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A recent report by the South China Morning Post quoted the president of the Hong Kong
Law Society as saying that Hong Kong law firms should look to be become more
competitive by entering foreign markets. One market he suggested in particular was
Russia. Whilst we applaud these sentiments, indiscriminate expansion is not going to
enhance the performance of Hong Kong and Asian law firms. Firstly, law firms must
look at their competiveness in terms of the services they offer and the clients they serve.
Any expansion must consider the value they provide to clients and the advantage they can
claim in the market place.

The current financial crisis has shown a major weakness in many professional service
firms (PSF). That weakness relates to a lack of long term thinking and strategic practice
in what they do. Such firms are oblivious to modern strategy, marketing, and leadership
practice during good times because when the market is growing at 10% per annum, they
basically drift along riding the coat tails of a strong economy. Poor choice of clients and
service markets has left small and mid sized firms struggling to cope with a new and
more challenging business environment.

The objectives of this white paper are several:

To identify the key drivers of value for clients and law firms
To highlight the importance of strategic thinking and marketing
To identify alternative strategies for success

To provide law firms specific insight to improve their business

To provide a road map to strategic management and marketing success within the
law firm

This white paper is not meant to cover every aspect of management that may contribute
to law firm performance but rather cover the key concepts of strategic management and
marketing that from a birds eye view are the major factors that affect firm performance.
After reading this paper, you should:

e Gain a new perspective on the contribution of modern practice management to
firm success

e Gain new insight into broad strategies that enhance performance

e Understand the role of marketing as the major strategy contributor to firm
performance as opposed to an ineffective promotional tool

¢ Re think firm performance and firm leadership

Questions or concerns can be directed to Robert Sawhney, managing director of SRC
Associates Ltd, Hong Kong. bob@srchk.com, www.srchk.com, (852) 28921121.

SRC Associates Limited © 2010 White Paper on Law Firm Competitiveness 2
Unit C, 21/F CNT Tower
338 Hennessy Road, Wanchai
Hong Kong
Tel: (852) 28921105 Fax: (852) 28928616 src@srchk.com www.srchk.com
Blog: www.marketingasia.typepad.com



mailto:bob@srchk.com

Strategic Management, Marketing, & Leadership
For Professional Service Firms & SME’s

@ SRC Associates L.td

Hong Kong Law Society

It is all well and good for the HKLS to offer free CPD courses in technical training
during a time of economic recession but short term minimal cash saving techniques are
hardly going to help the law firm in Hong Kong improve long term competitiveness. The
HKLS must address the problem at its root cause which is the lack of practice
management expertise that Hong Kong law firms have. Law firm know how when it
comes to marketing strategy and leadership is many years behind their counterparts in the
West and it is this that the HKLS should be addressing. Short term cash saving measures
are fine but it is the long term systemic effects on competitiveness that the society should
be concerned about. | often find substantial irony in the fact that law firms offer strategic
advice to their clients when in fact they do not know how to address simple issues in
strategic planning to their own firm. They receive such a minimal level of business
training in terms of innovation and wealth creation | find it bemusing that they even offer
such services to clients.

The HKLS must start to address the competitiveness of these firms through education and
training that focuses on the unique needs of professional service firms (PSF). Generic
programmmes in negotiation skills etc are not going to help. They need service providers
who have a deep understanding of the PSF and how strategy and marketing concepts
apply within this context. Using examples from consumer goods is not going to help
these firms improve their competitive context.

The HKLS must follow the example of the ABA and provide dedicated practice
management resources to its member firms such as articles, a journal, on line training,
and forums. These practice management resources must cover all aspects of strategy,
marketing, and leadership that is contextually relevant to accounting firms operating in
the region.

Strategic Management and Strategic Marketing — time for understanding

There is wide scale confusion among firms in the law profession as to what strategic
management concepts have to do with their firm. For example, many law firms still
believe marketing to be about promotion and they don’t feel that promotion such as
advertising is very effective for building business. Lawyers who feel like this are
absolutely right!

