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Corporate Counsel Use of Directories

® <z

©2010 The BTI Consulting Group, Inc. All rights reserved. (617) 439-0333 * www.bticonsulting.com BTl Insights Into Rankings, Ratings and Directories for Law Firms




Corporate Counsel Use Informal Networks and Peers to Learn about
New Firms: Research and Directories Play a Different Role

When was the last time you hired a major law firm with whom you or your company had never worked?
How did you learn about this law firm?

How Corporate Counsel Learn about New Firms
Corporate counsel most frequently hear Percent of Corporate Counsel

about new law firms and attorneys through
informal networks

— Drives nearly 2 times more introductions Informal Networks 38:5%
than any other source

— Includes:
- Word-of-mouth Reputation
- Colleagues

- Networking events

. . Peer Referrals
» Research and directories play more of a

confirming role (see page 5)

Attorney Referrals

Research 5.7% <— Including directories

Source: BTI's National Research with 240 Corporate Counsel in 2009
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Step Two: Learn More about Law Firms, Lawyers and Referrals;
Directories a Research Tool for Those Clients Who Use Them

What prompted your decision to use a directory?

. Nearly half of corporate counsel turn to What Prompts Corporate Counsel to Use Directories
directories to research lawyers and law firms Percent of Corporate Counsel

— Typically after learning about a firm

through informal networks Geographic- or
Practice-Specific Need

16.0% of corporate counsel use directories
to search for specialized counsel in matters Biography or Contact
not handled by primary firms Information

— Regional cases
Research Opposing

— Specific expertise needed
Counsel

» Directories also frequently used for:

— Deepening knowledge of a known Research for a Case
attorney or firm

— Additional information needed for a case

) ) ) Attorney Rating
— Accessing contact information

— Researching opposing counsel

Do Not Use Directories 51.5%

« 2.5% of corporate counsel use directories to
access an attorney’s or law firm’s rankings

Source: BTI's National Research with Corporate Counsel 2009
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Martindale-Hubbell Leads a Short List of Directories
Corporate Counsel Find Valuable

Which directory do you find most valuable?

« Only three directories earn top recognition Most Valuable Directories
Percent of Corporate Counsel

with corporate counsel
— Martindale-Hubbell Legal Directory

— Chambers & Partners )
Martindale-Hubbell

. 27.6%
— Martindale-Hubbell Connected Legal Directory

» Corporate counsel find Martindale-Hubbell’s
Legal Directory the most valuable directory

« Martindale-Hubbell’s combined offerings Chambers & Partners

considered valuable by over 3 times more
clients than other resources

Martindale-Hubbell
Connected

Do Not Use Directories 51.5%

Note: Chart does not add up to 100%. Responses smaller than 4% excluded.

Source: BTI's National Research with Corporate Counsel 2009
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Law Firm Use of Rankings and Directories
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B TH I
Time and Money Invested in
Law Firm Ratings, Rankings and Directories

« Law Firm Investments in Ratings, Rankings and Directories

— Law firm marketers spend between 1.5% and 2.5% of marketing
budget on placements in directories annually

- On average, the amount spent on directories is declining from
year to year

- Spending on rankings varies greatly depending on the
ranking provider

- Highest investments with single provider ranges from
S5 to $10 thousand a year

- Time investments are significant and vary greatly—between
50 and upwards of 250 hours per provider

- Investment dependent on number of submissions
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Law Firms Typically Earn Recognition from 7-8 Rankings;
Promote Half

» Law firms recognized by 4-9 different rankings Number of Rankings

— Select firms earn recognition from up to as 10
many as 30

Regional and practice-specific rankings

» CMOs promote only 4-5 acknowledgements
7.24

+ CMOs opt not to promote rankings with:
— Poor market reputation
— Lack of credibility 5
— Questionable methodology 4.56

— No perceived utilization by corporate
counsel

Number of Rankings Recognized by = Number of Rankings Promoted

® <o

©2010 The BTI Consulting Group, Inc. All rights reserved. (617) 439-0333 * www.bticonsulting.com BTl Insights Into Rankings, Ratings and Directories for Law Firms




Research Process, Corporate Counsel Use Essential to Rankings

What characteristics and attributes are the most essential to you when assessing ratings or rankings?

