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Two-day conference
25-26 September 2007, London

Managing Partner magazine presents the 8th annual

Strategic Marketing
for the legal profession
Placing marketing at the
heart of law firm strategy

Featuring case studies from;
Clarke Willmott
CMS Cameron McKenna LLP
Eversheds LLP
Halliwells LLP
Herbert Smith LLP
Nabarro
Salans
Veale Wasbrough Lawyers

Sponsored by:

An exclusive two-day conference designed to
help you:
n Explore the importance of branding in law firm 			
n
n
n
n

marketing
Ensure marketing is the agent for change in your firm
Extract maximum profit from your existing client base
Create distinctive client value through innovation
Create an effective key client strategy

Post-conference workshop
27 September 2007
Fostering a culture of innovation
Facilitated by: David Wallace, Strategy Point
and Former Marketing Director,
Shepherd and Wedderburn LLP

Researched by:

Researched by:

8th Annual Str

Placing marketing at the heart
WHY THIS EVENT?

About the workshop

Law firm marketing has progressed dramatically in the last ten years
and our annual strategic marketing for the legal profession event has
been there throughout this journey providing delegates with valuable
learning in knowledge sharing as well as networking opportunities.
However, there is still a long way to go if legal marketing is to realise
its full potential and be judged alongside more mainstream corporate
marketing functions.

‘Innovation’ has become a buzz-word in the legal marketing arena,
with some viewing it as merely a fad and many overlooking its full
potential. In order to survive and prosper in a competitive market,
it is essential that firms embrace innovation and strategically apply
it to all marketing activity.

As law firms face more commercially sophisticated clients, an
increasingly competitive market and the looming spectre of
deregulation, successful marketing initiatives are fundamental to a
firm’s ability to survive and prosper.
Marketing professionals in many law firms are enjoying elevated status
and partners no longer rule the roost. Yet it is essential that marketers
capitalise on this shift and become agents of change, driving the firm
onto the next level to face the challenges that lie ahead.
Managing Partner magazine’s two-day conference will review the
challenges facing marketers in the legal industry and will showcase
some of those leading the field, arming you with inspiration and
practical advice to take back to your firm.
The last twelve months have witnessed a number of high-profile
rebrands firmly placing the issue of brand back on the agenda. So
how is your brand performing? How do you use your brand to create
true differentiation in a crowded market place? How do you convince a
sceptical audience?
Retaining existing clients and winning new business is the crux of
any marketing strategy, with key client management an increasingly
important part of law firm marketing, how do you approach this and
benchmark your strategy against others?
This two-day conference will examine these questions and many
more, maximising your time away from the office by giving you the
oppourtunity to gain inspiration, learn practical tips and to focus on the
bigger picture.

This interactive workshop will demystify innovation by reviewing
what it actually means. How can it be approached strategically
and what lessons can be learnt from outside the legal sphere?
David Wallace will draw on his wealth of experience from working
with big brands and his experience at Shepherd and Wedderburn.
If you want to harness the powers of innovation to differentiate
your firm, this workshop is not to be missed!

Introducing Legal marketing

Introducing Legal Marketing, a magazine dedicated entirely to
providing you with regular guidance and insight into successful lawfirm marketing.
From internal branding and cross-selling activities, to CRM and
service excellence, the marketing team is now at the forefront of lawfirm business development. In every issue Legal Marketing finds out
which methods are working and which aren’t so you can benchmark
your own strategies against your competitors ensuring long-term
marketing excellence at your firm.
For more information about how you can become a subscriber,
contact us on + 44(0)20 8785 5900 or visit:
www.legalmarketingmag.com.

