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WELCOME
The market is shifting 
and becoming more 
competitive all the 
time. If firms want to 
be competitive they 
need to learn what 
they’re good at and 
change accordingly.

I
f you look back at the totality of law firms, there aren't 
that many that have developed their legal services 
o�ering by scouring the market for opportunities. Most 

are just products of where they’ve been – and, as such, 
where they are at a given moment in time. That’s not a bad 
thing – but as the world shifts so do legal services, and 
perhaps what were once highly valued can now be 
produced at the press of a button (supposedly). 

I've often had the feeling that many firms are 
reluctant to take a hard look at their services to 
determine which are money makers and develop a 
strategy around that information. But that's exactly 
what they need to do if they want to be more 
profitable and competitive businesses. Find out 
more in this month's feature on p34. 

One firm that has leveraged market opportunities  
well to help develop a more client-friendly brand is 
A City Law Firm, this month's law firm profile. Read 
what managing director Karen Holden had to say 
about maintaining client experience in the city.

Becoming more client-centric might be some 
firms' saving grace at a time when the high street is 
steadily declining. Our columnist Jane Pritchard at 
TV Edwards talks about how the age of the high 
street may be coming to an end (p19). Elsewhere in 
the magazine, Frank Saxby at Burgess Mee contemplates 
stress management (p17), and Peter Carr at Fisher Jones 
Greenwood sets out his firm's journey to develop the 
marketing potential of its website using a chatbot (p20).

Our columnists write for us and you purely to add 
dialogue to SME legal, for which we're hugely grateful. 

Patrick Wingrove, editor
@LPMmag | patrickw@lpmmag.co.uk

“As the world shifts so 
do legal services, and 
perhaps what were once 
highly valued can now be 
produced at the press of a 
button (supposedly).”
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T
here are more solicitors in 
England and Wales than ever 
before. It’s true – the Solicitors 
Regulation Authority reported 

last month that the number of 
PC-holders passed 140,000 for the first 
time, which is 15,000 more than five 
years ago. It seems the profession has 
defied predictions of a potential 
shakeout, but it hasn’t come without 
warnings that a growth in numbers, 
particularly for large firms, may be 
unsustainable in the face of static profits 
and pressures on fees.

Perhaps some of them have been 
attracted to the industry by recent 
stories of innovation in the SME legal 
market. New-model firm Riverview Law 
has become the legal business to o�er 
trainee solicitors a six-month seat in 
technology services, having been 
approved to do so by the SRA. CEO 
Karl Chapman said the regulator had 
“adopted a flexible approach that 
enables us to further educate lawyers in 
how technology can assist them, our 
customers and the law generally.” With 
all these new solicitors coming in, it 
would be interesting to learn how many 
of them are taught to be tech-savvy.

Another case of legal innovation has 
come from a non-legal business. A new 
online service that gives family and 
immigration clients access to lawyers 
from firms such as Withers and Farrer & 
Co launched in mid-October – and 
o�ers advice from just £4.99. Founder 
Tetiana Bersheda, a Ukranian lawyer 
based in Geneva, said she wanted 
LexSnap to help “thousands of people 
reduce their legal costs in a very 
substantial way.” Considering the largest 
accommodation rental business in the 
world, Airbnb, doesn’t rent its own 
properties, it’s not di�cult to imagine 
where this might lead.

It’s not just businesses that are 
currently embracing legal innovation, 
the government is too – or at least 
trying, and it will hopefully be a good 
thing for conveyancers. A decade after 

To process a 
record 140,000 
solicitors, the SRA 
had to resort to 
mass production 
methods

 Have you got a story or report  
for us? Write to lpm@lpmmag.co.uk

Source: LexisNexis 
Bellwether Report 2017

of lawyers 
consider their 

firm's e�ciency 
to be ‘average’

rated their firm's 
e�ciency as 

‘above average’

E�ciency drivers
Data from LexisNexis's most 
recent Bellwether Report reveals 
what fee earners think about 
their firm's level of e�ciency
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GROWING 
INNOVATION

abandoning its last attempt to put 
the conveyancing process in England 
and Wales online, the government is 
requesting advice on what it should 
do to accelerate the process. Let's 
hope progress here helps the market 
out of its current slump.

But central government isn’t the 
only authority to call for change 
recently – or at least approve those 
calls. The Legal Services Board has 
given the green light to legal 
regulators’ plans for price 
transparency, almost a year after the 
Competition and Markets Authority 
demanded it from law firms. 

In other news, PwC's head of legal 
Shirley Brookes resigned last month 
after four years at the firm. We 
featured her thoughts on our Your 
View page last month – I hope it 
wasn't something we said ... LPM

of firms spend 
less than 10% of 
their revenue on 

legal tools 

Yet

49%

39%

81%
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I 
have seen many intelligent and hardworking lawyers, 
legal support and essential business-support members 
gradually become ground down by the stresses of their 
jobs. But others seem to still be smiling and enjoying 

(for the most part) the challenges that the 21st-century 
legal market presents. Why the di�erence? 

Pressures of the changing market, wider economy, the 
day-to-day running of the firm, cash and profitability, team 
dynamics, transforming technology and inevitable deadlines 
can amount to cognitive overload that crashes up and 
down the firm’s hierarchy and demands a great deal of 
every employee. Lawyers are trained to put the client first 
and the SRA’s principles mandate that everyone acts in the 
interests of the client. The common factor? It’s all about 
putting someone or something else first.

But I was sitting on a plane listening to the usual inflight 
safety briefing: “In an emergency, if the oxygen masks are 
deployed secure your own before helping others,” and it 
dawned on me that putting others first isn’t always the best 
thing to do. We’re not in potentially life-or-death moments 
every day, but putting yourself first is an important lesson 
and relevant to you and your teams. This is because if you 
don’t look after your own wellbeing, how are you going to 
help others? 

So, what are some of the key di�erences between those 
ground down by stress and those who 
bounce back? From my observations, 
there are several common 
characteristics in those who keep 
coming back for more – other than 
being gluttons for punishment or just 
plain crazy. 

