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Building Powerful Client Relationships with Large and
Fortune 1000 Clients

The Srategic Review and Outlook for the Legal Services Industry 2005 is your most
powerful guideto client-based insght. Discover and leveragethekey driversbehind client
relationships, client spending, and thefuturedirection of thelegal profession. You get exclusive,
driving insghtsand factsthat are provento anticipate the changesin key client behaviorsand
improveyour results.

Thisisthe only source of systematic strategic analysis of law firm client needs, priorities,
spending, client satisfaction and management strategies. The Strategic Review and Outl ook for
the Legal ServicesIndustry 2005 givesyou abird’ s-eye perspectiveontheentirelegal services
industry — analyzing what the market wants, how it will change, how law firmsredly performin
the market, and ahost of other strategicinsights.

The Only Industry Analysis Based on Client Data

The Srategic Review and Outlook for the Legal Services Industry 2005 isthe only analysis
of thelegal servicesindustry that isbased on in-depth client research on how Fortune 1000
companies and corporate counsel buy legal services and manage their outside law firms.
Drawing on morethan 15 years of meticul ous research on how Fortune 1000 companies
acquire professional services, BTI’'sanalysis and outlook draws on the most extensive
continuing research effort inany professional servicesmarket. Thisgivesyoudirectinsgght into
how your clientsarethinking, which factorsare changing now, and moreimportantly, how they are
goingto changeinthefuture.

Direct Client Insight — More than 180 Interviews with Corporate Counsel

Our research on the needs of thelegd services market and outside law firm management isbased
onmorethan 180 unique, individual interviewswith corporate counsd, including general counsd,
associate counsal and assistant general counsel at Fortune 1000 companies. We' ve spoken with
morethan aquarter of the Fortune 100.

Our researchincludes 14 key industry sectors, including financia services, retail, hightech
(hardware, software and services), insurance, telecommunications, energy, chemical,
pharmaceuticals and large professional servicesfirms. We conducted these interviews using
multiple techniques, including open-ended, unstructured methods so that the market defines
their needs and priorities according to their own understanding and perceptions. Our
interview team has an average of more than 10 years of experience. We conducted our
interviews between July 1 and August 31, 2004.

© The BTI Consulting Group, Inc. All rights reserved The Strategic Review and Outlook for the Legal Services Industry 2005
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Objective Sample: Individual Telephone Interviews and
Avoiding the Self-Selected Sample

BTI identified the target companies and individual s and designed and devel oped the survey
instrument. Each interview was conducted individually viatelephone. We used avariety of
sources, including our own research, to identify theindividualsin the survey. BT did not
conduct any mass mailings, solicitations or group invitations. All theinterviewswere
conducted using this objective approach.

The Most Robust Insight from Sophisticated Technique:
Forming a Weighted Decision Matrix, Tested with Clients

BTI uses acombination of techniquesto bring the most robust insight to you. We use a
combination of quantitative and qualitative analysis. Get the benefit of client thinking
from our carefully designed techniques and longitudinal approach. We capture
unprompted responses as well as prompted data, providing the most direct, reliable
insight into client thinking.

You can use the data to devel op aweighted decision matrix that helps you distinguish
decisive factors from other, less important factors. Tactically, we look for two or three
categories that are decisive (i.e., 51%) to discover the driving insights. This approach
enables you to devote your resources to the factors that can impact the outcome of vital
decisions.

© The BTI Consulting Group, Inc. All rights reserved The Strategic Review and Outlook for the Legal Services Industry 2005
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All the Data You Need to Design and Implement a Srategic and Tactical Plan to Increase
Profits per Partner, Gain Market Share and Boost Client Retention

The Srategic Review and Outlook provides virtually all the data you need to develop and
implement strategic and tactical plansto increase revenue, build market share and boost
profits per partner at your law firm. Thisdataincludes:

Client Spending for 2005
»  Qveral spending on legal affairsdips
= Spending on outside counsal climbs
» Qutside counsel captures bigger piece of smaller pie