Advisory board
This event has been validated and researched with a broad range of marketing professionals from across the legal industry. We are grateful for the ideas
they have provided us with for the speakers and the programme content. In particular our special thanks go to the following for their invaluable input:
Jeff Naqvi, Global Director – Business Development & Marketing, Salans
Andrew Dunn, Business Development Director, Halliwells LLP
Deborah Ascott-Jones, Marketing Director, Pannone LLP
Andrew Hedley, Founder, Hedley Consulting

rategic marketing for the le

t of law firm strategy

Day One: Tuesday, 25 September 2007
09:00 	Registration and refreshments

n What are the benefits and draw backs of each model?
n Making the transition work in practice
n Recruiting sector specialists and structuring sector teams

09:30 	Chairman’s opening remarks
Andrew Hedley, Founder, Hedley Consulting
09:40

Understanding the specifics of strategy and applying this to
your marketing plan
n Developing strategic plans; how are you going to achieve your
goals and how will you track them?
n Comprehending the differences between strategic planning and
strategic objectives
n Understanding the critical success factors for achieving 		
strategic goals
n Aligning the strategy with the marketing plan and tracking its
progress on a periodic basis
	Meirion Jones, Director of Clients & Markets,
Reed Smith Richards Butler LLP
10:20 	Beyond the logo; defining 'brand' and its impact on law firms
n Exploring the importance of brand and its role in legal marketing
n Understanding why people buy your brand
n Ensuring your brand values permeate the fabric of your firm
n Encouraging your people to comply with your brand values
Guy Bigland, Director of Business Development and 		
	Marketing,
	Nabarro

Andrew Dunn, Business Development Director,
Halliwells lLP
Zelinda Bennett, Marketing Director, Eversheds LLP
Antonia Guise-Tucker, Head of Business Development & 		
	Marketing, Veale Wasbrough Lawyers
14:20	Harnessing the benefits of 'key client management'
n Defining the differences between ‘CRM’ (Client Relationship
Management) and ‘KAM’ (Key Account Management)
n Realising the benefits of key clients in providing sustainable
revenue streams
n Communicating the key account strategy to the partnership and
gaining their buy-in
n Understanding the strategic challenges facing your key clients
and structuring your services accordingly
n What are the metrics for KAM?
n Devising an effective feedback process and ensuring you
respond
Zelinda Bennett, Marketing Director, eversheds LLP
15:00

Afternoon coffee break

15:30
11:00	Morning coffee break
11:30

Beyond the rhetoric; truly differentiating your firm
n Daring to be different; sector vs. specialism marketing and the
pros and cons of each model
n Utilising branding to create distinction for your firm
n Understanding that most statements of differentiation make you
the same as your competitors; how can you be truly different?
n Harnessing innovation across the firm as a point of 		
differentiation
n Understanding the psychology of why people buy your services
and exploiting your findings
Lisa Hart, CEO, Acritas

12.10	Integrated Marketing Solutions; Differentiation through value
Jason Parkman, Vice President/General Manager,
Hubbard One
12:40 	Networking lunch break

Placing clients at the hub of operational strategies
n Risk management
n Operational efficiencies
n Fee management
n Client-focused knowledge sharing
n Client relationship building
n Collaborative internal relationships
Antonia Guise-Tucker, Head of Business Development &		
	Marketing, Veale Wasbrough Lawyers
16:10	Ensuring marketing is the agent for change in your firm
n Leading the charge; understanding that clients are changing,
anticipating those changes and changing with them
n Understanding the change process in the context of your
organisation and its culture
n Undertaking a cultural audit of your firm
n Driving change in your organisation; using your skills as a
marketer to ensure your firm changes and adapts to client
needs and the latest innovation
Jeff Naqvi, Global Director – Business Development & 		
	Marketing, Salans LLP

INTERACTIVE ROUNDTABLE DISCUSSION
16.50 	Chairman’s closing remarks and close of day one
13:40 	Roundtable discussion: Sector vs. specialism?
This interactive session will tackle this issue head on!