Marketing, in its truest sense, has nothing to do with promotion. Marketing is a mind set
and firm culture that recognizes client value and market focus are the keys to success.
Research is unequivocal, professional service firms that outperform their peers are:
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e Client focused

e Innovative

e Understand their client industries

e Systematically collecting information about the market and using it for decision
making

e Demanding of their professionals and support staff in sharing information across
the firm

e Communicating clear values and beliefs across the firm that are lived and
breathed by seniors and juniors

e Aware of what their competitors are doing

e Using knowledge to continually enhance the firms capabilities

e Thinking about the medium to long term

Strategy is actually quite simple. Think about what markets to serve with what services,
and how to deliver value in those markets that won’t be easy for your competitors to
follow. Everything else is supposed to follow on from there: hiring the right people,
building client relationship management systems, creating plans that address the short,
medium and long term, and continually enhancing the firms skill set and capabilities to
serve your clients and stay ahead of the competition.

In reality, it is much more difficult than that. Implementation is more than half the battle
when it comes to strategy. When senior partners in the firm don’t recognize the value of a
marketing culture and dogmatically refuse to innovate then no amount of strategic
planning will help your firm. Changing the mind set of professionals so that marketing is
viewed as a strategic weapon that is the bed rock of firm performance is the only way that
a viable strategy can be implemented. Targeting new clients or industries with your
existing value systems and beliefs will lead to much frustration and wasted resources.

Think about it like this: what do clients really want?

Responsive firm

Professionals that speak in simple terms and show empathy
Firms that understand their business and industry

Firms that add value to what they do

Firms that are reliable

Firms that are flexible

Firms that offer services which are of real benefit

Quality work and service

Firms that show interest in them without always looking for fees
Regular and unprompted communication
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Whilst this list seems simple enough, indeed simply intuitive, achieving these outcomes

IS not easy. There are certain natural occurrences in law firms that stop them providing
real value to clients, these are:

e Hourly billing that does not recognize value and creates conflict of interest
between client and firm

Focus on billable time and utilization rates

Associates trained in technical skills but not in management

Professionals with high 1Q and little EQ

Firm structure that inhibits cross functional sharing of information
Professionals with little formal business training

Senior partners with high resistance to alternative ways of working
Fixation on practice areas as opposed to client problems

Focus on cross selling without understanding client needs

Lack of understanding of marketing techniques such as research, segmentation etc

What this points to is a need for culture change within the firm as a prerequisite to
achieving a high performance. Firm leaders must recognize that a firm and the way it
works is often a reflection of themselves. Leaders who say one thing and do another are
living by the values they declare and this has a negative impact on firm performance.
Research in the professional services field shows a clear link between firm values, job
satisfaction, and financial performance. For this to be a reality in your firm, you must
align the internal structure, systems, and processes of the firm so they are all aimed at
achieving differentiation and client value.

We call this culture a market orientation (nothing to do with marketing as perceived by
99% of professionals). A market oriented firm is one that understands clients, markets
and itself in order to coordinate information sharing across the firm that leads to client
value that is very hard for other firms to copy. It is the soft systems of communication
and tacit knowledge that will hold the key to success but that key cannot open any doors
until firm leaders are ready to adopt change seriously and on a firm wide basis.

Globalization

As China becomes a more dominant player in the world market, the potential for law
firms to provide services on a transnational basis will continue to increase. Emerging
markets in Asia and elsewhere are proving attractive markets for organizations from
developed nations as well as those expanding in and out of emerging economies.
Certainly, the large law firms dominate the legal services market for multinational firms
and other large organizations but there is substantial scope for Asian law firms to provide
services to other organizations and in niche areas. This is not just a matter of getting new
clients, it is an imperative to keep existing ones. For example, SMEs in Asia dominate the
private sector in terms of firm numbers and employment and such organizations have
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continued to expand their operations to overseas markets through exporting, licensing,
and the setting up of foreign operations. On a domestic level, many law firms are well
positioned to serve this market. On an international basis, they are not. The numbers of
Hong Kong law firms who are able to provide high quality services on a transnational
basis is limited.