Client Law Firm Utilization and Management
= Convergence continues— clients get better at using fewer law firms
= 76.3% of clientsrely on aprimary law firm
- 30% more clientsthan in 2001
= 2law firms capture 54.0% of client spending on outside counsel —learn how and why
»  Selected law firms gain client wallet share

Client Goals, Needs and Priorities—and How They Will Change
» Client legal staff dropsamost 40% in past 3 years
» Corporate counsel boost emphasison risk reduction as top goal
- Cost reduction overshadowed by more pressing client priorities
»  58.3% of clientshave 2 unmet needs:
- Streamlining
- Moreclient-focused law firms
* Practice areas take a backseat to overall outside counsel advice
- Broad-based knowledge and experienced judgment begin to outweigh practice
area expertise
» 5 Foeskeep clientsup at night
- Litigation
- Compliance
- Risk Exposure
- Regulatory Uncertainty
- Sarbanes-Oxley

© The BTI Consulting Group, Inc. All rights reserved The Strategic Review and Outlook for the Legal Services Industry 2005
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New!! BTI Client Hot Spots: Client Opportunity and Budgets

Near-term growth opportunity

- By practiceareaand industry
Regulatory, corporate and securitiesboast BTI Client Hot Spots
37.7 cents of every legal dollar goesto litigation
Regulatory primefor largest budget boost in 2005
Securitiesand finance and litigation budgets continue to climb

New!! Strategic Law Firm Services

S0k owdpE

73.8% of clients see advantage in their law firm offering business services
- Clientspinpoint 5 specific advantages
Clientsassessthevalueand priority of 6 strategic law firm services

ComplianceAudits

Corporate Governance Diagnostic
Risk Assessment

Training

IPPanning

Stock Option Review

Client Satisfaction

Client satisfaction climbs over 40%
- Clientschanging theway they hirelaw firms
43.5% of clients recommend their law firm
- Exceptional client focusthe number onedriver for recommendations
52.2% of clientsfired their primary law firmin the past two years
- Lack of client focusisthe number onedriver for termination
Nearly 50% of clients name a specific firm that they will NEVER consider hiring

© The BTI Consulting Group, Inc. All rights reserved
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Strategic and Competitive Analysis of Law Firms:
Market Share Performance versus Financial Performance

You can learn which law firms have strategiesthat work and which law firmsare giving up
billingsto competitors—by name. Seethelaw firmsthat aregaining market shareat competitor
expense, which law firms deliver superior profitability and which firmsddiver both.

L earn how the acquisition-minded law firms are performing versus the organic growth firms
in both market share gainsand financial performance. Seewhich law firmsare paying for
future profitsand how much they’ reinvesting.

Gaininsight into why some of the market giants are seeing market position erode. The
competitive landscape is undifferentiated from the client’s perspective and is challenging for
futuregrowth. Seewhat this meansto your firm, and to your competitors.

Enjoy and benefit from the only fact-based, independent analysis of law firm strategies
available. Separate fact from fiction, learn from the firmsthat really perform well.

BTl Uncovers a Potential Sructural Shift in Client Soending

BTI findsthat corporate counsel arenot only directing moredollarsto law firms, but that overall
client spending dynamicsare changing. Law firmscaptureagreater proportion of client legal
budgetsthan ever before—and 36.5% morethan just 3 yearsago. These additional dollarsbring
increased responsibilitiesand enormous opportunity. BT1 exploreswhat isdriving clientsto change
and how you cantapinto these driversto expand your client relationships.

The Power of Primary: How the Primary Law Firm Gains Influence

Fully 76.3% of corporate counsdl at large and Fortune 1000 companiesrely on 1-2 primary law
firms. Theprimary law firmisinapowerful position. Clientshave aggressively increased their
spending with primary law firmsaswell astheir demandson them. Seewhat it takestobea
primary law firm, how to assessyour share of client wallet and what you can doto leverageyour
secondary relationshipsinto thiscoveted position.

What's Driving Your Clients to Buy Legal Services:
Pinpoint Client Goals, Needs and Priorities

» Risk reduction enlargesitslead over cost reduction asclients' top goal.
» Demand for client-focused law firmsincreases.
» Corporate legal staff has declined by nearly 40% since 2001.

