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New influences impacting business strategy

• 80 in-depth interviews with law firm 
Managing Partners

• 2100+ interviews with General 
Counsel and senior decision 
makers Market Insights

• 230+ law firm financial management 
system data Financial Insights

• 2200+ interviews with client-
identified standout lawyers Talent 
Insights

What law firm leaders
have top-of-mind

Demand

Clients/ 
Markets

Talent

Systems

Geopolitical
factors

Economic
uncertainty

New generational 
talent preferences

Rise of disruptive 
technologies

T H O M S O N  R E U T E R S  I N S T I T U T E
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T H O M S O N  R E U T E R S  I N S T I T U T E :  F I N A N C I A L  I N S I G H T S

Challenge 1: firms struggle to maintain demand growth
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T H O M S O N  R E U T E R S  I N S T I T U T E :  M A R K E T  I N S I G H T S

Challenge 2: market positioning fragmented and stagnant
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Top-of-mind awareness
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Only 5% of firms named by 
General Counsel in 2024 have 
seen significant growth in top-
of-mind awareness since 2019.



T H O M S O N  R E U T E R S  I N S T I T U T E :  T A L E N T  I N S I G H T S

Challenge 3: lawyers less satisfied with their firms
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On a scale of 1-10 where 1 is extremely dissatisfied and 10 is extremely satisfied, how satisfied are you with each of the 
following areas at your current firm?
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Ability to work when/where suits me

I feel I can be myself at work

Local office/department management

Support from fee-earning colleagues
Reward/compensation

Collaborative culture

Opportunities for growth and progression

I am treated with fairness and respect

Current leadership of firm
Firm direction and strategy

BIGGEST 
RISKS 

56%

53%

2019 2024

Percent of standout lawyers rating 
satisfaction with their firm a 9 or 10

Statistically significant difference



T H O M S O N  R E U T E R S  I N S T I T U T E

Challenge 4: Law firms struggle to support differentiators
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Innovation and disruptive technology 
(earn 32% of client external spend)

82%

61%64%

28%

Used AI-powered
technologies

as a starting point
for a work task

Used AI-powered
technologies to edit
work that you have

drafted

Corporate C-suite Law Firm

Statistically significant difference

Collaborative teams
(earn 56% of client external spend)

Strategic client feedback
(earn 34% of client external spend)

21.1%

43.0%

28.9%

7.1%

Average

Super collaborator

High collaborator

Moderate collaborator

Lone operator

68%

70%

32%

27%

Experienced change
in service

Asked for formal
feedback

Yes No



How strategic is your 
strategic planning process?
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T H O M S O N  R E U T E R S  I N S T I T U T E
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Our firm is seen as the go-to legal 
counsel for forward-looking 
companies. Our talent is 
comprised of top-quality lawyers 
who work together to provide out-
of-the-box legal thinking to 
influence the business pursuits of 
our clients. 

We will be the preeminent legal 
counsel for cutting-edge 
organizations. Clients are our 
central driving force, and we offer 
unparalleled legal expertise and 
creative solutions to meet the 
diverse needs of our clients.

Our client-centric approach 
focuses on developing and 
maintaining strong relationships. 
Our innovative culture provides an 
enhanced client experience 
through digital tools and 
platforms. We are dedicated to 
fostering a culture of collaboration 
and diversity.

Our firm embraces forward-
thinking strategies to enhance the 
services we provide to clients. We 
will exhibit our core values by 
cultivating a supportive and 
inclusive environment that 
encourages professional growth 
and collaboration.

At our firm, we strive to be leaders 
in the legal industry by providing 
exceptional service to our clients, 
fostering a culture of innovation 
and collaboration, and upholding 
the highest ethical standards.

Our firm is committed to delivering 
high-quality legal representation 

We prioritize the needs and 
interests of our clients, offering 
personalized and effective legal 
solutions.



Tools

Inputs

T H O M S O N  R E U T E R S  I N S T I T U T E :  A D V I S O R Y  S E R V I C E S

The strategic planning process
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Ambition
What do you want 

the firm to be?

Challenges
What competitive 

challenges you 
face

Strategic 
Options

How you choose
to compete

Strategic 
Plan

What you want to 
commit to

Competitive 
Advantage
How you make 

your choice 
happen

Execution
Making it happen 

and staying on 
plan

Market data

Lawyer input

Stakeholder feedback

Financial data

Competitor intelligence

Key focus logic square
Competitive advantage 

analysis
Balanced scorecard



Tools

Inputs

T H O M S O N  R E U T E R S  I N S T I T U T E :  A D V I S O R Y  S E R V I C E S

The strategic planning process
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Strategic 
Options

How you choose
to compete

Strategic 
Plan

What you want to 
commit to

Lawyer input Financial data



T H O M S O N  R E U T E R S  I N S T I T U T E :  A D V I S O R Y  S E R V I C E S

What it looks like at the end: the (unloved) balanced scorecard
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Ambition What do you want the firm to be?

