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I ntroduction
Essentialsto Boost Your Law Firm’sPerfor mance

BTI’s CMO Strategies for Success. Benchmarking Performance Improvement for Chief
Mar keting Officersat Law Firmsisan in-depthlook at what law firmsare doing to:

= Attractclients

= Block competitors

= Improveperformance

= Bood dient satisfaction

=  Target growth

= Raseclientretention

= |ncreaseprofitsper partner

Based onindividual interviewswith over 60 of America'sleading CMOs, BTI’'sCMO Strategiesfor
Successgivesyou exclusveingght into the activities, goalsand objectives of AmLaw 100 and 200
firms. Theonly survey of itskind, BTI drawson over 25 years of experiencein professiona services
to offer aunique, unparaleled perspective. Gainvaluableinformation about:

= Operating performance of lega marketing departments
= Sizeand scopeof legal marketing budgets

= Key performance metricsfor law firms

=  Marketing goalsand objectives

= Newinitiativestoimprove performance

= Useof client satisfaction studies

= Lawfirmgrowth strategiesand priorities

= Disconnectsbetween clientsand law firms

TheClient FocusGap: DisconnectsBetween Clientsand Law Firms

BTI'sCMO Srategiesfor Successhighlightsthekey areasthat clientsidentify asmost valuable and
influentia intheir relationshipswithlaw firms. BTI hasinterviewed over 550 corporate counsdl at
Global 1000 companies. Seeaone-to-one comparison of how your views and strategies stack up
withwhat clientsreally need and want. 21% of law firmsdefine client focus asdoing what’sbest for
theclient—yet only 3% of clientsoffer that samedefinition. Seewhat clientshaveto say —and what
makesthelr outlook different fromyours.

Then, learn how to better align your firm to addressand serveyour clients needs. Superior client
servicedriveshigher revenuesand profits per partner. Discover thekey to boost your firm'’sfinancial
performance.
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I ntroduction
LearnfromMarket Leaders

Learntacticsthat arecritical to your successasamarketing leader. Useour exclusive benchmarksto
assessyour departmental performance, track progressand target successful goalsand objectives.
Discover new approachesto advanceyour law firm'’sclient strategy, develop client relationshipsand
leverage marketing resourcesto your best advantage.

BTI’'sCMO Strategiesfor Successincludesinput and perspectivesfrom 68 CMOsat America stop
law firms. Thesemarket leadersrepresent over $12 billioninbillings. They control marketing
budgetsthat total $242 million. They direct marketing programsat:

6 of Americalstop 10firms
13 of America stop 20firms

They drivegrowth at America'stop law firms. Delineatethe path to becoming asavvy, successful
CMO. Draw on BTI'sCMO Strategiesfor Successfor ahost of best-in-class practicesand tactics
to helpyou differentiate your law firm and stay ahead of the competition.

Aswithdl of BTI’sleading publications, CMO Srategiesfor Successcomeswith unlimited
telephone support and a satisfaction guarantee. Wewelcomeyou to call uswith questionsand
suggestionsat (617) 439-0333.
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Brand New! Just Released! Direct from Law Firms!

CMO Strategiesfor Success:
Benchmarking Performance | mprovement for
Chief Marketing Officers at Law Firms 2003

Exclusivelnsightsinto CMO and Law Firm Strategies

BTI'sCMO Strategiesfor Successgivesyou fact-based insight into how CMOsare
staking their claim on the market and driving better performance at their law firms.
We'veinterviewed morethan 60 CMOsat AmLaw 100 and 200 law firmsand com-
bined thiswith BTI'smarquisresearch with 550 corporate counsel. BTI'sCMO
Strategiesfor Success givesunprecedented insight into best practices, strategiesthat

2003

work, performance metricsand how CM Os stay ahead of the curve.

New Strategiesto Boost Performance

Law firmsare changing the way they do business.
You get adetailed ook at the changeslaw firmsare
making to boost their performancein each of 5 areas:

Client Satisfaction
Branding
Technology

Client Development
Client Retention

No lessthan 2/3 of al law firmsare making changes
toimprove performance. Track the changes and stay
ahead of thecurve.