The Chinese Law Society has been pushing its member firms to keep abreast of Chinese
firm internationalization and be ready to provide services on an international basis to
these organizations. The society believes that growth through mergers is one of the key
ways Chinese law firms can become more competitive. Certainly, law firms in Hong
Kong are well positioned to take advantage of such a trend since they have key
advantages in terms of international work quality exposure and more advanced
management techniques compared to their mainland counterparts. Other Asian law firms
in developed nations would also be able to benefit from the increased trade between
China and the rest of the world. There are some strong examples of Hong Kong and
China law firms taking advantage of these opportunities based on sound strategic
thinking and moderate expansion. The first joint venture between a Chinese and
Singapore law firm (Dacheng and Singapore Central Chambers is a good example of this),
as is the recent merger between Arculli Fong and Ng and King and Wood. Smaller firms
such as Angela Ho and Associates are also using alliances to build their international
capabilities (in association with Lang Michener LLP from Canada).

Strategic Alliances and Mergers

The fact that over 80% of Hong Kong law firms are SMEs it is common for these firms to
engage in some sort of collaboration to compete with some of the larger firms in the
market. Consolidation in places like China is not uncommon as the large law firms
continue to dominate the business landscape for large scale corporate work.

Strategic alliances are cooperative agreements between firms that maybe formal or
informal, and may or may not involve equity. Alliances can be a relatively low cost and
flexible way for firms to enhance their competitiveness in a number of ways:

Increase geographic coverage for clients

Increase scope of services

Enhance reputation by being aligned with well known networks or firms
Enhance the learning and capabilities of the firm over time
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Fig.1 Collaboration Forms for the Law Firm
(Source: Sawhney, R. (2009) Marketing Professional Services in Asia, Lexis Nexis
Publishing, Singapore).

Alliances should not be entered into lightly. Research suggests up to 50% of alliances fail.
In an article published in the MIT Sloan Management Review (2008), Bettina Buchel
highlights a number of minefields that can impair alliance performance. These include
unclear partner roles, unequal sharing of risks and benefits, not being prepared for the
inevitable crisis, and no formal exit mechanisms.

Similarly, Patricia Anslinger and Justin Jenk (consultants at Accenture) suggest six key
factors to enhancing alliance success chances:

(1) develop clear, common objectives and definition of success;

(2) ensure proper alliance form;

(3) determine appropriate governance model with clear decision-making;
(4) anticipate the most likely conflicts;

(5) plan for evolution; and

(6) establish clear metrics to track and measure success.

What these factors suggest, and indeed what research shows, is that a marketing mind set
is crucial to the outcome of an alliance. Being client and market focused must be part of
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your thinking especially considering recent research that demonstrates social capital is
not a good indicator of firm performance from an internationalization perspective (that is,
following your clients as the main basis of your decision does not produce optimal
outcomes). Another factor that firms must consider is the impact of national culture on
the success of an alliance. Asian cultures tend to be collectivist and as such maintaining
harmony and building relationships is central to the economic ideologies of such cultures.
Many Western nations exhibit cultural characteristics that are opposite to that of Asia.
For example, the US and UK are described as individualistic cultures and tend to
consider alliances from a transaction cost perspective. This type of difference can cause
fundamental conflicts between parties when one expects quick returns and the other is
intent on capability building.

If you assign people from either firm to regularly interact it might be worthwhile looking
at choosing people who are from similar national cultural backgrounds. If the
relationship is closer (joint venture, merger), then the firm leaders and their goals will
have a major impact on the outcomes, and hence finding partners with compatible goals
and beliefs becomes even more important.

