NEGOTIATING PROFITABLE FEES

As pressure on the fees that clients will pay for business and professional services grows and
clients’ demands for greater transparency in fees increase, lawyers need to be skilled in the
art of negotiating to maintain fee levels and profitability. However there are a lot of traps
along the way which can hijack a partner or fee earners attempt to negotiate a profitable fee
arrangement:

There is a tendency to negotiate too early before they have persuaded the client of

the value of their service

They offer discounts too early

Partner and fee earners are not sufficiently prepared prior to the negotiation
Clients are allowed to put them under pressure to negotiate “on the hoof”
They lack the confidence in a negotiation.

OBJECTIVES

Be able to plan and use effective strategies for negotiating fees
Understand and know how to manage the phases of a negotiation

Understand and know how to use appropriate interpersonal and communication skills

to achieve the outcome they need from a negotiation
Prepare actions plans to apply good negotiation strategies and skills to the firms’
clients.

COURSE CONTENT

Characteristics of successful negotiators
Preparation and planning

Preparing a negotiation strategy

Phases of a negotiation

Interpersonal skills used by successful negotiators
Role play

Personal development action plans

BENEFITS

The aim of this workshop is to provide participants with a series of practical techniques for

negotiating fees which will help to:

Obtain a better deal whilst maintaining a good relationship with the client

Feel confident about the value of your services and what they are worth to the client
Gain confidence in your ability to negotiate

Manage the process better and so gain a better outcome

Interact with the other party in a way, which will foster a climate of co operation and so

achieve a better outcome.

DURATION 2 days

FACILITATION 8 delegates, 2 trainers

WHO SHOULD ATTEND Partners and fee earners responsible for negotiating fees with
clients
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WORKING THE ROOM

Seminars and social functions are one of a fee earner's most valuable business
development opportunities and a key activity in the business development programme for
professional firms. However, without the right strategy and skills to manage these events
professionals may fall into anyone of these common traps:

Fee earners fail to meet the people they want to meet

There is too much time spent talking to colleagues and friends
There is too much “hard sell” about the firm

Individuals feel uncomfortable and reluctant participants in events.

Consequently fee earners don’t get the value they could from networking and potential
opportunities are missed.

OBJECTIVES
By the end of the programme delegates will have:

Learnt practical techniques to improve personal effectiveness at networking
events

Prepared individual action plans.

COURSE CONTENT

Planning and preparation as hosts and guests

Managing personal impact

Overcoming “networking nightmares”

Working the room — entering and exiting groups, making effective introductions,
getting airtime, building rapport

Use of business cards

Role play forum using actors to practice skills

Personal development action plans.

BENEFITS
This course will help partners and fee earners to:

Avoid the common traps

Feel more confident in their networking activities

Get more value from the networking events they attend
Capitalise on the opportunities at networking events

Create a more positive impression for themselves and the firm.

DURATION 3.5 hours

FACILITATION 12 delegates, 1 trainer, 1 actor

WHO SHOULD ATTEND Partners and fee earners who feel they could be getting
greater value from the events they attend as hosts or
guests.
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BUILDING CLIENT RELATIONSHIPS

L]
INTRODUCTION RIDLEY FLEMING
Clients do business with people they like and trust if they are buying high value professional 'n.{.l .5-..-:- -;:r:ua

services. In the eyes of clients the technical competence of professional advisers is no longer
a differentiator — often it is the relationship between professional advisers and their clients
which the client uses to select and differentiate one firm from another.

This workshop looks at how to build and sustain profitable client relationships.

OBJECTIVES
By the end of the programme delegates will:

Be able to describe how client relationships develop

Know how to manage their own interpersonal style to develop more effective
relationships

Have planned strategies for developing relationships with their own clients.

COURSE CONTENT

How client relationships develop

Assessing the status of individual client relationships
Strategies to develop client relationships

Activities to build the personal and business relationship
Initiating new relationships — the Trust Triangle

Managing interpersonal style to strengthen client relationships.

BENEFITS

This course will provide a number of practical techniques which will help partners and fee
earners to:

Strengthen relationships with existing clients

Be successful in establishing new relationships

Strengthen their differentiator in a competitive market place
Make business more profitable

Identify new business opportunities.