First, they have an awareness of 
what is going on around them, the 
behaviours of others and their own 
reactions. To be able to manage a 
situation you must try and understand 
what is causing it and why. They 
di�erentiate between those things 
they can change and control and 
those they cannot. 

Second, they accept the inevitability of change, have 
strong problem-solving skills, have great inter-personal 
skills, and maintain a sense of control. They often have a 
network of contacts with whom they discuss challenges to 
gain outside perspectives. 

By being aware, accepting change and using problem-
solving skills and contacts, they can find better ways to 
tackle problems and reduce stress. Distinguishing between 
things they can change and those they can’t helps them to 
think positively, and enables them to direct energy towards 
the issues they can influence. 

Finally, the ‘bounce-back’ people often make time for 
learning and personal development as well as for looking 
after their health and family, friends, rest and recuperation. 
By doing this they maintain balance between their work 
and personal lives. 

The good news is that I’ve seen people progress – once 
they know what to do, these skills and attitudes can be 
developed and strengthened. It’s not set in stone; it’s in 
your hands to look after number one – you. Once you’ve 
done that you’ll be better prepared to manage, serve and 
assist those around you. There’s no better purpose. LPM

STRESSED UP, 
NOWHERE TO GO

We’re not in 
potentially life-

or-death moments every 
day, but putting yourself 
first is an important 
lesson and relevant to you 
and your teams.

FRANK SAXBY, PRACTICE DIRECTOR

ABOUT
Frank Saxby
Practice director
Burgess Mee Family Law
www.burgessmee.com

Nine fee earners, 13 total sta� 

O�ces: London
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O
ver the past decade, it seems market forces 
and consumer behaviour driving the high-street 
presence for commerce has fluctuated 
considerably. As SME law firms, we must 

understand the link between general market trends and 
changes in consumer behaviour. If our clients are no 
longer shopping on the high street, do they expect to 
obtain legal services there?

Whether yours is a local, regional or national firm, if we 
take our lead from retail it’s clear that consumer 
expectations have shifted. In 2016, store closures 
outstripped openings for the seventh consecutive year – 
unless you count co�ee shops. But that’s not all – £1 in 
every £4 of non-food spending was done online and 896 
chain branch stores closed – double the number that shut 
up shop in 2015. 

Banks have had the second biggest fall in high-street 
presence. Most high-street banks justify their closures by 
citing changes in consumer behaviour and the 
requirements of their customers, and meeting those 
needs with digital apps and improved technology for 
internet banking.

There have been endeavours in national branding and 
high-street presence by firms such as Co-op Legal 
Services and Quality Solicitors. All these e�orts have been 
very much focused on the appeal of being local – “buy 
your groceries and obtain legal advice.” It emphasises 
recognisable national branding delivered locally. 

But we can’t ignore the shift to digital sales and 
transactions. There may be bespoke services or those 
sought by vulnerable clients requiring face-to-face human 
interaction which buck the trend. But even those services 
aren’t entirely safe – the success of online mental health 

service delivery, such as that provided by 
Bigwhitewall.com, is a real eye opener.

We are not grocers or psychiatrists, of 
course, but considering what compels us to 
deliver services on the high street and 
whether we deliver more value to clients by 
doing so is a useful exercise.

In 2010, TV Edwards had gone through 
eight mergers and had nine o�ces across 
London and in Cambridge. This was despite 
the fact that many of the consultants who 
moved to work for TV Edwards were 
situated right across the UK without local 
high street o�ce presence. In 2017, we took 

the decision to reduce our presence further and closed all 
o�ces apart from two. We created a ‘super hub’ at our 
head o�ce in Whitechapel, London, which provides 
savings on a whole heap of infrastructure resources and 
facilitated improved customer service and best value to all 
of our clients.

With cloud technology, sound investment in practice 
management system development and third-party 
integration in digital advances such as Adobe Sign, the 
focus is not on asking clients to travel further to us – 
although they can if they want to – but working for them 
in delivering specialist expert legal advice in the same way 
they operate as consumers in the marketplace. 

This does not necessarily mean fixed fees or click-of-a-
button advice, but it can mean best-value expertise 
delivered in a convenient collaborative manner. LPM

IS THE HIGH STREET  
HIGH AND DRY?
JANE PRITCHARD, SYSTEMS AND BD MANAGER

We are not grocers 
or psychiatrists, 

but considering what 
compels us to deliver 
services on the high street 
is a useful exercise.

Jane Pritchard
Systems and BD manager 
and head of housing and 
community care
TV Edwards
www.tvedwards.com

ABOUT Revenue: £7m

Corporate status: LLP

100 fee earners,  
130 total sta� 

O�ces: London
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S
earching a website for relevant content is often a 
hit or miss a�air, yet it’s an important function to 
drive clients through the door. The obligatory 
search button on the firm’s homepage is great at 

returning pattern-matched results but can’t really 
‘understand’ what the visitor is looking for. Consequently, 
users are usually presented with a list of pages to wade 
through and quickly lose interest – which could send them 
to a competitor’s website. Google and other search 
providers can be integrated into the firm’s site to provide a 
more reliable set of results, but the costs involved in that 
are high and can be di�cult to justify. 

But firms can provide visitors with a more natural way of 
finding accurate information quickly, where they simply ask 
questions through conversation, such as: “I want to sell my 
house, how much will it cost?” and “I want to make a will, 
what’s involved?” The visitor wouldn't only be understood 
but provided with relevant information, a quote, or a phone 
call from a person when necessary. Indeed, chatbot tech 
enables client engagement to start straight away, and 
makes the firm’s website a more powerful marketing tool.

This technology is available to firms – and they should 
take advantage of it. Fisher Jones Greenwood, for example, 
has teamed up with a website developer to create such an 
agent for its website, and thought long and hard about how 
to present and power a chatbot.

Primarily, the chatbot had to understand natural language 
– not just words, but the intention of the 
question being asked. This can’t be done 
using standard website scripting, it needs 
specialist software behind it – enter artificial 
intelligence. IBM’s AI platform Watson (named 
after IBM’s first CEO) is a world leader in 
question-and-answer natural language 
processing, and is available, as all good 
computer services are these days, as a service. 
Provide Watson with what you expect it to do, 
where the resources are that you want it to 
provide, and a clever bit of integration 
software and the technical side is done.