Mergers

Mergers go beyond strategic alliances in that the two firms involved merge in all aspects
of finances, systems, and firm culture. This can be a real challenge and integrating two
firms of divergent backgrounds and culture is time consuming, with no guarantee of
success. Mergers and acquisitions differ technically in that mergers are the coming
together of two firms to create a new entity with a new name. An acquisition is where one
firm subsumes another. From a strategy perspective, we can consider them as identical.
The rationale for mergers include:

Benefit from access to skills, knowledge, and clients
Expand geographic coverage

Economies of scale and scope (questionable)
Synergy in firms service’s and industries served
Speed of capability development

The driver of mergers tends to be the need for growth and the trends in the external
environment such as globalization. The Chinese government has been making a strong
case for local law firms to consolidate to become more competitive in terms of facing
larger firms as well as being attractive to the continued expansion of local Chinese
organizations throughout the rest of Asia and the world. Whilst there is little doubt that
size can be a strong indicator of service quality to clients in Asia whereby it is used as a
proxy measure of what value a firm can deliver, the success rate of mergers for law firms
is not particularly high. There is limited research on mergers specifically for law firms
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but anecdotal evidence from US based Altman Weil suggests 50% of mergers are
considered successful based on profit outcomes. This number is probably lower when one
considers alternative objectives such as the initial strategic intent to access additional
capabilities or markets.

Before engaging the steps towards a merger, ask yourself these questions:

1.

ok~ wnN

~

8.

Is their strategic value in the merger, for example will we be able to access new
markets

Are we doing it primarily for cost saving, if so there maybe better ways

What plan do we have to successfully integrate the two firms

Are our firms compatible in terms of objectives, leadership, and culture

Will there be a win win outcome for both firms

Who in the firm will leave or lose out due to the merger, are they agreeable and is
that what we want

Are we ready for the change and how long it will take

Will this move benefit existing and new clients

Ward Bower, in the book The Lawyers Guide to Buying, Selling, Merging, and Closing a
Practice (published by the American Bar Association) has a number of insights for law
firms embarking on a merger process:

Economic factors — such as PEP, partner capital, revenues per lawyer etc., Bower
states that these figures should be within 10-20% of each other for the two firms
or the merger is unlikely to be successful.

Firm culture — issues based on how the firm works and what it values affects the
compatibility of firms. If one firm is highly centralized for example, and the other
provides greater autonomy to its people, integration of these cultures will be
problematic.

Equity equalization — needed to bring capital accounts into balance between the
two owners of the firm

Compensation slotting — compensation schemes should make clear what partners
will receive. This could be based on the existing schemes of one of the firms or be
newly created.

Equity/non equity partners — the merged firm will need to consider the equity
status of partners as equity partner votes can scuttle merger prospects.

Following on from this, Bower highlights the role of negotiation, due diligence, and term
sheets that specify the arrangements under which the merger will proceed. He also
mentions the importance of integration plans.
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There are also factors to think about in terms of value destructors in merger outcomes.
Aside from deal value, the major one would be costs of implementation. Issues related to
cultural integration in terms of national culture (particularly in the merging of Asian and
Western firms), IT, human resources, and financial systems can have a major impact on
the effectiveness of the new entity. In particular, poorly thought out post integration
activity can have a major impact on employee morale and since job satisfaction and firm
performance are strongly correlated this can be extremely detrimental to the future
performance of the firm.

