t think about this. I’ve seen
lawyers wanting to move into tech/start-up
work, I suggest they might want to join a
share-space facility where tech/start-up businesses operate. Some family lawyers I did
training with were only half joking when they
said that the best networking opportunities for
them were at their kids’ school, the church or
community groups they belonged to.
• Maybe Avoid Going Where There Will Be
Lots Of Other Lawyers.
I’ve been a member of a business association
that over time became flooded with lawyers.
Once this happened, many of the non-lawyers
grew wary of going to networking as every
second attendee was a lawyer looking for
work. Having said that, some lawyers get a lot
of their work as referrals from other lawyers
eg overflow work when too busy, conflict,
work outside area of expertise. And so good
connection with other lawyers is important
for them.
• Be Strategic About Which Membership Organisations You Will Join.
These things cost money to join and then
money and time to attend events. Don’t just
keep renewing year after year without taking
time to assess the benefit. Does all your team
need to be members or just a select few?
• Get Creative And Investigate Different Opportunities And Events.
I’ll often see things mentioned on Linkedin.
Or go onto Eventbrite (on line event booking
service in Australia) and put in a few search
terms and sees what comes up. Lots of organisations allow non-members to attend events
at slightly more than a member’s price.

HAVE SOME GUIDELINES ABOUT
WHAT YOU ARE LOOKING FOR IN AN
EVENT.
I have a very limited budget and don’t want to
commit too much time to random networking.
So here are my guidelines:
• I like to go to events that have educational
value + networking
• What is the talk about?
• Who is giving it?
• Who is going to be there?
• What is the cost?
• Sometimes I invite a client/contact to attend with me
• Often, I’ll message other people to tell
them that I am going
• I ALWAYS stay for drinks, even if I am not
drinking
• I try to get an attendance list or get there
early to look at the name cards
• I have a terrible memory so I make notes
(straight after on my phone or notepaper)
of who I meet and what we talked
about.And always follow up in the next
couple of days-email a person to make time
for a coffee if that was suggested, connect
with all the people I met on Linkedin etc
STAY TRUE TO YOUR BRAND.
Whilst I highly encourage you to get out of
your comfort zone, it’s also important to stay
true to your brand. If you are not comfortable
with big events with lots of drinking, then
don’t do this. Find what is right for you and
reflects your brand. Here is an interesting example from one of my coaching clients. As a
female lawyer in her 30’s working in construction/commercial litigation for SME, most of
the networking she attended involved predom-

inantly male attendees and lots of drinking.
She decided to hold a late afternoon drinks
function in the office for a select group of current and former clients and some contacts. By
controlling the environment and setting things
up to suit her brand, the event was less stressful for her and a huge success. She had quality
time to talk to those she invited and they also
appreciated the opportunity to meet others in
similar businesses. Apparently, the last person
left after 10pm!
WORK AS A TEAM.
If there is a group of you ie working in a particular practice area, get strategic to save time
and money. Consider the following:
• Don’t all go to the same events
• Don’t all join the same networks
• Don’t all connect with the same people/
groups
• Review a list of referrers/contacts/clients
and allocate individuals to be responsible
for that relationship
• Make time to meet as a team and discuss
what each person in doing
• Track results as individuals and as a team.
What software do you use? How can this
help your team collaborate?
WINGMEN & ALLIANCES.
So this might sound like I’m playing some
Xbox game but these relationships can be really valuable:
• If you are new to all of this and find the
idea of turning up to a networking event as
daunting (and you are not alone), go with a
wingman. Now, don’t spend the event just
talking to each other….that is not the point.
But work together. Both of you might know
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different people and if so, make a point of
talking to the people you know and introducing each other. As a pair, join another
pair to talk together. Then split up and
each try to meet someone new.
As for alliances, I’ve heard of lawyers who
create a group of people around the same
age/level of experience from different professions. They meet say for breakfast/
lunch/drinks each month. If you can’t
work out the benefits that might flow from
this, well I’m not sure that I can help you.

THE ELEVATOR PITCH
Wikepedia describes the Elevator Pitch as a
short description of an idea, product or company that explains the concept in a way that
any listener can understand in the time it
takes to ride in an elevator eg 20-30 seconds.
It usually encompasses the value statement
and so for laywers this might be around what
you do, why you do it and what benefit this
brings for your clients. I recommend that you
write this down and practise saying it until it
feels very natural so that when someone asks
you “What do you do” you have that Elevator
Pitch statement ready to go.
IN CONCLUSION
There is no magic to any of this. Networking is

about learning skills, practising and then getting strategic about what you do as no one has
endless time and unlimited budget. As Nelson
Mandela said “I never fail. I either win or
learn”. So be prepared for some “failures” but
more importantly, be strategic so that you are
constantly learning, refining what you do and
challenging yourself to do things smarter. And
don’t take the foot off the pedal when you get
busy. Successful networking requires you to be
consistent and persistent.