Client Satisfaction Surveys. Who DoesThem,
How They Get Used

42%o0f law firmsare conducting client satisfaction
surveys. 70% plan to conduct aclient survey inthe near
future. See how law firmsimplement the surveys, who
conductstheinterviewsand what firmsare doing with
theresults.

Prepare yourself now for what isprimeto becomea
client expectation. Use proven tacticsto transform
client satisfaction into increased billingsand profits per
partner.

Top Areasfor Growth

Seewhat areas CM Ossingleout to drivelaw firm growth
and how they line up against what clientshaveto say.

* 19.7%of CMOsseeLitigation astheprimearea
of growth

* 14.8% of CMOspoint to | P asthe top growth area

*  4.9%target International growth

Pinpoint and target key areasfor growth.

How CMOs Measure and Track Success
Learn how CM Os manage their own success and
performance. Develop aguidelinetoalignyour goals
with those of thefirm. Learn how to

» Positionyourself for akey strategicrole

» Assessthe successof marketing initiatives
Delineste strategiesto boost client satisfaction
 Outpaceyour competitors

* Moveahead of thecurve

How Does Your Staffing and Productivity Stack Up
Compare and contrast your operating performance and
spending levels. For thefirst time, BTI providesyou
with reliable operating benchmarksto help you pinpoint
your strengths and weaknesses. L earn how you stack
up asyou measure:

*  Spending

o Staffing

» GrossBillings
Segmented by AmLaw 100 and 200
Analyzed by partner and attorney

Gaugeyour capacity. Assessyour productivity.
Evaluate overall spending and performance to reduce
costs and boost returns on marketing.

New CMO Initiatives in 5 Areas

Percent of Law Firms
100%

Client Branding Technology Client New Client
Satisfaction Retention Development

TheBTI Consulting Group
Compelling Research for Compelling Results s"

Order information on the other side
Call (617)439-0333 for more information
Or visit us at www.bticonsulting.com



Brand New! Just Released! Direct from Law Firms!

CMO Strategiesfor Success

=— = Benchmarking Performance | mprovement for
B @ B Chief Marketing Officers at Law Firms 2003

For thefirst time ever see how law firms stack up against what their clientshaveto say. Uncover key disconnectsin client and
law firms' perspectives.

Think Like Your Clients. Closethe Client Focus Gap

Gainexclusiveinsightsinto client needs. Learn how to deliver client focus- and how to useit to boost profits per partner.

Strategic Successfor Law Firms
Learn which strategieswill get you where you want to go with adetailed analysis of strategiesand goals. Usethisto:
* Pinpoint high priority goals
» Delineate how your objectives stack up to your competitors
 |dentify key pointsof differentiation
* Seewhereyou can step up and stay ahead of the game

___Yes! Rushmemy copy of BTI'sCMO Srategiesfor Success. | want to make sure | am ahead of the curveand stay there!

Regular Price for Law FirMS ..o e enes $1400

Exclusive Offer for BTI Clients — Receive your copy of BTl's CMO Srategies for Success
at a preferred price — All subscribers to BTI's paid publications

BTI Client Preferret PriCe ......coiiiiieeieisieesee st $1160
B Small to Mid-Sized Law Firms — Enjoy your own version of BTI's CMO Strategjes for Success
- Offer for law firms with 100 or fewer lawyers

Small and Mid-Sized Firm Special Edition ..........cccovreiiiiniiinnnee s $560

__ Pleasebill me:  Purchase Order No.

Authorizing Individual

___ Please hill my credit card: ___VISA ___ MasterCard __ AmEXx
) ) Name on Card:
Satisfaction S N .
Guaranteed! _ar o P-
Full unlimited Signature:
telephone support ___ Check enclosed, payable to:  TheBTI Consulting Group
167 Milk Street, Suite 340
Boston, MA 02109
Name Title
Company
Address
City State Zip
Telephone Fax
Email

Questions? Visit www.bticonsulting.com or call Michael Rynowecer at (617) 439-0333

TheBTI Consulting Group To order, fax this form to (617)439-9174

Compelling Research for Compelling Results s or call BTI directly at (617)439-0333
web No cover sheet required



