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Executive summary

IN THE past three decades, as legal practices
have grown, they have sought advice from
consultants, academics and employees with
skills in marketing or business development.
Many have introduced techniques and
processes to handle growth more effectively.
These have, undoubtedly, increased the
scope of growth activities whilst releasing fee
earners fo spend more time with clients. Yet,
at the same time, as business development
support staff have moved more extensively into
professional practices, and as academics have
begun to study them, a strange distortion in
thinking has occurred.

Some have borrowed techniques from
other industries and packaged them up
in more palatable language for partners,
despite the fact that these were developed
for low-level, more routine purchases.
Others have focused on the communication
techniques involved in getting onto client
panels or dealing with pitches. Although
these might be appropriate for bringing in
work which is commoditised, they ignore
more sophisticated methods, practised
intuitively by numerous partners for many
decades, of winning high-quality work and
avoiding being asked to do a proposal in
the first place.

This report introduces the current thinking
on business development (BD) and attempts
to put some of the practices info context. It
examines concepts like rainmakers, client
account management, cross selling and
client loyalty from the perspective of revenue
generation and BD at partner level. It

examines mechanisms by which law firms
can grow and generate work, many of which
are used already by leading partners, albeit
intuitive, uncodified and taken for granted.
They include, for example, the development
of a strong reputation and the building of trust
with clients. The report also tests the viability
of successful approaches to work generation
and revenue growth in the changing dynamics
of the international legal services market.
Chapter 1 introduces BD in the legal
profession and looks at the success of
leading partners who have, whilst delivering
outstanding technical assistance to clients,
drawn in remarkable revenues and built
enduring, influential and profitable businesses.
Chapter 2 analyses the different
approaches to BD that have been adopted
by partners and the various growth strategies
of different-sized practices. In particular,
it emphasises the success of partner-level
growth activities despite them being intuitive,
unarticulated and erratically applied. It also
explores BD in new forms of ownership.
Chapter 3 focuses on the principles of
partner-level BD such as the development of
a strong reputation, the measurable impact of
client service on work generation, reciprocity
with other professionals, asymmetry of
information, deliberate demonstration of skill
and knowledge, the importance of networking
and maintaining links with practice alumni,
and effective presentations for company
panels and winning work.
Chapter 4 discusses current frends in
practice development and the changes in the
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legal services market. It explores changing
client aftitudes, the influence of professional
buyers, sector knowledge and client
prioritisation.

Chapter 5 advises against the pitfalls
and common mistakes made in BD while
Chapter 6 discusses ways to be more
systematic about handling the wealth-
generating principles of BD, particularly in
the light of the changes affecting the legal
services market.

Chapter 7 takes an international
perspective on BD and Chapter 8 discusses
how partners and fee earners can use BD
support staff effectively.

Chapter 9 concludes by emphasising the
importance of formalising BD practices so that
they are effectively embedded within the firm.

The report also features the following

case studies:

B Richard Susskind’s single practitioner
growth strategy;

DMH Stallard;

Axiom;

Allen & Overy; and

Gill Jennings & Every LLP
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