© The BTI Consulting Group, Inc. All rights reserved The Strategic Review and Outlook for the Legal Services Industry 2005
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Combined, these 3 trendsin client needsand prioritiescreate aprime opportunity for law firms.
Clientsneed moreresourcesand areturning to law firmsto get them. At the sametime, their focus
on cost savingshaswaned. Learn how to useinsight into client needsand prioritiesto your
immediate advantage, increase billingsand boost profits per partner.

New!! BTI Client Hot Spots: Target Clients' Immediate Needs by
Practice and Industry

Discover which practice areas and which industries will blossom in 2005. Clients plan to
increase budgetsin a select group of practice areas, including Regulatory, Litigation and
Securities. Find out which industries and practice areas are the best targets— and which are
not. Honeyour law firm strategy to take advantage of rising dollars and premium rates.

New!! Srategic Services That Clients Want From Their Law Firms, Now

Top-of-the-line, strategic law firm services garner premium rates. Of these 6 strategic
services, clients see 3 as standing out as services they want from their law firms. Now. Learn
which onesthey are and target the benefitsthat clients seeto enjoy premium rates.

ComplianceAudits

Corporate Governance Diagnostic
Risk Assessment Analysis
Training

IPPanning

Stock Option Review

S0k owbdE

73.8% of clients see specific advantage to at least one of these services. See how these
strategic services stack up, which ones clients want most and how you can tap business
servicesfor premium rates and higher client satisfaction.

Clients Fire Primary Law Firms, Client Satisfaction Climbs
Clients are happier —and quicker to drop law firmswhen they’ re not.

»  56.5% of clients do not recommend their primary law firm
= 52.2% of clientsfired their primary law firm in the past 2 years
- and...client satisfaction climbed in 2004

BTI findsthat clients are sending amessageto their law firms—shape up or ship out. The key
to keeping clients happy —or losing business—liesin client focus. Find out what other
factors contribute to ahappy client and what it takes for you to be successful at boosting your
existing client relationships.

Andyes, also discover how to keep your law firm off the chopping block.

© The BTI Consulting Group, Inc. All rights reserved The Strategic Review and Outlook for the Legal Services Industry 2005
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Unequivocal Recommendations, Innovative Yet Proven Srategies, and Tactics Proven to
Increase Margin, Revenue and Market Share

Your Srategic Review and Outlook for the Legal Services Industry 2005 is chock-full of
recommended actions, strategies, and tactics. You also get our unequivocal viewpoint on
current strategies and how clients' changing behaviors, needs and prioritieswill impact you.
BTI istheleader in anticipating the most compelling changes and trendsin theindustry. Use
these proven recommendationsto your immediate, tangible advantage.
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How to Use This Report (Please read this...it'sworth it)

We cover abroad range of issues and analysesin The Srategic Review and Outlook for the
Legal ServicesIndustry 2005. To help you get maximum value from the information, we
offer thefollowing counsel in getting the maost out of your report:

Client Satisfaction

This section pinpoints why clients are generally unhappy or happy with their law firms. Use
this data to assess where you might stand with your clients, and try to be brutally honest with
your own perspective and viewpoints. See what drives good service and use thisto calibrate
your client serviceteam’sunderstanding.

A number of competitorsare using new driversof client satisfaction to their advantage and
stand out to clients as high-value and client-focused firms. Theselaw firms are stealing
market share at their competitors expense and are actively aware of the advantage they bring
to new and existing clients.

Competitor Analysis

Our goal isto present a picture of the strategiesin use at law firmstoday. Some work, some
don’'t. Weadso analyzeindustry structure. Useit to assessthe different strategieslaw firms
use. Seewhoislosing market share and who iswinning. Thiswill help you understand and
plan for competitor behavior and help give you a perspective on elementsto consider when
developing your own strategy. A large number of clients and subscribers catal ogue the
different strategiesin our analysisto look for themes and patterns.