The second major consideration we had was 
whether to make the chatbot so clever that it 
would pass the ‘Turing test’ – that is, would people be 
convinced that they were chatting with a person? The 
simple answer was, no. We wanted visitors to be fully aware 
that they were talking to a machine, and that that machine 
had limits to its knowledge. That said, we didn’t want it to 
be a faceless entity or come across as a cold machine – we 
wanted it to be more Metal Mickey than HAL 9000. Thus, 
Alex was born – which has a face and a backstory and 
designed to be more acceptable to humans.

Alex learns autonomously but is guided by ‘teachers’. The 
teacher reviews conversations and teaches Alex the correct 
answer when it draws a blank or gets something wrong. 
The bot knows when it’s run out of answers or when the 
enquiry needs a more personal touch. For example, it 
identifies when a potential matter is of high worth or of a 
delicate nature. This is when it hands over to a human. 
Using the same chat window, the human can review the 
conversation and advise accordingly. During non-working 
hours, Alex sends an email to the relevant department with 
the conversation and assures the visitor someone will 
contact them the next business day. LPM

CHAT'S OUT  
OF THE BAG 

Chatbot tech enables 
client engagement 

to start straight away, and 
makes the firm’s website 
a much more powerful 
marketing tool.

PETER CARR, IT HEAD

ABOUT

Peter Carr
IT head
Fisher Jones Greenwood
www.fjg.co.uk

Revenue: £7.3m

Corporate status: LLP

58 fee earners, 162 total sta� 

O�ces: Colchester, 
Chelmsford, Clacton-on-Sea, 
Billericay, London 
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HELP AT 
HAND

In the digital age, how do firms know which 
technologies are right for them?
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Lawrence Lupin, founding director and head of immigration 
boutique LUPINS, tells LPM how Accesspoint helped transform 
his business with guidance on new technology and marketing

L
ondon-based immigration boutique 
LUPINS has a core business objective 
to become the most renowned firm 
for all aspects of immigration and 

nationality law. Lawrence Lupin, founding 
director and head of the firm, says the key 
to this goal is making legal aid more cost 
bearing and shifting the business’s focus 
onto private client work. 

“At the moment, we’re probably better 
known in human rights and legal aid work. 
But because of the current economic 
environment and government cuts to legal 
aid, we’ve been trying to make that service 
more e�cient while progressively focusing 
more on private work – such as acting for 
investors bringing £2m into the UK, or 
helping companies obtain sponsor licences 
to bring their employees over.”

He adds that, as part of this future 
development, the firm needed the best 
systems in place to help drive e�ciencies 
and deliver an exceptional client service.

“When the firm started 19 years ago we 
were quite ahead of the game because we 
had a cutting-edge case management 
solution. But technology has advanced 
considerably since then. There are far more 
products on the market, and we needed 
someone who could help us work out what 
would be best for our business.”

LUPINS appointed Accesspoint 
Technologies to advise on and implement an 
array of new systems to attain competitive 
advantage in immigration work.  

“We needed assistance to get us towards 
a paper-light o�ce, to enable remote 
working and introduce video communication 
systems. As you can imagine, immigration is 
very paper-heavy and clients often need us 
to go to them, or to communicate with us 

over vast distances, so there were enormous 
gains to be made by introducing these 
systems.”

But, Lupin adds, an exceptionally 
important improvement Accesspoint made 
to his legal business was helping it 
revolutionise its marketing strategy through 
its media services o�ering.

“As our relationship with Accesspoint grew 
we became more aware of how their team 
could help us with our brand. After an initial 
evaluation process, they instigated a full 
end-to-end strategic review. This highlighted 
major strengths and opportunities that we 
could build on while questioning our 
weaknesses. The results forced a collective 
management agreement about our long-
term vision for the future, which resulted in 
a rebrand – including changing the name of 
the firm and launching a new website.” He 
adds that, as a result, the firm has 
considerably improved its presence within 
the business immigration services market.

WHAT DO WE NEED? 
Lupin says the firm had complex 
requirements for any new system it chose to 
invest in, and it would have been di�cult to 
find one without Accesspoint’s guidance. 

“First of all, we needed something that 
would help us improve our legal aid delivery. 
It was important to be able to collect and 
analyse time reports to work out who was 
doing what and whether we had the right 
people doing the right things at the right 
time.” He adds that it’s vital for a legal aid 
firm to organise its time, and Accesspoint 
was capable of understanding that need and 
finding a solution that would deliver.

But, he adds, the firm also needed a 
system to enable flexible working. 

DRIVING 
MIGRATION

Accesspoint is an independent 
legal IT specialist that consults 
on a variety of information 
technology-related issues, 
o�ering the best in IT 
solutions to help firms work 
more e�ectively.

www.theaccesspoint.co.uk

ABOUT THE SPONSOR

SHOWCASE

http://www.theaccesspoint.co.uk
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“Our lawyers spend a lot of time on the move. 
For example, we recently got a call from a client 
who was about to be removed. We had to rush to 
the detention centre and liase with UK Visas and 
Immigration to prevent that from happening. It can 
be the case where clients just can’t make it to the 
o�ce and we have to go see them.” He adds that 
having remote working systems enables fee earners 
to be productive away from the o�ce – which 
drives e�ciencies by making use of what was 
previously considered ‘down time’. 

Lupin says that Accesspoint also helped them 
find a system that o�ered a fully integrated document 
management and production system. 

“We wanted one comprehensive system rather than 
several and the great thing about the solution 
Accesspoint found for us is that it can be integrated 
with numerous third-party solutions – and they only 
charge you for what you use. 

“One integration was a document search solution 

that’s helped us cut down our paper usage and made 
documents and content far more searchable. Lawyers 
can now find any of the documents relating to a 
matter remotely and quickly – which is important 
when they have to rush to a client.” He adds that the 
system also enables the firm to easily send documents 
to clients stationed overseas for review, which saves 
considerable time and money. 

“All of our private work is now completely paperless 

CASE STUDY

 Lawyers can now find any of the 
documents relating to a matter remotely 
and quickly – which is important when 
they have to rush to a client.  
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and that’s really helped us stand out as a top 
provider in that market.”