About the Author
Cathryn Urquhart studied Law at the University of Western Australia and was admitted in
Western Australia in 1988. She has had a diverse career working for national law firms
mainly in Insurance and Construction litigation, as well as time spent as an in-house lawyer
managing professional indemnity claims made
against lawyers and developing and presenting
risk management. Currently, Cathryn is the Facilitator of the Legal Practice Management
Course at the College of Law in Western Australia. She also has her own business and works
for a range of law firms and other businesses as
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By Kanan Dhru, Founder of Lawtoons, LawForMe and Research
Foundation for Governance in India.

There is something radically shifting within the
legal industry world over. Powerful innovations
are shifting the way we perceive the practice of
law. With the help of artificial intelligence and
machine learning technology, legal research and
a range of other legal services are fast being automated. Smart Contracts on the blockchain
technology are geared to automatically execute
the terms of the contract. ‘Service of law’ is being replaced by ‘business of law’ as design
thinking is changing the way legal service-delivery is managed. The question, no longer,
is ‘when’ these changes will occur. The
question is ‘how fast.’
This new kind of revolution, has made it difficult to envisage the future of legal profession
without considering the role that technology
will play into it. Professor Susskind, a
prominent legal academic, in his book
‘The End of Lawyers’ argues that the
future of legal profession will be
slowly eroded, unless the lawyers
identify their distinct skills that
cannot be replaced by technology, smart systems and processes.
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Innovation

Making Legal
Innovations Holistic

However, while talking of legal innovations in
a country such as India, one has to be mindful
of the fact that it is not only the extent of use
of technology that determines what constitutes
as a ‘legal innovation’. Being a country full of
diversities at almost every level of imagination, there is a need to understand ‘legal innovations’ in a more holistic way. In order to
reach out to people at the last mile with information about law and to solve their legal problems, we need solutions that meets the justice
needs of the people on-the-grounds – the solutions that are not only driven by technology
but also focuses on human touch, the solutions
which may not necessarily always scale fast
and wide but change one life at a time. And
thus, while the apparent revolution in the field
of law may be riding on the shoulders of the
technologists and lawyers that quickly adapt to
interdisciplinary work, one cannot ignore the
role of civil society organisations and governments in this context.
While startups that bring technologies like artificial intelligence and machine learning in
managing legal data or predicting legal needs
of people are crucial in disrupting the practice
of law, one cannot undercut the work of organizations that go door to door in mitigating
justice needs of the downtrodden at the grassroots or of institutions that work towards reforming the governance systems.
The important thing is to understand that a
non-profit working to create innovative tools
to spread legal awareness is as much a legal
innovation as the next-big legal startup riding
on block-chain technology. Not only in India
but world over, if our legal systems and mechanisms of justice delivery are to reinvent
themselves to be in tune with the rapidly
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changing times, it will need both top-down
and bottom-up approaches. The exciting wave
of technology impacting the law leaves spaces
that can be filled only with those who work in
the field or those in the government offices,
whose role one cannot undermine while looking at legal innovations as a whole.
Often times, it is the painstakingly long and
hard roads that bring us to real change. In
some cases, even the most revolutionary and
radical ideas have to take this journey. The
case of our legal systems is one such example.
The systems of justice delivery are far too
deeply entrenched in our social and political
systems to make the process of change easy or
fast. The solutions that wish to transform
them ought to take immersive journeys coupled with empathy for those who are in dire
need of justice.
But as they say, it takes a village to raise a
child! In the case of legal innovations, it will
take harmony between different stakeholders
that will complement each other to create a
lasting impact. A fundamental shift in the
space of justice innovations emerges when innovations that focus on mind-boggling technology become harmonious with the real issues on the ground; when technology not only
hears the cries for justice of those at the last
mile, but also develops empowering solutions
for those justice needs. And harmony, as the
great Roman historian Sallust said, makes
small things grow, lack of it makes great things
decay!
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TAKE ME THERE …
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MUST READ
Markus Hartung, Micha-Manuel Bues, Gernot Halbleib and others
This new handbook comprehensively analyzes the current and future states of digital
transformation in the legal market and its
implications from a global perspective. It
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of Legal Tech in law firms and legal departments in different parts of the world (including Africa, Australia, Brazil, Canada, China,
Europe, Russia, and the United States) and
formulates clearcut strategic advice for a
successful digital transformation. With concrete examples, best practices and first hand
experience reports, more than 50 renowned international experts explain
how and to what extent Legal Tech - through automation and technology will change the way legal services are delivered. The reader learns what
strategic decisions and steps are necessary to equip the legal industry for the
changes to come. Future developments (e.g. Smart Contracts, Blockchain, Artificial Intelligence) are also explained and analysed in this unique book.
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