DURATION 1 day
FACILITATION 8 delegates, 1 trainer
WHO SHOULD ATTEND Partners and fee earners who have face to face contact and

are responsible for managing client relationships.
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MAKING CONTACTS COUNT

Individuals who are successful in business development are well connected. They know a lot
of people and a lot of people know them. It's never too early to begin to build your “fan club”.
Successful networkers manage their network to get to know new people, get referrals and to
win new work. This way they rarely need to cold call prospects and make a significant and
valuable contribution to the firms business development programme.

OBJECTIVES

To learn how to prioritise a network

To learn strategies for managing a network effectively
To learn tactics for effective internal networking

To prepare individual action plans.

COURSE CONTENT

Prioritising your network of contacts

Using your network to get introductions
Generating referrals

Internal networking

Strategies to manage your network effectively
Personal Development Action plans.

PRE-COURSE WORK

There will be a short piece of pre-course work which delegates will need to do prior to
attending the programme. This helps them to prepare for the course and allows us to spend
maximum time on the practical activities.

DURATION 3.5 hours
FACILITATION 1 trainer to 8 delegates
GROUP SIZE Max group size is 8 to allow the trainers to provide delegates

with individual input.

WHO SHOULD ATTEND -Fee earners who are new to networking
-Partners who want to be more systematic in how they
manage their network or want to develop a systematic
approach for their department.
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MAKING MEETINGS WORK

LY
Meetings and video conferences, whether internal or external, are an important part of every RIDLEY FLEMIMG
fee earners working life. The way clients and colleagues see you communicate and interact ERTEII e
with others, deal with their questions, articulate and argument, present yourself or lead a PO THE FRIDFERS0MS

meeting shapes their perception and reaction to you.

This course will help you to understand the behaviours which contribute to the perception
others have of you and you'll learn what you can do to enhance your personal impact and
influence in meetings.

OBJECTIVES

How to participate and enhance personal impact in meetings

Learn which skills help individual to communicate more effectively in meetings
How to lead a meeting

Learn how to structure a meeting

CONTENT

Characteristics of effective meetings

Preparation and planning

Structuring a meeting

Leading/chairing a meeting

Participating in meetings
- First impressions
- Techniques to enhance personal impact and influence
- Communicating in meetings

Meeting role play

Personal development action plan.

DURATION 1 day
MAX GROUP SIZE 6
WHO SHOULD ATTEND Fee earners who regularly attend internal and external

meetings who would like to know how they can improve their
contribution and performance in meetings.
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SELLING HIGH VALUE SERVICES - powered by SPIN®

The market for legal services is now highly competitive. Successful commercial organisations
employ highly trained sales professionals to identify and develop new business. Most
professional firms do not, but the need to generate fee income is just as strong within the
professional sector as it is within the commercial world.

The skill to win new work is now a significant factor in establishing a competitive edge and the
risk to individuals who stay in the professional role of ‘expert’ waiting for the clients to
approach them is that they will lose out to more active and skilled competitors.

In our experience from working with lawyers on business development we have identified a
number of issues:
When in front of the client, individuals don’t ask enough questions — they believe the client
expects them to know!
They don’t ask the right questions which will uncover a client’s needs
Professionals tend to rush in with solutions as the ‘expert’ before they have fully identified
the client’s needs and fail to address the issues the client wants to address.

As a consequence they lose out on many of the business opportunities as the client fails to
see the value of their services.

OBJECTIVES

By the end of the programme delegates will:
Understand and know how to apply the skills for successful new business development
Be able to maximise new client wins and cross selling opportunities.

COURSE CONTENT
Introduction to selling high value services
How clients make decisions
Managing a network of contacts
Buyer Analysis
Structuring a BD meeting
Planning for BD meetings
Clients’ needs and Buying Criteria
Questioning and listening techniques
Presenting solutions
Overcoming objections and obtaining appropriate outcomes
Effective note taking in BD meetings
Personal Development Action Plans.