SYSTEM MIGRATION
More important than finding the right systems, says 
Lupin, the firm needed a partner to help it integrate 
new solutions into the business.

“You can have the greatest systems in the world, 
but if they’re not implemented properly then they’re 
not going to be of any use to you. And that’s where 
Accesspoint really make a di�erence.” He adds that 
the firm had a key internal manager to see the project 
through, but Accesspoint “filled in the gaps” and were 
integral to the project management process.

“They helped us enormously with the back-o�ce 
side of getting systems in place. They had a lot of 
experience with implementation in other firms – 
including other legal aid firms that had specific 
requirements – and everything went smoothly.”

Perhaps the key benefit of having Accesspoint 
manage the system migration was getting employees 
trained and used to new solutions. Lupin says: 
“Accesspoint provided a lot of intensive training before 
the systems went live. But they’ve provided it on an 
ongoing basis and developed systems stage by stage.” 

He adds that this process was also crucial for 
e�ective change management, since people as a rule 
are often resistant to reform. “I remember years ago 
when we went from manually writing notes to doing 

that on a computer, and lots of people just didn’t want 
to do it. But by having Accesspoint teach everyone 
how to use the systems and helping management drill 
in the idea that change was happening, the 
transformation process was much smoother.”

MARKETING MAGIC
A key challenge the firm faced despite its new systems 
was developing a stronger presence within the private 
immigration law market. Lupin says: “Legal aid isn’t 
very well paid nor is it good for cash flow, as interim 
billing is severely restricted. Private work, on the other 
hand, is more lucrative and puts the firm back in 
control of its finances.

“Of course, we had developed our private client 
o�ering using our new systems but we needed to get 
the word out about our new and improved service to 
attract more clients.” He adds that the first step to 
achieving that aim was to completely revamp their 
website, which was project managed by Accesspoint.

 You can have the greatest systems in 
the world, but if they’re not implemented 
properly then they’re not going to be of any 
use to you. That’s where Accesspoint really 
make a di�erence. 

  

SHOWCASE
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“They built a whole new website from scratch and 
handled imaging, rebranding, content and subsequent 
SEO and strategic marketing. They had suggestions 
about what should go on the homepage, how we 
should approach publishing testimonies, and the way 
the site should be structured.” He adds that in the 
digital age a website is a business’s first point of 
contact – and if the firm wanted to attract new private 
clients it was important to make a good impression.

“Lots of our potential clients are based overseas and 
the website is the only reference they have for the 
firm. And if the site’s outdated and filled with 
information that’s four years old and doesn’t tell 
anything about you, it’s not going to attract them.”

Lupin says the website relaunch was also a good 
opportunity for the firm to rebrand itself as a modern 
business focused on high-quality immigration services.

“Your brand is equally important for communicating 
who you are as a business. We’re a firm of 30-plus 
people, not just me working by myself, and specialise 
in immigration – so we changed the name of the firm 
from Lupins Solicitors to LUPINS Immigration to 
reflect that.”

The firm has seen a considerable improvement to 
the quality of its enquiries since launching its new 
website. Lupin says: “We now have a lot more traction 
on Google searches for immigration law and far more 
serious inquiries that end up converted into sales.

“With Accesspoint’s help we’ve also revolutionised 
our lead conversion process. We have senior people 
who handle inquiry calls and monitor our conversion 
rates and analyse how we can improve the process.”

FUTURE DEVELOPMENTS
Lupin says the firm has made enormous progress in 
improving its legal service o�ering and breaking into 

business and private immigration to become the most 
renowned immigration firm, but there’s more that it 
and Accesspoint can accomplish together. 

“Plans with Accesspoint involve much of the same 
kind of improvements. We want to develop our 
software and the IT system itself, and in terms of 
marketing do more social media work on Facebook, 
LinkedIn and Twitter.” He adds that the firm is also 
exploring the possibility of implementing a digital 
dictation solution.

“That might be the next step forward for us in terms 
of driving e�ciencies and improving our service – but 
we’re still very much in the exploration phase with 
Accesspoint at the moment.”

And, he adds, the firm will likely seek to develop a 
stronger relationship with Accesspoint in the future. 
“Having Accesspoint on hand is like having a whole 
bank of knowledge and expertise at your disposal. It 
gives us access to resources that, as a small firm, we 
simply wouldn’t have been able to a�ord otherwise.”

“And we’ve learned an enormous amount from them. 
The people at Accesspoint are almost like mentors and 
they’ve really helped revolutionise the way we work, 
think, and portray ourselves in the marketplace.”

Change is important for firms to stay competitive in 
a constantly changing market place. But in a world 
where technology is rapidly evolving, it can be di�cult 
to know which systems are right for the business and 
how to implement them properly. Using technology to 
develop services is only half the battle to attaining 
competitive advantage – the other half is sending out 
the right message and communicating the added 
value of those services. Lupin says that having 
Accesspoint on hand to help them through this major 
transition was invaluable, and helped them to 
e�ectively achieve their aims. LPM

INDUSTRY VIEWSCASE STUDY

 The people at Accesspoint are almost 
like mentors and they’ve really helped 
revolutionise the way we work, think and 
portray ourselves in the marketplace. 
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and ground level, when considering the 
magnitude of everyday operational activities. 
The one thing for sure is it will have a big 
impact on what we do and on the thought 
process around how we do it.

The whole issue around data and how we 
collect, protect, store and select it for use is 
under scrutiny. New obligations from the 
GDPR on such matters as data subject 
consent, data anonymisation, breach 
notification, trans-border data transfers, and 
appointment of data protection o�cers, to 
name a few, may require companies handling 
EU citizens’ data to undertake major 
operational reviews and possible reform if 
deemed fit to pass new regulations.

The GDPR will o�er more guidance on 
appropriate security standards while 
imposing strict obligations on nominated 
data processors and controllers with regard 
to data security. The GDPR will also 
introduce, for the first time, specific breach 
notification guidelines.