Goals
Long-term direction

Objectives
Steps to achieve goals

Metrics/KPIs
Measurable targets

Financial

Clients/Markets

Talent

Operations/Systems

Initiatives Specific projects with start/end points to achieve goals and objectives



T H O M S O N  R E U T E R S  I N S T I T U T E :  A D V I S O R Y  S E R V I C E S

Ambition Become THE one-stop-shop law firm in the [XXX] sector

Goals
Long-term direction

Objectives
Steps to achieve goals

Metrics/KPIs
Measurable targets

Financial • Increase firm profitability

• Increase revenue in core sectors

• Increase ratio of complex to routine 
work in core sectors

• Reduce cost to perform routine work

• Average revenue per sector
(+$XX M by year 2)

• Complex and routine matters as a 
percent of total (60/40 split by year 3)

• Average hours per matter
(Reduce time to completion by XX%)

Clients/ 
Markets

• Increase reputation as a 
leading law firm in the 
[XXX] sector

• Increase proportion of clients within 
core sectors

• Improve client loyalty and advocacy 
within core sectors

• Clients per industry segment
(Core sectors are 70% of total portfolio)

• Net Promoter Score and satisfaction
(+10 above avg. NPS/ +0.5 above avg. sat.)

Talent
• Improve skills and 

competence in core 
sectors across all lawyers

• Improve talent attraction and retention 
in key work types for core sectors

• Increase business savviness of 
relationship partners

• Employee engagement (+0.5 above avg.)

• Employee retention (XX% lower attrition)

• Business savvy ratings (8.5 or higher)

Operations/ 
Systems

• Improve efficiency and 
effectiveness through data 
and technology usage

• Improve percentage of lawyers 
interacting with CRM and KM tools

• Increase # of data-driven scenario 
planning sessions with clients

• Lawyer technology engagement (+XX%)

• # of data-led scenario planning 
sessions (+XX% in core sectors)

Initiatives



Ambition:
What do you want the firm to be?
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T H O M S O N  R E U T E R S  I N S T I T U T E :  A D V I S O R Y  S E R V I C E S

Key focus logic square
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Geography Industry sector

Work typeClient type



T H O M S O N  R E U T E R S  I N S T I T U T E
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Using data to build an effective business case: real-world example

Market research to illustrate ROI and current state of firm 
Thomson Reuters Institute blinded example

shows that firms seen by clients as 
having industry expertise will capture, 

external spend more than 2x the 
share of spend received by firms.

BASELINE

14%
of client

external spend

INDUSTRY
EXPERTISE

43%
What an industry sector-focused footprint looks like

Technology

Consumers

Health/Life Science

All other sectors

-of-mind awareness comes 

Technology

Consumers

Health/Life Science

All other sectors

-of-mind awareness comes 



T H O M S O N  R E U T E R S  I N S T I T U T E :  A D V I S O R Y  S E R V I C E S

Where are you (really) in the 5S framework of firm culture?
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• Collection of lawyers

• Entrepreneurial

• Partners practice 
together, but little else 
is shared

Solos Shared

• Incidental sharing of 
clients and cross-
selling

• Share a common 
cause

• More collegiate

Structured

• Clear governance

• Management 
responsibilities and 
authority

• Intentional 
collaboration

Strategic

• Partners and practice 
areas aligned with a 
shared goal

• Strategy process in 
place

• Firm intent on being a 
name on the world 
stage

• Ambition to be the 
one that others follow

Significant



T H O M S O N  R E U T E R S  I N S T I T U T E :  A D V I S O R Y  S E R V I C E S

The impact of multiple data sources
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18%

21%

39%

21%Expertise not
mentioned

Specialty provider

Full-service with
core strengths

Full-service firm

Brand research conducted with firm lawyers and clients combined with client utilization data
Thomson Reuters Institute blinded example

How partners describe firm
to new clients/prospects

How clients
describe firm

47%

49%

Don't know firm
well enough

Specialty Provider

Full-service firm

Use firm for 1.2 
practices

Use firm for 3.6 
practices



Using data to get an accurate view of 

(and addressing those challenges from the beginning)
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T H O M S O N  R E U T E R S  I N S T I T U T E

Legal spend optimism strong, but growth opportunities tighten
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Total legal spend optimism: Global cos with $1B+ in annual revenue
(percentage of buyers planning to increase versus planning to decrease)