Client Spending

This section outlines what clients spend on legal affairs within their organization and
what they spend with their outside counsel on an annual basis. Use thisinformation to
assess whether you are gaining a big enough share of your clients' spending and the
potential revenue you can gain with each client. Find out what isdriving client spending
in the future and where clients expect their budgets to increase next year. Thiswill help
you assess Whether your targets and strategies for growing your key services arein sync
with what your clients plan to spend.

Clients Unmet Needs

These are services clients want, but can’t find. They define the new priorities and concerns
that go beyond the day-to-day issues. When clients say “go above and beyond,” they want
you to focus on issues beyond basic legal skills and services— and they are usually referring
to unmet needs.
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Our experience showsthat unmet needs are the extrasthat build truerelationshipsaround the
moretraditional and commodity-like services. They are excellent new business devel opment
and displacement tool s because they offer the dual advantage of providing high value and
proving you can exceed clients expectations.

The best-run professional servicesfirmslive on meeting clients’ unmet needs as a source of
key competitive advantage. Thisstrategy israpidly becoming asource of strategic advantage
in the legal services business.

Client Goals, Needs and Priorities—and How They Wil Change

Thisdocumentsclients' concernsand goalsand is effectiveinlooking at differencesin
planning for your service offeringsto each client. It also illustrates how these priorities will
change based on your clients' own forecasts. Thishelpsyou plan future offerings and stay
ahead of your clients' needs and expectations.

Client Relationships and Client Service

Clientsspell out how they want toimprovetheir law firm relationships. Tap into the power of
client-guided improvementsand useit asaroad map to devel op activitieswithin your firmto boost
client relationships. Useitto help target your training, marketing message, and client-attorney
communications, andto increaseyour hit rate.

BTI Client Hot Spots: Immediate Client Needs by Practice and Industry

BTI’'sexclusive analysis of client spending, budgets, needs and priorities delivers powerful
results. Drawing on client insights and expectations, BTI honesin on clients most pressing
concerns and prominent issues. BTI Client Hot Spot Watch directsyou to the practices and
industrieswhere client spending is on the rise and where your law firm can tap into clients
immediate needs.

New, Srategic Services Clients Want from Their Law Firms

Clientsarelookingtotheir law firmsto provide strategic servicesoutsi de of therealm of traditional
law firm expertise. BTI highlights 6 law firm servicesand reveal s 3 that clientswant to buy —now.
Usethisbrand new analysisto develop new, client-focused servicesthat deliver additional
revenue, boost client sati sfaction and generate morework.

Full, Unlimited Telephone Support

Each and every Srategic Review and Outlook comeswith unlimited tel ephone support. We
encourage adialoguewith all our clients, and are dedicated to hel ping them get maximum
benefit fromthisreport. Pleasecall Michael Rynowecer, President, at (617) 439-0333 or send an
email to mrynowecer @bticonsulting.com. You will find usresponsive, helpful andtothepoint.
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The opinionsexpressed in The Strategic Review and Outlook for the Legal Services|Industry
2005 arebased on The BTI Consulting Group’ sanalysis of objective data, combined with our
extensiveexperience. Any perceived criticismisoffered inthe spirit of constructiveinput andis
not intended to offend any firm. Our analysisisdesigned toidentify strengths, weaknesses,
opportunitiesand threatsfor all BTI clientsand subscribers.
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ExclusveMarket I nsights:

Client Spending, Needsand L aw Firm Utilization

From Fortune 1000 Companies and Law Firms Largest Clients

BTI'sfourth annual Strategic Review and Outlook for the Legal ServicesIndustry delivers
brand new analysis and fact-based insight into the legal market’s most powerful —and
valuable—clients. Based on interviewswith over 180 corporate counsel at Fortune 1000 and
large organi zations, thisresearch delineates client spending, budgets, needs, priorities,
expectationsand more.

0 57.6% 0% Client Satisfaction Rebounds,
% Client Spending on Outside Counsel 0 g
7o Clent Spending on Out but Quicker to Fire

Clientsare happier —and quicker todrop law firms
whenthey’renot. 52.2% of clientsfired amajor law
firm. Client satisfaction climbsto 43.5%. Learn
what it takesto boost your client relationships—and
6 reasonswhy clients put their law firm onthe
chopping block.