Value Pricing: the death of billable hours

The billable hour is the curse of the professional services industry. Charging by the hour
links pricing to time when value may have nothing to do with time. It also limits your
ability to earn more money since there is a limit to how much you can charge per hour,
utilization rates, and in the hours in the day! There are further problems with the billable
hour identified by associations such as the ABA and UK Law Society, these include:

Conflict of interest between client and firm
Negative effects on staff satisfaction

Nothing to do with value firm offers

Makes firm services into commodities

Limits the ability and incentive of firms to innovate
Effects work on non billable activities that raise profile of work
Impacts culture and collegiality of firm

Fails to promote risk/benefit analysis

Created itemized bills that do not reflect value
Does not encourage project planning

Fails to discourage layering and duplication
Penalizes productive lawyers

The list could go on but in the West, and to a lesser degree in Asia, firms are starting to
recognize the benefit of alternative billing methods based on value. In the main, it is
clients who are pushing these changes although the key challenge facing law firms in
Hong Kong and Asia is the lack of knowledge of alternative billing on behalf of both the
lawyer and the client.

Value pricing is nothing new and it has been applied in numerous business sectors. In
other words, instead of deciding price by calculating the number of hours needed to
complete a job or arbitrary hourly rates, one should base pricing on the value created and
delivered for the client. However, to do so means that the PSF must be able deliver value
that is perceived by the client as both meaningful and differentiated from other
professional service providers. This comes back to the idea of realization rates and the
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concomitant area of partner compensation. If one believes that their compensation is
based upon the old model of revenue, it is unlikely that you would spend time on non-
billable activities even though it is these times that are the lifeblood of creativity and
innovation.

One of the keys to value pricing is understanding what value means to clients. There are
in fact many types of value and clients in different situations will value different things.
For example, during restructuring work, clients will be more concerned about the speed
of services and the outcomes. Such an example shows the fundamental problem when
pricing by the hour. In other situations, the client may ask for due diligence work across
several offices and will be concerned about the accuracy and attention to detail of the
firm. Different types of value are depicted in the figure below.

Table 1 Value Criteria in B2B Professional Services

During After
Technical Quality Financial
Reliability (budget/schedule) Cost reductions
Information understandability Revenues
Information practicality Profitability

Technical expertise
Specialized expertise

Creativity

Functional Quality Strategic

Integrity Better decisions
Responsiveness More enlightened decisions

Professionalism

Relational Variables
Partnership
Involvement
Confidence

Image
Reputation
Credibility

(Source: Adapted from Lapierre, J (1997) What Does Value Mean in Business to Business Professional
Services? International Journal of Service Industry Management, VVol. 8, No 5 pp.377-397)
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Table 1 demonstrates two types of quality that exist in professional service firms. The
first type is the technical quality of the firms work. The second type is the relationship
quality, known as functional quality. One may view these on some level as IQ and EQ.
As the service provider, the law firm will need to recognize what are the key value
drivers of the clients it is dealing with and make sure it communicates clearly how the
firm can fulfill the client’s needs in those arecas. There will be some situations where the
client and firm are not a good fit and it may be wise for the firm to let this client go and
focus its resources on clients it stands a better chance of serving more adequately.
Spending time on serving clients who are not a good fit can be wasteful since resources
tied up by serving those clients will prevent the firm building relationships with more
valuable clients. Additionally, clients which are not a good fit are less likely to be
satisfied and will easily switch between service providers.

There are a number of value based pricing methods that have been expounded by various
authors, these include:

» Fixed price agreements (FPA) — the bundling together of services say over a time
period or matter with unlimited access to service provider

» Change order — these are put in place when additional service needs arise that are
not covered in the original FPA and services rendered here are charged separately

» Service guarantees — perhaps worrying but some PSF are offering money back
guarantees based on client satisfaction at the discretion of the client

» Risk based — sharing in the savings/revenue generated for clients or the size of a
transaction

» Discounted rates for guaranteed volume of work

» Task based — set fee for each task such as filing a motion, deposition etc

» Discount rate plus kicker — agreed hourly rate plus performance based pay

« Annual retainers

» Buy in follow on — offering low prices on initial engagement for the promise of
future purchase of linked services or ancillary services

In reality, these approaches can be summarized under 2 major headings identified by
Leonard Berry and Manjit Yadav in the Sloan Management Review (1996):

Pricing strategies to reduce uncertainty — these include service guarantees, benefit driven
pricing, and fixed price agreements. The idea is that where clients are unsure of the
service or situation facing them the service provider can reduce this anxiety by providing
up front fee schedules or sharing in the outcome success of a project.