36% 35% 33%
41% 38% 34%

42% 42% 41% 41% 38% 37%

-28% -28% -27%
-24% -26% -29%

-20% -19% -22% -21% -21%
-17%

2015 2016 2017 2018 2019 2020 2021 2022 2023 Q1 2024 Q2 2024 Q3 2024

Plan to Increase Plan to Decrease Net Spend Optimism

Number of responses: Q1 2024 (426); Q2 2024 (459)
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T H O M S O N  R E U T E R S  I N S T I T U T E

y (97); Consumers (122) 

49%
41% 44%

62%

32% 35% 36% 37% 40%
32%

37% 40%
34%

48%

-21%

-5%
-14%

-8%

-33%

-18% -22% -25% -22%
-11%

-25%
-17% -21%

-14%

Plan to Increase Plan to Decrease

HEALTH/
PHARMA

FINANCIAL
INSTITUTIONS

TECH/
TELECOM

REAL ESTATE/
DEVELOPMENT

AUTO/
MANUFACTURING

ENERGY/
NATURAL RES.

CONSUMERS

Largest to smallest average total legal spend

Total legal spend optimism: Global cos with $1B+ in annual revenue
(percentage of buyers planning to increase versus planning to decrease)

Most industries are net positive spend optimism
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T H O M S O N  R E U T E R S  I N S T I T U T E

. (189); Energy (97); Consumers (122) 

Total spend optimism by work type Q3 2024: Global cos with $1B+ in annual revenue
(percentage of buyers planning to increase versus planning to decrease)

Net spend optimism 
(change from H1 ▲/▼)

Global
Health/
Pharma

Financial
Institutions

Tech/
Telecom

Real 
Estate/

Dev.

Auto/
Mfg.

Energy/
Natural Res.

Consumers

Regulatory +28% (▼) +28% +50% +34% +26% +18% +16% +33%

Labor & Employment +16% (=) +46% +10% +29% +10% +13% +2% +18%

Corporate +13% (=) +24% +30% +12% +13% +12% +12% +7%

Disputes +7% (▼) +26% +20% +5% 0% +5% -1% +32%

IP +10% (▲) +14% +4% +19% +5% +16% +7% +2%

Insurance +2% (=) -2% +17% -9% +17% -1% -10% +5%

M&A +6% (▲) +8% +3% +9% -15% +6% +26% +1%

Banking & Finance +5% (▲) -2% +43% -10% -7% +7% +2% +4%

Spend by work type: understand where opportunity is headed 
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T H O M S O N  R E U T E R S  I N S T I T U T E

7 levers to grow share of wallet

BASELINE

14%
of client

external spend

DIVERSE 

LAWYERS

INNOVATIVE

APPROACH

CLIENT 

FEEDBACK

INDUSTRY

EXPERTISE

COLLABORATIVE

TEAMS

27%

STANDOUT

LAWYERS

31% 32%

BRAND

AFFINITY

33%
34%

43%

56%



T H O M S O N  R E U T E R S  I N S T I T U T E :  T A L E N T  I N S I G H T S

What highly collaborative firms do differently
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Visibility &
Connectedness

Process & Project
management

Individual
attitudes

Firm culture Consistency Recognition &
Incentive

Firm 1 Firm 2 Firm 3 Average

collaboration successful firms embrace the approach that 
resonates most with their culture

Statistically significant difference



Hiring remains a largely transactional undertaking few formal 
panels in place; top-of-mind awareness in the hands of lawyers

Approach to law firm selection | Global $1B+ companies

(percent of buyers)

What drives top-of-mind awareness

(percent of buyers)

70%

72%

2022

2012

Recent contact from lawyer

13%

31%

2022

2012

Reputation

Number of responses: 276

Significant difference

21% have formal panels in place

11% have formal panels, but 
informal assigning of matters

24% have informal panels

44% hire on a 
matter-by-matter 
basis

24

T H O M S O N  R E U T E R S  I N S T I T U T E



25 Number of responses Global (2322)

T H O M S O N  R E U T E R S  I N S T I T U T E

Firms advising on top issues leverage different strengths

Firms most effective at getting 
access

to boardroom-level work

Global

Wachtell

Cravath

Sullivan & Cromwell

Simpson Thacher

Skadden

Weil Gotshal

Slaughter and May

Cleary Gottlieb

Kirkland & Ellis

Debevoise

Quality
of advice

Reputation/
profile

Breadth of
service

Can handle
important

work

Experience/
track record

Personal
relationship

What clients say about why they favor firms in general
What clients say about the firms most effective at accessing boardroom work

Statistically significant difference



T H O M S O N  R E U T E R S  I N S T I T U T E

The wrap-up

26

strategy for 
planning

Look forward 
more than you 

look behind

Bring in as 
many 

stakeholder 
voices as 

possible gut 
instinct is full 

of bias

Plan for 
overcoming 
barriers and 
challenges; 

focus on 
opportunity

Think like a VC;

rarely drive 
outsized 
growth



Thank 
you!
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