BENEFITS
This course concentrates on the face-to-face selling skills and will enable individuals
responsible for selling to:

Fully exploit the new business opportunities that exist both with new clients and existing
clients

Increase the client’s perception of the value of their services

Strengthen their relationship with clients

Establish a competitive edge

Obtain value from time spent in business development

Feel relaxed and comfortable when they are with a client in a business development

meeting.
DURATION 1+ 1 days
FACILITATION 8 delegates, 1 trainer and 1 actor
WHO SHOULD ATTEND Partners and fee earners who are actively involved in cross

selling and winning new clients.

LY
RIDLEY FLEMING

TR R ) ERrATY

PO THE FRDFESSAMS

By Fleewang Led

4 Farty Ceeen Cowrrpand
forty Graes, Mladiow
Bucks HPIT 9P

0 -t ip) 1B ra
E nfclmiley lamng ook
ﬂ oo T i e g ook,

B prdm i Eniglaned 3 Wik
Lzmzary Ha J07PFHE



STRATEGIC NETWORKING

Seminars and social functions are one of a fee earner’'s most valuable business development
opportunities and a key activity in the business development programme for professional firms.
However, without the right strategy and skills to manage these events fee earners may fall into
a number of common traps and not achieve their desired outcomes.

Too much time is spent socialising and not enough time is spent pursuing the
business agenda

Too much ‘hard sell’, which makes guests feel uncomfortable

No strategic or tactical planning for the event

No means of measuring the success of the event

Fee earners arrive with no clear strategy for how they will achieve their objectives

Fee earners don’'t meet the people they need to meet and miss out on business
opportunities.

OBJECTIVES

To learn how to align the objectives of the event with the BD objectives
To learn practical techniques to improve personal effectiveness at events
To prepare individual action plans.

COURSE CONTENT

Planning and preparation as hosts and guests

Events and outcomes

Managing conversation — style, content and mixing business and social conversation
Working the room - entering and exiting groups, making effective introductions,
getting airtime, building rapport

Use of business cards

Making the follow up

Role play forum using actors to practice skills

Networking activity using actors to practice skills

Personal development action plans

Optional session — a live networking event with clients.

BENEFITS
This course will help partners and fee earners to:

Avoid the common traps

Feel more confident in their networking activities

Get more value from the networking events they attend
Capitalise on the opportunities at networking events
Strengthen relationships with new and existing clients

DURATION 1-day
FACILITATION 12 delegates, 1 trainer, 1 actor
WHO SHOULD ATTEND Individuals with strategic responsibility for networking and

“Frontline” responsibility for managing client relationships at
networking events.
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THINK CLIENT - a sales strategy workshop

Partners and fee earners who are successful at business development “THINK CLIENT”. They
know how clients make decisions and what they need to do to influence those decisions.

Clients who are making high value purchasing decisions such as the decision to instruct
lawyers or appoint lawyers to a panel go through a number of distinct phases in their decision.
Partners and fee earners who are successful at business development recognise where clients
are in their decision making process and know what strategy and skills they need to influence
them.

Individuals often fail to influence clients because they apply the wrong strategy at the wrong
time

This sales strategy workshop is designed to help partners and fee earners to recognise where
a client is in their decision making and apply appropriate strategies to influence them which is
fundamental to successfully selling services to new clients or cross selling services to existing
clients.
OBJECTIVES

To understand how clients make high value purchasing decisions

To learn the strategies to influence client decision making

To plan how to apply appropriate strategies to clients

CONTENT
Business development in the legal world
The clients decision making process
Strategies to influence each stage of the clients decision

Practical planning activities to identify appropriate strategies for the firms’ clients

DURATION 3 hours

FACILITATION 1 trainer and up to 15 delegates
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WHY USE RIDLEY FLEMING?

“In Depth Knowledge”
“Sector Experience”

“Practical Understanding”

i

Or put another way, why have so many of our existing clients entrusted
us with developing the skills of their partners, fee earners and business

support staff over the past 10 years? ' ,
Three simple but powerful phrases that provide partners and training l ]
departments with the assurance that not only will the Ridley Fleming \

programmes be professional and well designed, but credible, results-
orientated and relevant to the delegates and the individual firm’'s
needs.

>

ama,
=

We specialise in training and consultancy for the professional sector, so all our training is
designed around the needs of partners and fee earners in professional firms.

All our training is tailor-made to the requirements of specific firms and, where
appropriate, the training is integrated with the client firms systems and processes.