Relationship pricing — such as discounted rates for large volumes of work or buy in
follow on approach. Building long term relationships with the right kinds of client can be
beneficial for both the client and the service provider.
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The firm of the future will be one that recognizes this before its competitors and devises
ways to enhance its value offering to clients. Those firms that wait until either everyone
else has done it or clients absolutely demand it will be the ones facing a tunnel with little
light at the end. Value pricing is only a small part of the jigsaw, the whole picture
revolves around whether the practicing professional can understand and adopt a
marketing culture that will allow the firm to head on the road to such concepts as value
pricing.

Firm Culture and Governance

There have been a number of cases recently of well known lawyers and law firms that
seem to value revenue generation over the quality and integrity of their service. Whilst
law firms must deliver value to their clients they have a duty to serve society as a whole
and maintain some degree of independence.

Firms that want to avoid the ignominy of such occurrences must ensure they have the
right culture in place. Much evidence points to the influence of the firms leaders and
partners as it is their actions that influence every ones behavior and dictates the focus on
revenue or quality. Changes in the regulatory environment will mean that law firms will
have to take issues of culture very seriously and indeed a marketing culture fits very well
with these ideas. One must be very careful in the legal profession to become too overtly
commercial as the independency of legal work as opposed puts a high onus on firms
assuming a professional orientation. In the long run, a professional orientation and a
market orientation are well aligned because a market orientation discounts short term
revenue generating activities that could put the firm’s long term reputation and image at
risk. For example, in the book Eat What You Kill, Milton Regan explains how the culture
and dynamics of a law firm led one partner at a prestigious US law firm to conceal prior
connections in a bankruptcy proceeding. He was eventually sent to jail and lost his
license to practice law. These types of discretions have been highlighted for a number of
years. Since much of the communication at law firms is implicit and unspoken, senior
partners have considerable responsibility in creating an ethical culture. There is often a
considerable difference in the espoused (stated) values of law firm seniors and their
values in use. It is these values in use, such as aggressive profit targets, that implicitly tell
others in the firm what they should focus on. Creating a high performance culture is
about much more than just commercial practices. It is about enhancing client value in an
ethical manner.

Culture has been described in various ways. Essentially it is a collective programming of
the mind that lies in the shared beliefs, values, and assumptions held by firm members.
These shared values are reflected in all aspects of people’s behavior in the firm such as in
the way seniors and juniors interact, they way people dress, and in the norms of
communication among firm members. Culture and firm performance are heavily
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intertwined. For instance, firm values and individual values that are closely aligned have
an impact on job satisfaction and job satisfaction is strongly correlated to firm
performance. Additionally, research by David Maister in the professional services
industry (presented in his book, Practice What You Preach), showed that firms which
communicate strong values and live by them performed better financially then their peers.
Firms with strong cultural values should make significant efforts to acculturate new
employees to ensure that ethical and professional standards of behavior are followed.
Problems in acculturation can be exacerbated by the hiring of non professionals into
firms, mergers, as well as geographic expansion that brings into play the additional
variable of national culture and behavior. Non professionals such as ‘professional
managers’ can exert considerable influence on firms in terms of a profit focus and care
must be taken not to lose the professional orientation of the firm.

In a paper published in The Georgetown Journal of Legal Ethics by David Barnhizer
(2004), the author sets out a number of areas whereby culture can impact a firm’s
governance and the role that seniors within the firm play through their behavior such as
mentoring, client interactions, communication, and social influence. He mentions a
number of factors that has driven the law profession to the edge in some cases and much
of this reflects the changing market for legal services coupled with the increased
competitive context faced by many law firms. Barnhizers critique is damning although
US based. In Asia, law firm commercialization has probably not gone that far although
there is a need for increased competitiveness rooted in appropriate values and behaviours.