* 40.8% of CMOs find the research process most

important when evaluating law firm ratings
and rankings

— Client-driven feedback considered most

essential attribute of the research process

— Other coveted qualities include:
- Comprehensiveness
- Scale used to measure firms
- Survey topics and questions
- Transparency of methodology

- Legal expertise of provider

« Second in importance is how the ranking
influences corporate counsel decisions

— Do the clients care?

— Are the rankings used in hiring decisions?
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Other
The Research Process 6.2%
40.8% Objectivity
12.2%

Provider
Reputation
14.3%
How Ranking Influences
Corporate Counsel Decisions
26.5%
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20% of Law Firms Promote
Attorney-Specific Recognition in Attorney Bios

What specific attributes prompt you to promote your lawyers' rankings?

What Drives Law Firms to Promote ATTORNEY Rankings
Percent of CMOs

Limit Promotion of Prestigious
) L : . 28.9%
Attorney-Specific : Reputation
Recognition to Bios :
20.0%

Level of
Attorney’s Ranking

Belief in the
Research Process

Attorney Request

Perceived Credibility

Other Firms Promote
the Rankings
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Client Perceptions of a Ranking Most Important
When Law Firms Decide to Promote

On a scale of 1 to 10, with 1 being not important at all and 10 being most important, how important are the following when deciding to
promote the recognition you receive?

. . . L. , Rati fl t 1-1

» 3 main criteria most influential in CMOs ating of Importance (1-10)
decision to invest in promotion of a ranking 10 |—
— Client perception of the ranking 915
— Firm’s perception of the ranking 8.67

— Overall performance in ranking 7 7.92

» Lesser concerns include:

— Cost of reviewing and promoting ranking

— Generating online traffic 6
1
Client perception of  Your firm’s perception Overall performance
value/prestige of of the prestige of the in ratings and
award award rankings
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Research Methodology and Approach:
BTI’s Research with Corporate Counsel

©2010 The BTI Consulting Group, Inc. All rights reserved.

This fact-based, comprehensive analysis draws on more than 2,100 interviews
conducted over the span of nine years. BTl interviewed 240 corporate counsel
this year at Fortune 1000 and other large companies. Our interviews were
conducted between July 1, 2009 and October 1, 2009.

This analysis includes interviews with:
— 33% of the Fortune 100
— 13% of the Global 500

— Average revenue of $21.9 billion
- Median revenue of $5.0 billion

BTI conducts all interviews using multiple techniques. These include:
— Structured questions — Forward-looking questions

— Quantitative questions — Experience-based questions

Our interview team averages more than 15 years’ experience interviewing
C-level and top executives.
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Research Methodology and Approach:
BTI’s Research with Individuals Responsible for Promoting Ratings and Rankings at Law Firms

This fact-based, comprehensive analysis draws on 54 in-depth telephone
interviews with individuals familiar with and responsible for decisions on
promoting law firm and attorney ratings and rankings.

This analysis includes interviews with:
— 46.3% Chief Marketing Officers and Directors of Business Development

— 53.7% direct reports to CMOs and Directors of Business Development

» Top 200 law firms, by size segments:
— AmLaw 10: 3.7% of interviews
— AmLaw 11-30: 14.8% of interviews
— AmLaw 31-100: 31.5% of interviews
— AmLaw 101-200: 50.0% of interviews
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BTl is the leading provider of strategic research to the legal community—
performing more market research about law firms than virtually anyone. BTl has
helped more than 150 law firms and professional services firms improve client
service through compelling research and advice. We conduct the only continuous
benchmarking market study in the legal services industry.

Based on more than 2,500 one-on-one interviews, BTl brings a vast understanding
of clients to help the world’s largest professional services firms in all aspects of
client relationships.

More than 70 of the 100 largest law firms use BTI’s services and research to:
« Implement robust client feedback programs
« Assess brand awareness and market positioning
« Target market opportunities
» Establish best practices and benchmarks to drive performance

BTl conducts custom client surveys as part of world-class client feedback

programs to drive consistent client service delivery for leading professional
services firms.
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Contact BTI

Please contact Marcie L. Shunk, Principal, at 617-439-0333
or at mshunk@bticonsulting.com with your questions,
thoughts and comments.
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The BTI Consulting Group
396 Washington Street

Suite 314

Wellesley, MA 02481

Tel: (617) 439-0333
Fax: (617) 439-9174

www.bticonsulting.com
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