Under the GDPR, a personal data breach is 
considered a breach of security leading to 
the accidental or unlawful destruction, loss, 
alteration, unauthorised disclosure of, or 
access to, personal data transmitted, stored 
or otherwise processed. One must provide 
notice without undue delay and where 
feasible not later than 72 hours after having 
become aware of the breach. This is the start 
of self-policing, and further ensuring our 
willingness to comply are the financial 
penalties that can be very substantial – in 
some cases up to £20m, which could be 
fatal to business continuity. Such fines add 
pressure for us to sit up and take notice. 

Data controllers and processors alike must 
designate a data protection o�cer to 
comply with the new regulations. 

Among some of the credentials required 
of data protection o�cers is expert 
knowledge of data protection law and 
practices. The GDPR’s recitals suggest the 
level of expert knowledge should be 
determined in accordance with the data 
processing operations carried out and the 
protection required for the personal data 
processed by the controller or the processor. 
Without stating the obvious, much of this 
will also be just good old common sense 
with how we think and handle situations.

Responsibilities include: informing and 
advising the controller or processor and its 

employees of its obligations to comply with 
the GDPR and other data protection laws, 
and monitoring compliance with the GDPR 
and other data protection laws, including 
managing internal data protection activities, 
training data processing sta�, and 
conducting internal audits. But they will also 
need to advise with regard to data 
protection impact assessments when 
required, work and co-operate with the 
controller’s or processor’s designated 
supervisory authority, and serve as the 
contact point for the supervisory authority 
on issues relating to the processing of 
personal data. And they will have to be 
available for inquiries from data subjects on 
issues relating to data protection practices, 
withdrawal of consent, the right to be 
forgotten, and related rights.

These responsibilities will mirror those 
used elsewhere from around the globe. Data 
protection o�cers have many rights in 
addition to their responsibilities. They may 
insist upon company resources to fulfill their 
job functions and for their own ongoing 
training. They must also have access to the 
company’s data processing personnel and 
operations, significant independence in the 
performance of their roles, and a direct 
reporting line to the highest management 
level of the company. Job security is also 
included – the GDPR expressly prevents 
dismissal or penalty of the data protection 
o�cer for performance of their tasks and 
places no limitation on the length of  
this tenure.

All of this said, most businesses have been 
around for a considerable amount of time – 
during which their everyday processes and 
systems have been developed with thought 
and care to execute the best possible 
solution to a problem or enable better 
productivity. With this in mind, it begs the 
question regarding GDPR: just how much do 
we all really need to do? LPM 

 For many law firms, GDPR 
doesn’t necessarily mean General 
Data Protection Regulation but 
rather ‘absolute panic’ and 
‘extreme caution’. 
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recession, but it was worth it.”
The first element of the firm that makes 

it stand out from larger City firms is its 
client management structure. Rather than 
having client relationships maintained by a 
specific partner, the firm ensures that they 
are looked after by a client management 
team. Holden says: “We wanted to ensure 
that when clients phone they don’t reach a 
receptionist but one of a team of junior 
and senior lawyers and an assigned client 
manager who can answer queries, give 
quotes and book meetings straight away 
and who know the client.

“That teams would have been introduced 
to the client so they will know their name 
and the details of their case. Client 
engagement is very important and we 
never want a situation where no one’s 
available to speak to them.” She adds that 
the firm also tries to engage clients in 
other ways, such as inviting them to 
conferences and seminars.

“We host several events a year and o�er 
free tickets to our clients. It’s important 
that they get to know about all the areas 
we’re working on and the services we can 
o�er them, including non-legal advice such 
as where to find an accountant who will be 
the right fit for them.” Holden adds that 
the firm has also started producing 
webinars to cater to overseas clients who 
might not be able to make physical events. 

The firm is also working on bringing in 
new technology that will give clients 
greater access to their lawyers. Holden 
says that because the firm does LGBT, 
surrogacy and tech startup work, its 
clients are spread out through the country.

“We wanted to make sure that all of our 
clients could have face-to-face contact 
with their lawyers, so we’ve teamed up 
with a company called 121With to provide 
video conferencing. 

“It’s great for introducing ourselves to 
potential clients because they can call us 
and meet face-to-face to discuss their 
needs and work out if we’re the right fit 

for them without incurring the costs of 
coming to London.”

Another way the firm fosters its client 
service is by o�ering fixed fees for most of 
its services. Holden says this is because 
price transparency and certainty are as 
important to the client experience as 
e�ective communications.

“We will o�er a fixed or capped fee on 
everything except litigation, which is not 
easily quantifiable, so there are no hidden 
charges and no sudden invoices hitting 
clients out of the blue – which makes it 
easier for them budget.

“We also try to be very upfront with 

clients that we’re not the cheapest option 
because we’re not a high-street firm, but 
that we’re cheaper than big City firms and 
can o�er a more valuable service.” She 
adds that the firm also tries to be 
innovative with its pricing structures to 
give clients greater agility when it comes 
to paying for services.

“We have several pricing packages for 
consumers to choose from. For example, 
our premium package is charged monthly 
and includes a free hour of email, phone 
and meeting contact with a lawyer a 
month. This not only provides price 
transparency but gives clients the option 
to pay for services over a year rather than 
all at once.”

But providing a superb client experience, 
according to Holden, was as much about 
fostering a positive and caring culture 
among sta�. She says that professionals 
who are treated with care and respect and 
not just as ‘money rakes’ are more inclined 
to provide the best possible service to the 
firm's clients.

“In my previous role in a large firm I 
remember one woman announcing that 
she was having a baby and everyone acted 
like she had died. I wanted to start a firm 
that would make it easier for people to 
maintain a work-life balance – including 
expecting or current parents.

“A big part of maintaining this culture is 
bringing in the right people. It’s very 
important to me that ego and the big-city 
culture don’t make their way into the 
business. When we bring someone on we 
make it clear that there’s no hierarchy here 
– we work together and graft as a team.” 
She adds that maintaining a happy culture 
is a key selling point for the firm because 
clients enjoy working with happy and well 
looked-after sta�. 

