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8.00am - Arrival and breakfast
8.30am - Welcome

8.35am - Briefing

2.30am - Q&A

10.00am - Close
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Innovate, Motivate, Integrate, Collaborate .
Complete Business Development Solutions

Grow loyal, profitable clients.
Add value to their experience.

mo Allan Carton, Inpractice UK
8 f www.inpractice.co.uk

lawyers think they’re
delivering above average
service... but only

A Alan Mercer, Introhive
4m www.Introhive.com
clients say they're

receivingit.

June 2018
www.inpractice.co.uk inpr.ctice


http://www.inpractice.co.uk/
http://www.introhive.com/

Context

P Business Services

» Personal Legal Services - introducers, referrers

» Not going to talk specifically about “pricing” as lots of other
discussions around that at the minute — which is good.
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Presenter
Presentation Notes
So … here we are thinking about B2B relationships. Why businesses are different (yours and your clients) is down the people that run them – whatever size they are!


Richard Burcher | C\7/\1|
COUNCIL

Price risk sharing — what is required?

v Intellectual curiosity — “What if we...?”

v Willingness to engage

v’ Trust & reciprocity

v Leave the 'l win—you lose’ attitude at the door

v' Appetite for innovation and managed risk
v Make time

VALIDATUM" o vaicatum® 2018
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Most important ... to business clients

1. Personal Chemistry

2. Problem Solving

3. Strategic Thinking
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» Identify what clients value now and want to change for the future

» Develop or refresh a practice-wide game plan
» Use client information to build relationships and get the right messages out
¥ Shift skillsets and roles to meet new expectations - not just from lawyers

» Generate and build momentum to make new initiatives stick
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Presenter
Presentation Notes
We are planning to merge the hour’s presentation and a half hour Q&A if we can as there’s a good mix of experience in the room ... And I’m sure I can learn a lot too if you are ok to ask questions as we walk through the session.  I’d certainly prefer a discussion to a presentation – and I’m sure you won’t agree with everything we say!


Innovate, Motivate, Integrate, Collaborate .
Complete Business Development Solutions

“Emotional Intelligence”

A big part of the solution — changing mindsets

“the capacity to be aware of, control, and express
one's emotions, and to handle interpersonal
relationships judiciously and empathetically”

“the ability to understand the way people feel
and react and to use this skill to make
good judgments and to avoid or solve problems”

www.inpractice.co.uk inpr.ctice


Presenter
Presentation Notes
I’d like to get this out there as I believe it’s a critical part of the makeup of any relationship. No psychology expert, but I’ve been trained as a lawyer, so it took me a long time to recognise how important this is … but it’s a big part of relationships that lawyers struggle to get.


I'm not alone ... NIsus

Professionalism versus personal chemistry

6

Ease up on the Vulcan

‘professionalism’ and
encourage friendlier interaction.

23
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What lawyers

» Understanding how a strong client relationship should feel

» Every client is different

» Client experience is personal

» People run businesses — their own way of doing things
» Be sure about them — get their message direct

» New opportunities slip past

» People choose to see things their own way

» Particularly lawyers — trained that way
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Presenter
Presentation Notes
Something you’ve seen before?  Look at the same picture from a different angle.


Building Client Relationships - Roles

Frst-time_ Client - Advocate - Client
Chent makes first generates additional
purchase referral dollars

¢ Suspect - could the Maijority Client -

Client fit the target Client selects your
markel profie? company as supplier
of choice

Relationship Timeline

l J Loyal Client - Client is

Prospect - Client fits Repeat Client - Client resistant to switching
the profile and is makes additional suppliers; strong
being approached for purchases positive attitude to

the first time your company

Acquisition Role: Finding and Retention Role: Development Role:
winning the rnight Chents. Keeping the right Clients. Growing the value of
Marketing & 5ales Activity Client Service/Service the nght Clhents. Up-
Delivery selling, Cross-selling &
Down-selling




Where you want to invest most time?
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Strength of Relationship -
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Presenter
Presentation Notes
But what you want to understand and share is this.
Relate to A


Evaluating a Relationship - Indicators?

Will and DO recommend

Net Promoter Score / Satisfaction

Their perceptions of value?

Possible untapped opportunities — explored, tested?

b . . .