17:15 	Close of day one

FOR A LIST OF OUR LATEST EVENTS V

egal profession
Day two: Wednesday, 26 September 2007
09:00	Registration and refreshments

n Encouraging partners to move away from the more 		
traditional forms of marketing and embrace innovative ideas
and new methods
n Using technology to innovate your marketing strategy
Panellists include:
Suzanne Chaudry, Head of Marketing, Shepherd and 		
Wedderburn LLP
David Wallace, Strategy Point

09:30 	Chairman’s opening remarks
Andrew Hedley, Founder, Hedley Consulting
09:45 	Leveraging value from client relationships
n Understanding what drives a profitable client relationship
n Ensuring you are extracting maximum profit from your existing
client base
n Applying key metrics to client relationships to identify potential
revenue streams
n Measuring the "life-time" value of these clients and serving 		
them accordingly
Andrew Dunn, Business Development Director, 			
Halliwells LLP
10:30 	Marketing investment - because it's worth it!
n How do I demonstrate the value I add to the firm?
n What are our real objectives? Are they valid/achievable?
n Is there a better way to achieve the same results that costs 		
less money/time/effort? Could I get better results if I spent
more time/money/effort?
n What does a successful activity look like?
n How do we measure success? What follow up is planned?
n Over what time period should I be looking for payback?
Jeremy Knott, Marketing and Client service Director, 		
	cms-cameron mckenna llp

14:15

Understanding and maximising the interface between 		
marketing and knowledge management
n Knowledge is power; understanding the potential benefits of
knowledge management for managing key client relationships
and winning new business
n Leveraging knowledge for business development advantage
n Understanding the evolution of the PSL role and its value in 		
winning new business
n Sharing knowledge and acting collectively; moving away from
the silo mentality
Richard King, Head of Legal Knowledge,
Herbert Smith LLP

15.00

Afternoon Coffee

15:30

Using segmentation to enhance and clarify your targeting `
process
n Segmenting your client base to enhance your competitive 		
intelligence
n Looking outwards to new markets and ensuring you have 		
a clear targeting strategy
n Using segmentation to assess client behaviours and gain 		
a meaningful understanding of your competitors
Speaker to be confirmed

16:15

Presenting your corporate social image to strengthen your
brand
n Taking a holistic approach to CSR and diversity initiatives to fit
into your firm’s brand and market profile
n Ensuring you gain cross departmental buy-in
n Partnering with clients on CSR initiatives to strengthen 		
relationships and raise your profile
n Using ethics to differentiate your firm’s reputation
Stephen Fitzmaurice, External Communications Manager, 		
Clifford Chance LLP

11:15	Morning coffee break
11:45

Panel discussion; the client perspective
This session will offer you a unique opportunity to pose your 		
questions to a leading panel of those who really judge
your marketing campaigns; your clients!
n What do clients look for in a law firm?
n Key account programmes and the impact on the client
n What can firms do to optimise their client relationships?
n Panels, pitching and tenders; how to succeed
n The future of purchasing legal services; the client’s 		
perspective
n Client feedback initiatives, do clients really value them?
Deepak Malhotra, Corporate Legal Chief, InBev
	Robert Mackenzie, Group Legal Director Virgin Media 		
Ltd
12:30 	Networking lunch break

17:00 	Chairman’s closing remarks

13:30 	Exploring the benefits of e-marketing
n Understanding the key benefits of strategic e-marketing

17:15 	Close of conference

VISIT www.ark-group.com/events

Strategic Marketing
for the legal profession

ways to register

A two-day conference and workshop
25-26 September 2007, London

Booking ref:

1066

1. Fax: this form on +44 (0)20 8785 9373
2. Tel: +44 (0)20 8785 2700
3. E-mail: events@ark-group.com
4. Online: www.ark-group.com/events
5. Post to: Marketing Department, Ark Group
266/276 Upper Richmond Road
London SW15 6TQ, UK

DELEGATE DETAILS
Title {Mr, Ms, Mrs}

First Name

to save money on this conference

Family Name

1. Book before 14 August 2007 to claim your 10%
early bird discount*
2. Book in groups, please call for a group discount
3. Take out a subscription to Legal Marketing
magazine and receive a 10% discount

Job Title
Department
Company Name
Address

Contact Paul Connelly on +44(0)20 8785 5910
or email: pconnelly@ark-group.com

Town

Postcode

Can't make the event?