“We’re not like your typical large City 
firm – we’re focused on the client 
experience which means giving them what 
they need and giving sta� what they need 
to provide a great service. LPM

“We’re not like your typical 
large City firm – we’re 
focused on the client 
experience which means 
giving them what they 
need and giving sta� what 
they need to provide a 
great service.”

A City Law Firm

Revenue: Over £750,000

Corporate status: Limited company

Eight fee earners, 13 total sta�

O�ces: London

Specialisms: LGBT, surrogacy, startup to 
scale-up/getting investment ready

 LPM FIRM FACTS



LEGAL PRACTICE MANAGEMENT34

NOVEMBER 2017FEATURES

Brexit and changing regulations are making the legal market more 
competitive and uncertain. What kind of firm practice areas or work types 
will fund firms’ future top and bottom lines and how do they find them?

FUNDING  
THE FUTURE

 I
t’s been more than a year since the EU 
referendum – which might beg the question, is 
the UK heading inexorably towards a post-
Brexit recession as predicted by some? The 

simple answer is, we still don’t know – but it’s 
certainly a possibility. London Stock Exchange 
chief executive Xavier Rolet recently said Brexit 
could trigger the next financial crisis if France 
and Germany try to demolish London’s status as 
the centre of a global economy. But even if that’s 
not the case, SME firms could be in for a tough 
few years. The market is becoming increasingly 
competitive and the SRA’s plans to deregulate 
unreserved work will likely make it more so by 
enabling new entrants to deliver services at a 
lower price – and thus eat their law firm 
competitors’ breakfast, lunch and dinner. 

If firms want to keep some food on the table, 
they should consider which of their legal services 
are bringing home the bacon – whether that be 
because they’re highly valued, o�er a consistent 
stream of work, or can be delivered in a way that 
makes them profitable – and then work out what 
to do with that information. 

Richard Clark, COO at Manchester firm CFG 
Law and former banking professional, says that 
successful businesses, legal or otherwise, are 
those that know where they’re profitable and run 
their business plans to ensure that profitability 
continues – which includes buttressing or 
shedding services as needed.

“Take General Electric as an example. Former 
CEO and chair Jack Welch determined that he 
wanted to be in particular markets because he 
could make profit from them and divested 
anything that didn’t make the returns you’d 
expect.” He adds that it might not be as simple 
for firms that have other reasons for practising 
certain areas of the law, such as a commitment to 

access to justice – but the principle holds. 
But perhaps more important than identifying 

current ‘bacon bringers’ is finding out which 
services will be profitable or unprofitable in the 
future. Malcolm Higham, finance director at 
Warwickshire firm Wright Hassall, says this may 
be tricky because it’s very di�cult to predict 
trends in the market – but firms that don’t at least 
explore their options are missing a trick.

“As a non-legal example: if you could have 
predicted 15 years ago the increase in the number 
of health and safety requirements that were 
going to grow across the EU and UK and been 
the first mover providing corporate enterprises 
with accreditations and solutions, you could have 
made a lot of money out of that.” 

It’s not too di�cult to see how firms might do 
something similar if they could find a way to 
explore their options or better read the market.

SHOW ME THE PROFIT
Most firms have a portfolio of services, either over 
multiple disciplines or in one sector – the 
challenge is working out which are profitable. 
Higham at Wright Hassall says that to achieve this 
goal, firms must enable their finance team to 
undertake a detailed analysis of profitability to 
matter level, by department sector or case type. 

“One of the things we’ve started to do is look 
much more at gross margin contributions to 
understand which areas of the business have 
higher returns. So, we measure gross margins for 
each team and set them as a KPI for our future 
business plans.

“We recently took 20,000 completed matters 
from the last two years, did some simple 
algorithms, decided how to allocate secretarial 
costs across fee earners’ hours, and came up with 
the cost of delivering those matters and worked 

HOT TOPICS
This feature kicks o� a series of  
law-firm-area analysis articles – 
covering the most profitable or 
potentially lucrative services 
firms can practise. From 
corporate and commercial to 
wills and probate, we will get 
under the skin of the legal 
industry’s hot topics.





LEGAL PRACTICE MANAGEMENT36

NOVEMBER 2017FEATURES

divorce, and so family and private client work 
makes up a big part of what we do. It’s also fairly 
recession proof and provides a consistent stream 
of revenue coming into the business.” 

Similarly Adrian Jaggard, managing partner at 
national firm Taylor Rose TTKW, says his firm 
thrives on high-volume repeat work. “Our most 
successful areas are large-volume contracts for 
businesses and high-volume work such as injury 
or conveyancing.

“The good thing about large-volume contracts 
is people tend to sign up for several years and 
they o�er a large, predictable amount of work 
coming in regularly.”

A firm’s most profitable services may also be 
dictated by location – if it has access to a natural 
client base that does or doesn’t do certain things 
with legal implications. Fowler says her firm’s 
commercial work is very profitable, but that its 
returns have as much to do with the firm’s 
physical location as the nature of the work. 

“All our o�ces are based in growing and 
thriving commercial areas, which likely accounts 
for our growth in commercial and corporate law.”

Of course, niche work can also be quite 
profitable since competition tends to be lower 
and the firm can leverage its reputation as an 
expert in that field. Karen Holden, managing 
director at City-based A City Law Firm, says one 
of her firm’s strongest areas is surrogacy, 
because few businesses do it and it tends to be 
one-o� type work where clients look for experts. 

BOTTOM LINE MAGIC
But can firms know which their most profitable 
or potentially profitable areas are purely by 
relying on their financial function? It seems the 
answer is ‘no’. Stephen Mayson, honorary 
professor of law at University College London 
and chair of Bristol-based DAS Law, says that the 
profitability of an area may depend on a firm’s 
ability to operate it and make money. “You can 
take some aspects of practice which, on the face 
of it, are not highly profitable, but delivered with 
the right people and right technology and in the 
right way can be incredibly profitable.” He adds 
that people are often surprised to learn that the 
highest-earning lawyers are often those in small 

firms that have leveraged human or technological 
capital in some way. 

Clark at CFG agrees with Mayson, and adds 
that personal injury could be highly profitable, 
despite proposed government reforms to raise 
the small claims limit and introduce a whiplash 
tari�, if it’s done in the right way. 