» Where are each of your clients now?
» Where do you want them to be?
» How do you get them there?
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Presenter
Presentation Notes
The softer side – difficult to measure to get any kind of consistency … difficult to share


* 1. Considering which clients are of the most value to us now and in the future. Please rate the following measures of
‘customer attractiveness’ 1 being of low importance, 5 being of average importance and 10 being of high importance

Low 2 3 4 Average 6 7 8 9 High

Profitability of work
completed for client

Annual fees billed (revenue)

Strength of clients brand /
name - 'referability’

Number of services
currently purchased from us

Future growth potential of
clients business

Regularity / frequency of the
work we do

Length of the relationship

Strength of personal
relationship with client

Type of business (Owner
managed, small Itd, large
Itd, AlM, PLC)

Sector of business - Private,
public or third sector

Market growth (clients
market/industry)

Our strength/experience in
clients market/industry

Edmerlrmd s es &=l e d -



Quantifiable — Strength of Relationship

» Seniority of the contact
b Activity levels and types
» Speed of response

» Range of relationships
b

Introhive’s machine learning algorithm considers over 30 separate touchpoints to ascertain who
knows who and which of your people has the strongest relationships. Relationship capital scores are
live and dynamic, allowing you to instantly see which client’s relationships are improving or
decreasing, and importantly giving you insight into what factors are contributing to this. We can also
map this contact, activity and relationship data back into your CRM should you wish.
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Presenter
Presentation Notes
Measuring and actively building relationship capital is of strategic importance to your firm. Here are just a few reasons why: 
A reducing relationship strength helps you to identify threats early, helping you take actions to prevent a key client from leaving for example  
A strong relationship means there’s less motivation for clients to move to your competitors
Weak depth in a client relationship could indicate a ‘key man risk’ where just one Partner leaving may result in a client following them out of the door
BD and marketing costs reduce as the cost of winning business from a new client is 5-8 times greater than winning more business from an existing client.
Relationship strength and profitability correlate as existing clients are more likely to trust you are charging a fair price and are less likely to ‘haggle’ or argue over the invoice
Client with strong relationships pay their bills faster, reducing Lockup and improving cashflow
Better matching of people to project based on understanding who has strong existing relationships. This increase (and speeds up) the chances of clients instructing you
Strong relationships improve advocacy which generates additional revenue via word of mouth promotion and referrals
Happier clients lead to happier employees, improving staff retention and reducing hiring and training costs



What’'s missing —why?
b
b
b
b
b
b
b
b
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Time — not making enough, lack of organisation
Motivation

Intelligence — market research

Skills

Persistence

Empathy

Emotion (Emotional Intelligence)

Personal connection



Myths that Inhibit, Catalysts for Action

4

It's all about price
Just doing a good job will keep clients coming back

w

w

... keep an eye on the news to find a reason to talk

Talk to their business advisors
m Business performance - good or bad
m Any new initiatives
m Merger

m New people

b

b

w

Moving
... Or just time to talk afresh
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Presenter
Presentation Notes
About changing mindsets … becoming proactive, being inquisitive, looking for new and better ways


Clients say surprising things

“I want your lawyers to take more risks.”
Finance Director, National Estate Agency

“A therapeutic experience.”
CEO, AIM listed publishing company

“All of our law firms do a good job technically but I trust your people more.”
Chief Exec, Property Developer

“Pay more attention to my son and daughter [future owners] ... they want

more respect and might want you do some things differently.”
Managing Director

“We are planning to move a lot of our people.”
Head of Operations

“We like the working relationship and feel we could do more that would be

mutually beneficial.”
Managing Director, Property Management

“Can you do this for us with our customers?”
EMEA Finance Director, Global Aeronautics
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Presenter
Presentation Notes
Just going to take 2 or 3 of these examples ..


National Estate Agency — 350 plus branches

Disposal - 2. Buyer Found

Client

Agents

Landlord & their
Solicitors

Solicitor

Purchaser &
their Solicitors

Approve the desl

}

Request Specific
Consent from the
Landiord of their Agent

14 days

Rovaw ﬂlmu -

ooal with essental
property related
queges

Telaphone call W

. Buyer found

Agree terms

'

Compile Heads of
Agreement

Monionng progress to
lagal compietion

Consider requast for
consent, instruct
solichors, give consent

Process
Collaboration
Integration
Communication

www.inpractice.co.uk

By emad and post

i
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Re-activate file

[

Purchaser
approves the deal

¥

Instruct Solicitors

Request Speciific
Consent from the
Solotiors Acting for

Despatch Contract
Pack to Purchaser's
Solcrors

Telephone cal 1o
sohciorsiolowed
wD with email - 10
agree fees and
timescalel

5 days / pericd agreed

Talopnons csl 10
solicitolowed

Landiord
3 days Solicitons 1eview
r
3 days Telephone call 1o
Purchasaer's

Solicitors ilowed
up WEh email - 1o
agree approach
and imascale

5 days
¥

Telephone call o
Purchaser's
Salcitors fallowed
up Wiith email

a

Advise Client on
Deal and Licence

New Opportunities




Clients say surprising things

“I want your lawyers to take more risks.”
Finance Director, National Estate Agency