Country
Tel No

Fax No

E-mail
Signature
I have read and understand the cancellation policy and agree with the terms and conditions

PLEASE PHOTOCOPY THIS FORM TO REGISTER FURTHER DELEGATES
delegate fees

Event media is available containing speakers’ slides
and biographies in various formats. Choose from:
 Hard copy documentation (black & white)
– £350+VAT/u524+VAT
 CD-ROM (single-user license) – £395+VAT/
u592+VAT
 CD-ROM (site license) - £1,185 +VAT/
u1,775+VAT
 CD-ROM with Audio (single-user license)
– £545+VAT/u816+VAT
	CD-ROM with Audio (site license) – £1,635+VAT/
u2,450+VAT

 Two day conference only			

£1,245+VAT/ u1,865+VAT

 Conference + workshop			

£1,890+VAT/ u2,831+VAT

Contact Paul Connelly on +44(0)20 8785 5910
or email: pconnelly@ark-group.com

 Workshop only				

£645+VAT/ u966+VAT

hotel Accommodation
Hotel rooms will be made available at preferential
rates on reservations made up to four weeks prior
to the event.

HOW TO PAY (please tick the relevant payment option)
 CREDIT/DEBIT CARD

Card Number:
Issue Number (for switch):

Expiry date:
Valid from:

–

–

Amount STERLING

 CHEQUE

Please find enclosed a cheque for the amount of STERLING
made payable to Ark Conferences Ltd
 Please invoice me

 Sterling

Contact Clare Leonard on +44 (0)20 8785 5969 or
e-mail cleonard@ark-group.com

 Euro

Exhibition & sponsorship
opportunities
Interested in sponsoring or exhibiting at
this event?
For further information please contact
Guy Worth on +44 (0)20 8785 5928 or e-mail
gworth@ark-group.com

booking conditions
1.	Bookings can be submitted at any stage prior to the event, subject to availability. A limited allocation is being held and booking early is therefore
recommended. In the event of the booking not being accepted by Ark Group the total amount will be refunded.
2. Payment must be received in full prior to the course.
3. All speakers are correct at the time of printing, but are subject to variation without notice.
4. If the delegate cancels after the booking has been accepted, the delegate will be liable to the following cancellation charges:
		 n Cancellations notified over 45 days prior to the event will not incur a cancellation fee.
		 n In the event of a cancellation being between 45 and 30 days prior to the event, a 20% cancellation fee will be charged.
		 n For cancellations received less than 30 days prior to the event, the full delegate rate must be paid and no refunds will be available.
5. All bookings submitted by e-mail, fax, or over the telephone are subject to these booking conditions.
6. All cancellations must be received in writing.
7. Ark Group will not be held liable for circumstances beyond their control which lead to the cancellation or variation of the programme.
8. All bookings will be charged 17.5% VAT
9. *This offer cannot be used in conjunction with any other Ark Group promotion or offer.
10. Ark Group reserves the right to reject any booking at any time prior to the event, without explanation.
11. The prices quoted in EUROS are correct conversion rate at the time of going to print.

DATA PROTECTION
Your details will be added to the Ark Group database in order to process your booking and inform you of related Ark Group events and publications.
If you do not wish to receive any further information or special offers from us please contact us. Ark Group is a division of Wilmington PLC whose
subsidiaries may also wish to inform you of relevant products and services, if you do not wish to receive this information please tick here. o
We will not sell your information to others but we may make your details (excluding email) available to companies we work closely with and whose
products we think may be of interest. If you do not wish your details to be made available to third parties please tick here o

Training courses
Ark Group can provide bespoke training courses on
any of our conferences.
For more information please contact
Rachel Reasbeck, Head of Event Production
e-mail rreasbeck@ark-group.com