“Some of my peers might be shocked by the 
idea that firms could still make money from PI 
despite reforms to the sector. But it is quite 
profitable as long as the firm can sustain high 
volumes of transactions and complete them at a 
fast rate using the right technology and people 
at each stage of the service.”

Higham at Wright Hassall says that similarly 
debt recovery work can generate good returns 
for his firm because of its high level of 
automation. “Debt recovery is low-value, high-
volume work which might be expected to 
generate low margins. But processed with the 
right tech and people, it can be a good addition 
to the business.”

SIZZLING STRATEGIES   
Armed with the information of what is and isn’t 
profitable, firms have numerous strategic paths 
they can follow. But, as Mayson at UCL points 
out, firms are often held back from forming an 
e�ective strategy. 

“Most of them are products of where they 
came from and where they are at any given 
moment in time. Their ability to move 
significantly is often quite limited.” 

Clark at CFG agrees that the greatest challenge 
for law firm leaders is identifying what the firm is 
good at, but doing so is essential if they want to 
be competitive.

“Only when you understand what you are good 
at can you possibly focus. The issue of course is 
being able to shape and exploit what you excel 
at – that requires leadership and and a strong 
commercial focus. 

“The danger for firms that don’t strategise 
based on profitability is that they will continue to 
provide a toxic mix in a declining market.”

He adds that a straightforward strategy is to 
increase investment in highly profitable areas and 
reduce it in the less profitable – or get rid of 
them altogether.

“If an average firm were to chart its profits by 
work type or clients over a 12-month period it 
would likely see a bell curve, because certain 
areas will inevitably be more profitable than 
others. Firms should realise that those profitable 
types are subsidising the less profitable and they 
have to decide whether they want to be in those 
less profitable types.”

Of course, there may be profit-led reasons for 
holding on to unprofitable work. Clark says: “It 
may be the case that those areas bring in clients 

Taylor Rose TTKW

Revenue: £10.3m

Corporate status:  
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who use more profitable services. Firms need to 
ask: ‘Do I need to do this work to make my clients 
happy?’ and ‘Can I justify the profit decline in 
these areas because it get cases over here?’”

Duncan Macintosh, senior partner at Cardi� 
commercial boutique Capital Law, agrees with 
Clark, and adds that in most circumstances where 
an area was haemorrhaging money, firms could 
justify shedding a service, but the risk of losing 
profitable clients would have to be a factor.

“There’s more to the business’s success than a 
strict profit review of specific areas of work. It’s 
also about ensuring that the clients we value 
receive advice in the areas they value. So, for 
long-term success, we will provide advice across 
a range of commercial areas so long as clients 
want it, even if some areas are less profitable.” 

Milne at Thorntons adds that it’s also important 
to analyse how recession proof the firm’s o�ering 
is when analysing its o�ering. 

“We o�er both private client and commercial 
work because it creates a fairly robust model 
that’s resistant to economic downturn. Having 
that mix provides significant returns in times of 
prosperity and provides a bu�er for losses made 
in areas e�ected by downturn during recession.”

And, of course, there’s also the future 
consideration of unreserved work being 
deregulated. Mayson says if a firm was in a 
situation where its most profitable o�erings were 
unreserved, it might consider shedding other 
activities to become deregulated and reduce 
compliance costs.

“There are some areas of law that can be very 
profitable, such as will writing, that are 
unreserved and could be much more profitable 
without compliance costs. One the other hand, 

being regulated in those areas might attract 
clients – and firms must consider that they need 
to o�er a reserved activity to run as an ABS.” 

FUTURE FANCIES  
Legal management leaders might also want to 
look at work types that aren’t profitable now but 
might be in the future. Higham at Wright Hassall 
says that as well as a good finance function, 
successful businesses harness their 
entrepreneurial know-how to predict the source 
of future profits. 

“Of course, it’s generally very di�cult to predict 
changes in the market. One indicator might be 
legislative reform, which temporarily throw up 
opportunities. Data protection for clients who 
want to become compliant with the EU’s General 
Data Protection Regulation is a good example 
right now.”

Evolving technologies might also give firms an 
idea of new and profitable areas to start investing 
in. As Richard Watson, futurist at Imperial College 
London, pointed out at 2017’s LPM conference, 
driverless cars may introduce a need for legal 
guidance for ethical programming in the near 
future. Macintosh at Capital adds that his firm is 
currently looking at intelligent systems and how 
they may change the way their work is done.

“We’re currently working with a university in 
Wales to understand what intelligent systems 
might look like in law in five or 10 years. It’s 
currently a hot topic in legal, and we want to 
understand what those systems are capable of – 
and whether it should be a hot topic, or not.”

Whether recession is on its way or not, law 
firms need to know what makes the big money if 
they want to be successful businesses. High-value 
one-o� transactions for commercial or private 
clients inevitably bring high returns, but high 
volume work or niche work such as personal 
injury or surrogacy can also bring home the 
bacon – as long as the clients are there and the 
service element is done right. Ultimately, firms 
need to know what they’re good at and what 
clients want when developing an internal 
investment strategy – and if they can work out 
what clients might want in the future there’s even 
more money to be had. LPM

FIRM FACTS
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documents to suit di�erent transaction 
types. That’s quite important because, 
ultimately, our aim is to automatically 
produce a first-draft document that we don’t 
need to amend heavily before we send it to 
for review.”

And, he says, the firm is comfortable from 
a risk management perspective with the 
quality of documents that the corporate 
team is producing using the system.

SIGN FOR SAVINGS
O’Donoghue says that firms need to get on 
board with technology or risk being left 
behind in the market. 

“The reality is that the market is driving 
e�ciencies. Clients expect lower fees and for 
law firms to take advantage of technology to 
provide cheaper, more e�cient and higher 
quality legal services.” 

Contract Express also allows the firm to 
better manage work 
in progress. 
O’Donoghue says: 
“We typically spend a 
large amount of time 
preparing documents 
such as share 
purchase agreements 
because there’s a lot 
of manual work 
involved even in 
preparing a first draft. 
Automation helps 
reduce that time and 
work in progress.” 

