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Executive summary

Research and data are now a firm’s best tools in garnering and retaining
business. Having a comprehensive knowledge of not only your client’s
needs in terms of your business, but also of the greater workings
outside your terms of engagement is the best route to offering quality
and value-oriented services. But with the modern, techno-centric world
offering up an endless supply of data, and a multitude of ways to collect
it, what is the best method of implementing this shift in focus?

Strategic Intelligence for Law Firms offers a robust overview of how,
and why, strategic use of intelligence can foster real results in your firm.
Featuring advice and case studies from experts in business develop-
ment; analytics; and the ABC of artificial, business, and competitive
intelligence, the book leads with defining the true nature and worth
of competitive intelligence, and develops into discussing methods of
deploying, demonstrating, and utilizing intelligence to its full potential.

The book opens with a chapter from Mark Medice and Jennifer
Roberts of Intapp, who summarize how firms can use client intelligence
to create and maintain advantage, the profits and savings that can be
accomplished, and how the cultural shift to a client-focused environment
can be implemented in a sector that is notoriously adverse to change. In
Chapter 2 Zena Applebaum, director of competitive intelligence at Bennet
Jones LLP, explains how client-focused intelligence is now the standard
for all competitive intelligence — and what is fundamentally different in
this shift. Details are given on how research on clients can progress into
client retention, especially as clients now have an increasing number
of options to choose from, and are looking for greater value for money:.
Keeping on the topic of value, Chapter 3 features Pepper Hamilton LLP’s
director of strategic pricing and project management, Peter Lane Secor,
discussing how differing definitions of “value” can create dissatisfaction
within the client. Advice is given on how to structure fees and estimates
to promote value, and when “going the extra mile” may be dispropor-
tionate and inappropriate in the context.

Vii
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Executive summary

With all the effort required to collect and collate data, firms want
to ensure that the intelligence is applied correctly for real results. In
Chapter 4 the vice president of business development at Neota Logic
Inc., Patrick Fuller, discusses the best ways to fully utilize intelligence
gathered from a number of sources. The core principles of developing an
opportunity scoring assessment are outlined — a system of quantifying
all internal resources to ensure that they are applied correctly and effi-
ciently. Chapter 5 sees Annie Johnson, manager of business intelligence
for Pillsbury Winthrop Shaw Pittman, tackling an issue which is now
critical for many law firms: how to capitalize on the shift towards CI
with a limited set of resources. The chapter outlines all the steps needed
to launch an effective CI department: calculating the demand; creating
the processes; finding appropriate staff; and pitching it to the workforce.

Any collected data is, however, only as effective as the method chosen
to present it. In Chapter 6 Mark A. Gediman, director of information
services at Best Best & Krieger LLP, offers a detailed lesson in building
the perfect report to deliver crucial data — while keeping it engaging and
user-friendly. Effective methods of presenting data are discussed, and
advice is given on which style of report would best represent the kind
of data at hand — along with standard steps to ensure that your reports
stand out.

In Chapter 7 John Alber discusses the fundamentals of business intel-
ligence in order to highlight the reason of why Bl is undertaken and, more
importantly, why it is a key to success. He then outlines the process of
“Design Thinking”, and how it can be used to help firms evolve their busi-
ness in the right direction — by questioning and defining the most basic
operations of a firm. As developments in technology steadily progress,
the question of how firms will interact with and utilize high-end tech-
nology to augment their intelligence functions is becoming a key subject
for debate. Chapter 8 features Joanna Goodman discussing the potential
of BI to create value via data capture and analysis, leading into how
future developments can lead to “legal AI”, what its core functions will
be, and how it can work in tandem with BI functions. Chapter 9 begins
with Ed Walters and Jeff Asjes of Fastcase outlining how software can be
implemented to increase access to legal services, and discusses the legal
implications of such software in regard to unauthorised practice of law
statutes.

viii
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