How does a market orientation (MO) fit into this concept of firm culture and governance?
As mentioned previously, a market orientation is a culture and set of behaviours that
focuses on three issues and has been shown to have the most significant impact on firm
performance:

1. Competitor orientation
2. Client orientation
3. Inter-functional communication

Firms can measure their MO with the following inventory:

Competitor orientation

We regularly analyse our competitors’ marketing programs

We regularly share information within our firm concerning competitors’ strategies

We rapidly respond to competitors’ actions that threaten us

Top management regularly discusses competitors’ strategies

We target customers where we have an opportunity for competitive advantage

We frequently collect information on our competitors to help direct our marketing plans
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Inter-functional coordination

We coordinate goals and objectives across all functions

All functions are integrated in serving the needs of our target market

Market information is shared with all functions

Management understands how everyone in this organisation can contribute to create
customer value

We share resources with other practices and functions

Customer orientation

The organisation constantly monitors the level of employee commitment to serving
customers’ needs

Our strategies are driven by the need to create customer value

We believe that understanding customers need gives us a competitive advantage
The objectives of our organisation are driven by the need to achieve high customer
satisfaction

When looking at this inventory, there are a number of points to consider in terms of MO
relationship to firm culture and governance as well as a professional orientation.
Specifically, the inter functional coordination element highlights the need for
communication across all functions of the firm. Firm leaders can use this concept to
instill the ethical values the firm wishes to propagate. Additionally, the elements o
customer and competitor orientation ensure the firm is deploying its resources in the right
place and puts client value at the top of the agenda. The positive thing about MO is it
does not focus on short term revenue generating activities that could put the firm at risk
due to poor decision making. It is a strategic view of the firm’s value creating activities.
Firm leaders can use this to strategy tool to work towards a culture that balances the
commercial necessities of the business with the professional orientation that is demanded
by society and regulatory bodies.

Conclusion

Law firms in Hong Kong and Asia will continue to face unprecedented challenge. As
countries encourage free trade and legal service markets gradually lower barriers to entry,
the competitive context facing law firms in the region will change. Demanding clients
and foreign firms will elevate the bar for quality legal services to the point whereby local
firms will have to adapt or perish. Short term cost cutting is only that, a short term
measure to save money. For firms to prosper over the medium to long term, they will
need to adopt a new mind set where strategy and leadership sits atop the most pressing
issues of the firm. It will be the most senior partners and executives of these firms who
must recognize this and lead the call to action.
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About SRC Associates Ltd (www.srchk.com)

SRC Associates Ltd is a pioneering Hong Kong based firm that works with law and other
professional service firms throughout Asia on their strategy, marketing and leadership
issues. We work with firm leaders on their most critical business issues and help them
work towards solutions that improve their competitiveness.

Founded in 2000, SRC has helped dozens of law firms throughout Asia and elsewhere
achieve their strategic objectives. With a network of offices in over 50 countries and key
strategic alliances with leading law firm consultants, we are able to help our clients on a
truly transnational basis.

Our services include:
Strategic management and marketing:

Strategy and marketing audit

Internationalization services

Strategic planning, strategy development, and implementation
Client research

Market research

Service market, segmentation and client targeting

Strategic differentiation and value proposition

Branding and positioning

Value pricing implementation

Marketing programme development and implementation

Leadership and People Relations

Leadership training

New managing partner master class and training (with Patrick J. McKenna)
Practice group leader master class and training (with Patrick J. McKenna)
Guidance on firm structure and culture

Leadership and motivation of juniors/associates

Staff satisfaction surveys and research

Client satisfaction surveys and research

Performance management guidance and systems

We provide these services through consulting engagements, workshops, retreats, and in
house meeting facilitation. Contact Robert Sawhney for more details: bob@srchk.com,
(852) 28921121.
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