“A therapeutic experience.”
CEO, AIM listed publishing company

“All of our law firms do a good job technically but I trust your people more.”
Chief Exec, Property Developer

“Pay more attention to my son and daughter [future owners] ... they want

more respect and might want you do some things differently.”
Managing Director

“We are planning to move a lot of our people.”
Head of Operations

“We like the working relationship and feel we could do more that would be

mutually beneficial.”
Managing Director, Property Management

“Can you do this for us with our customers?”
EMEA Finance Director, Global Aeronautics
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How It works

v v v v v

Active listening

Start with a clean sheet

Open guestions, candid, no boundaries
No selling or “defensive” comments
Look forwards, not (just) backwards

Their challenges:
®m In the business — what is happening in their world
m Running the business — what does success look like
m Their role, their life — what keeps them awake

Columbo moments
Follow up — don’t do it if you are not prepared to commit time
Resource and implementation

www.inpractice.co.uk inpr.ctice



Developing New Opportunities

» Provide ammunition to support new Initiatives — if clients say
they want X, lawyers can’t object to it!

» To rethink services, to find ways to add more value, extend
services and reach within a client.

» Retain clients
» To change how your people think about relationships

» To help your people understand what different information
they should want to know and share about clients and
generally

Think!
» Engagement, Collaboration, Integration

www.inpractice.co.uk inpr.ctice



Steps to take or improve on

4
4
4
4

Shift focus of budgets / rewards ... mindsets
Simple plan, executed well - JDI
Refresh your key client / referrer list — set objectives

Listen to them — change / develop what?

m Dig deeper, think wider

m Think about them, what drives them, keeps them awake
®m Include technology — they are developing too

Share insights - talk about what “adds value”. Open up.

Add tools that can help

Provide training, mentor

Review and support

Keep going!

www.inpractice.co.uk inpr.ctice
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RESEARCH &
EVALUATE to
Prioritise
Prospects

MENTOR H‘i':lf‘}:‘gs LISTEN to explore
& Support & open new

the lawyers 1€
Y open minded opportunities

Inquisitive
Pro-active
Problem solvers
Creative
+
Intelligent
Logical

Motivated - Rewards?
TASK lawyers to Fully Informed?
share with clients Driven?

& deliver

SHARE feedback
0 ENGAGE lawyers:

Develop PLANS &
potential new
PROPOSITIONS




Innovate, Motivate, Integrate, Collaborate .
Complete Business Development Solutions

“Emotional Intelligence”

A big part of the solution — changing mindsets

“the capacity to be aware of, control, and express
one's emotions, and to handle interpersonal
relationships judiciously and empathetically”

“the ability to understand the way people feel
and react and to use this skill to make
good judgments and to avoid or solve problems”
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Presenter
Presentation Notes
I’d like to get this out there as I believe it’s a critical part of the makeup of any relationship. No psychology expert, but I’ve been trained as a lawyer, so it took me a long time to recognise how important this is… but it’s a big part of relationships that lawyers struggle to get.


What to do differently?

» Not rocket science
» No one fit for all
» Filling gaps in what you do already?
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Innovate, Motivate, Integrate, Collaborate .
Complete Business Development Solutions

RESEARCH &
EVALUATE to
Prioritise
Prospects

0

lawyers think they're
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Allan Carton & Alan Mercer

www.inpractice.co.uk : www.Introhive.com

acarton@inpractice.co.uk : alan.mercer@introhive.com

07779 653105 : 07557 569022
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Andy Poole
Legal Sector Partner
Armstrong Watson

Milourn House, Hexham Business Park, Burn Lane,
Hexham, NE46 3RU

T: 01434 375550
F: 01434 375555
M: 07828 857830

Twitter: @AW_AndyPoole
E: andy.poole@armstrongwatson.co.uk

www.armstrongwatson.co.uk/legalsector
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Disclaimer

This presentation and supporting documentation has been prepared in general
terms and therefore cannot be relied upon to cover specific situations; application
of the principles set out will depend upon the particular circumstances involved
and we recommend that you obtain professional advice before acting or refraining
From acting on any of the contents of this presentation and/or supporting
documentation. Armstrong Watson would be pleased to advise on how to apply
the principles set out here to your specific circumstances. Neither Armstrong
Watson nor the presenters accept a duty of care or liability for any loss
occasioned to any person acting or refraining from acting as a result of this

presentation and supporting documentation.

Endorsed by

ArmstrongWatson

Accountants, Business & Financial Advisers

The Law Society
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