What are law firms doing to better understand what clients want?
...and how do clients value those efforts?

Chief Legal Officer value ratings (0-10 scale)
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Conversations Conversations Conversations Legal issue Industry research Post-matter Formal client Formal client  Participation in  Management
about pricing / about matter about project spotting and and issue reviews interview survey program client industry visits to key

budgets management staffing preventative law spotting (at firm program groups and clients

efficiency strategies (at firm expense) events
expense)

COLLABORATIVE CONVERSATIONS ISSUE SPOTTING FEEDBACK PROGRAMS OTHER MEETINGS
Chief Legal Officers give their highest Clients value legal issue While post-matter reviews are rated Neither public events nor
value ratings for conversations with spotting and industry above average in value by clients, only a management visits are
outside counsel about pricing, staffing research, but under half quarter of law firms offer them. Other adding much value for
and efficiency. Most law firms seem to of firms provide it. feedback programs are perceived by clients, despite
recognize the importance of this. clients as less valuable. considerable firm activity.
OPPORTUNITY: More law firms should OPPORTUNITY: Investin OPPORTUNITY: Regularly conduct OPPORTUNITY: Listen
be talking with their clients about matter some free research to post-matter reviews. Focus all more thoughtfully; craft
management efficiency. support your clients. feedback programs on client value. substantive responses.
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