» RFL provides management and business development training for over 40 firms ranging
from magic circle to regional firms, delivering training to over 2000 partners and fee
earners each year, so we have established the necessary levels of credibility.

> RFL partners and associates are experienced sales consultants as they are responsible
for both fee earning and business development. This means RFL trainers are currently
using many of the techniques outlined in their programmes. All trainers have come into
training from previous careers in sales and marketing.

» RFL also works within the accountancy and corporate banking sectors, which provides
useful insight in other professional firms.

List of Clients

Eversheds SJ Berwin A&L Goodbody

HBOS Group Charles Russell Philip Lee

Mourant Services Ltd Todds Murray L’Estrange & Brett

Mills & Reeve Davies Lavery Dechert

Wragge & Co Law Society of Ireland Clyde & Co

Burges Salmon William Fry Berwin Leighton Paisner

Clifford Chance LK Shields Arthur Cox

Addleshaw Goddard McCann Fitzgerald
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TRAINING DESIGN AND METHODOLOGY

At the heart of each training assignment lies the strategy
of the client firm, and agreed business objectives. With
this as the starting point, we can ensure that our solution
provides a meaningful and measurable contribution to
the client firms’ business.

Training provision for the professions requires an
understanding of the unique structure of the sector;
solutions that can be delivered in small, manageable
stages; are appropriate for the participants’ current level
of skill and understanding; and in a format that can be
incorporated into their everyday activities as a trusted
adviser.

All the training is highly participative and involves a
variety of learning opportunities which accelerates
delegates’ learning and development.

Review of current knowledge and skills

Input of conceptsitheories and models for effective BD
Practice in the form of role plays & case studies with
other participants on the course

Personal action plans to plan specific steps to integrate
learning and development back at work.

In all RFL courses, delegates receive an interactive
workbook, which encourages them to capture their own
learning. Recent feedback indicates that clients find this
approach extremely valuable. We supplement delegates’
own notes with reference materials and easy-to-use
checklists.

All the role plays are customised to accurately reflect the
work situation of the delegates. This increases their
commitment to the training and speeds up their learning.

Most of the role plays are “Group Role Plays” where
actors play the clients. The delegates learn from their
own experience and from observing others.

We use actors in a number of the modules as this
provides more realistic and challenging role plays and so
enhances the delegates’ learning from these activities. All
RFL actors come from a business background which
gives them the necessary credibility in the role they play.

There are a number of role plays which we record onto
DVD. This enables delegates to make their own
observations and provides more in-depth feedback. DVDs
can also be used to coach on a 1:1 or small group basis.

Each course is designed to be highly interactive and
participative. To maximise the time spent in the training
room, theory on the subject matter is issued as pre course
work.

We recommend follow up events approximately 4-6 weeks
after the initial training. This can be in small groups or 1:1
whichever is appropriate for the delegates and is based
around delegates’ Personal Development Action Plans.

Follow up support will help to sustain the learning and
achieve behavioural change. There is ample evidence that
a well-executed coaching programme can improve
effectiveness by 25% or more.

In our experience, implementation of training is as
important as the content in order to gain the commitment
of partners and fee earners and ensure they gain the
maximum benefit. We suggest implementing the following
activities:

Prior to the launch of the BD programme we suggest
running a number of focus groups with partners and fee
earners. The purpose of these focus groups is to help us to
understand:

Their perception and understanding of BD
Individuals’ roles in BD

Their current involvement in the firm's BD
programme

Types of BD activity that parténers and fee earners
are involved in

Their difficulties (attitudinal and skills)

Outcomes they require

Buy-in of participants.

Partners and fee earners will have different skills and
knowledge in various aspects of BD. The programme is
designed as a series of standalone modules and we would
suggest that individuals attend only those modules which
meet their development needs. The value of the training in
terms of skills learnt and the extent to which those skills
are sustained will be materially enhanced if training is
targeted at individuals who currently need the skills and
will have an opportunity to apply them in their jobs — “Just-
in-Time", rather than “Just-in-Case” training!

In our experience delegates’ learning is sustained more
effectively if they complete PDAPs at the end of each
module. The learning is sustained further if delegates are
supported by internal coaches after the training. This is
especially relevant with lawyers who are often “part time
and reluctant participants in BD".
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