30 50%

23

20 40%
2001 2002 2003 2004

57.6% of Client Dallars go to
Outsde COUI’]SGI, Up From 42.2% 73.8% of clients see advantagein buying 6 key law

Are you getting your share? firm offerings. Learn how you can tap thisrobust
Client Legd Staff Down 40% need.

Internal Legal Staff

New!! 6 Services Clients Want From

Their Law Firm... Now!

Client spending on outside counsel continuesto climb.
Overall legal spending dipstoitslowest pointin 2 years.
Learn how apotential structural shiftinlegal spendingis

Law Firm Profitability and Market Share:
A Special Analysis
Market share gainsversus profitability: A no-holds-

putting law firmsin the hot seat.
4 Practices benefit themost. Target your firm to the prac-
ticesand hot buttonsthat drive spending and premium rates.

The Power of Primary

Fully 76.3% of corporate counsel at large and Fortune 1000

barred analysis of the Top 30 law firms— by name.
Seewhat strategieswork, and which onesdon’t.

New!! BTl CLient Hot Seots
Target Clients Most Immediate Needs
— by Practice and Industry

companiesrely on 1-2 primary law firms. These selected law ¢ 8of 14industriesexpect Regulatory to soar
firmsenjoy twicetheclient wallet share of everyoneelse. See ¢+ Corporate mattersramp upin Financial Services
what it really takesto be the primary law firm. ¢+ Securitiestakesthe hot spot in big spending

: 5 5 . industries such as Banking and High Tech
Client Sat_|5faCt'0n surges: + Litigation gtill strong in Pharmaceuticals
Smaller Firms Garner Favor _ _ N _ _

Tapinto clients critical needsin 9 practices

Cli ent gﬁtisfacti on _surged to 43.5% of clientsthat re_commend and 14 industries— Get the business while
their primary law firm. Thegainsgo to small and mid-sized it's hot!!
firms. Seewhat they aredoing right. Itshot!!

Order information on the other side
Call (617)439-0333 for more information
Or visit us at www.bticonsulting.com
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Just released! Brand new, completely updated research for 2005!
THE STRATEGIC REVIEW AND OUTLOOK

FOR THE L EGAL SERVICES I NDUSTRY 2005

BTI’shigh-impact analysisof client needs, spending and prioritiesgivesyou exclusiveinsightsinto client
relationshipsand market opportunities. BTI interviewed more than 180 corporate counsel at Fortune 1000 and
large organizations. BTI's Strategic Review and Outlook for the Legal Services|ndustry 2005 pinpointsclient
goalsand prioritiesand showsyou how to use client research to your immediate advantage.

*

Client legal staff dropsalmost 40%in past 3years
Convergence continues—clients get better at using fewer law firms
Regulatory primefor largest budget boost in 2005 New!! BTl Client Hot Spots
—  Securitiesslotted for bold increase Immediate Client Needs
— Litigationtogain = Qpracticeareas
Client satisfaction climbs, but clientsquicker tofire # 14industries
¢ 52.2%of clientsfired their primary law firminthe past two years
¢+ 5Key Issueskeep clientsup at night —use them to target your message and help clients sleep soundly
¢+ Nearly 50% of clients nameaspecific firm that they would NEVER consider hiring
— Learnthe 6 reasonswhy

*

*

*

_ Yes! | want to take advantage of increases in client spending and position my law
firm for strategic growth. Rush me BTI's exclusive Srategic Review and Outlook
for the Legal Services Industry 2005 for $1,800 plus shipping.

___ Please bill me: Purchase Order No.

Authorizing Individual
___ Please bill my credit card: ___VISA ___MasterCard __ AmEx

Satisfaction Name on Card:
Guar anteed! Card No: Exp.

Unlimited Signature:

Telephone Support ___ Check enclosed, payable to: TheBTI Consulting Group
396 Washington Street, Suite 314
Welledey, MA 02481

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 2004 To order, fax this form to (617)439-9174

: : o | BTI directly at (617)439-0333
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