The firm estimated 
the average time it took the team to prepare 
each document manually and automatically 
recorded how long it now takes each user on 
average to produce the same document 
using Contract Express. 

“With this information, we can instantly 
see the time savings between the old manual 
process and the current document 
automation process. 

“And having identified those time savings, 
we can multiply them by the fee earners’ 
hourly rate to get an indication of the cost 
saving to the firm. We keep track of those 
cost savings, accumulate them, aggregate 
them, and maintain them in a datasheet.”

Kerman & Co circulates monthly reports to 
its lawyers within corporate to highlight how 
much they are saving and where. 

Contract Express also retains client 
information. O’Donoghue says: “We’re not 
constantly putting in information about 
clients such as addresses and company 
names. The system pulls information directly 
from Companies House so we get the most 
up-to-date information.”

CLIENTS TALK
Kerman & Co has just started using Contract 
Express to liaise directly with clients 
externally. O’Donoghue says it now has a 
client pass facility where the firm can send 
information questionnaires to clients for data 
input. The data is then used within Contract 
Express for document preparation purposes. 

“Because of the number of options 
available within documents, we can send a 
questionnaire to a client and they can select 
whatever option they wish. That helps speed 
up the document preparation process by 

cutting out some of 
the work around 
liaising with clients 
via email or phone. 
This allows the firm 
to collaborate more 
e�ciently with 
clients.”

As for future use of 
Contract Express, 
O’Donoghue says 
Kerman & Co can see 
a number of uses and 
projects to pilot. 

“We would like to 
establish an external 

portal for clients. I could see a scenario 
where we would make a range of documents 
available to certain clients that they could 
complete online and download without 
needing to go through a lawyer.

“Obviously we have to give a bit of 
thought in terms of how we provide that 
model – whether that’s a free, value-added, 
or subscription-based service. But it seems 
like a natural progression to cement our 
relationship with clients.”

A combination of client interaction and 
use of Contract Express is going to be quite 
an interesting prospect, he adds. When it 
comes to clients, document automation has 
clear benefits – with it, SME law firms can 
improve e�ciency and add value to legal 
services. LPM
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Peter Ambrose, director and co-founder of conveyancing 
boutique The Partnership, sets out how InfoTrack’s software 
enabled his firm to process transactions quicker

G
uildford-based The Partnership is vying to 
become the most respected conveyancing 
legal business in the country. The key to this 
goal, according to the firm, is growth, which it’s 

achieving by using technology to enhance its  
clients’ experience.

Peter Ambrose, director and co-founder of The 
Partnership, says clients want a fast and high-quality 
service when it comes to conveyancing, so they can 
move into their new home as quickly as possible and 
reduce the chance of problems arising. But it’s 
challenging to produce an e�cient and accurate service 
without using technology to implement workflows. 

“Buying a house is an arduous process – I’m sure 
people inside and outside the legal industry would agree. 
There are multiple searches and submissions that need 
to be made from di�erent sources as well as multiple 
invoices that need to be reconciled. All of these tasks 
drastically slow down the transaction – particularly if 

mistakes are made along the way, such as an error on a 
Stamp Duty Land Tax form.

“The longer it takes to complete a transaction, the 
higher the risk of the deal falling through – which isn’t 
good for us or the client. Speed is of the essence.”

Ambrose says his firm chose InfoTrack to streamline its 
services because it was the most thought-out 
conveyancing solution on the market. He adds that there 
are several key ‘pinch-point’ processes in a conveyancing 
transaction such as property searches, Land Registry 
searches, Stamp Duty and Land Tax (SDLT) forms and 
AP1 submissions. InfoTrack has enabled The Partnership 
to drive e�ciencies in these areas through a single, 
convenient platform. 

“The last thing we wanted was several individual 
solutions and that’s why we chose InfoTrack. Their 
solution enables our lawyers to complete multiple tasks 
quickly on one solution that is integrated directly with 
our case management system – it also allows them to 

MOVING FASTER
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reduce mistakes and speed up the deal, 
which in turn enables the business to attract 
more clients and grow.”

QUICKER CONVEYANCING
Ambrose says that the firm selected 
InfoTrack to ensure it could maintain a 
market-leading speed of transaction 
completion by reducing potential problem 
areas and increasing productivity.  

“Before we used InfoTrack’s solution, fee 
earners would use several sites with di�erent 
logins and had to key information manually 
into di�erent forms. All of this wasted time 
that fee earners could have spent adding 
value to the service and helping the 
company grow.”

But now, Ambrose adds, the process is 
significantly more e�cient. For example, 
InfoTrack’s Land Registry search technology 
allows lawyers to search for commercial and 
residential reports, including title documents 
and leasehold information in a fraction of the 
time it used to take. “The system brings back 
all Land Registry documents, including 
referred documents, so the lawyer doesn’t 
have to return several times. They are then 
imported straight into our case management 
system and stored against the matter 
number. It’s wonderful.  

“Property searches are also carried out 
much faster, because much of the 
information is prepopulated by details 
already on the matter.”

But the single most important e�ciency 
improvement the firm achieved after using 
InfoTrack was in submitting SDLT returns.

“Doing SDLT returns was very time 
consuming through the standard 
government website – it’s complicated and 
takes a long time to process. But with 
InfoTrack, we can submit these online with 
most of the data already pre-populated, 
reducing errors and minimising rejections.”

TRIAL AND NO ERROR
Equally as important as streamlining 
processes in a conveyancing transaction, 
says Ambrose, is improving accuracy.

“Successful conveyancing is like doing an 
exam except that you’ve got to be 100% 
correct all the time and you’ve got to do it 
very quickly. Anything less than ‘full marks’ 

will spell trouble for the lawyer and the 
company. With InfoTrack supporting the 
conveyancing process, we can significantly 
reduce inaccuracies and ensure that the 
transaction keeps moving. 

He adds that by automating elements of 
the service and reducing manual processing 
of documents, the firm reduces the chance 
of introducing inaccurate data into the 
transaction. “We used to key data manually 
into SDLT returns, which sometimes resulted 
in mistakes being made and caused delays 
when making submissions. With InfoTrack’s 
solution we simply pass property details that 
have been in use throughout the process 
and the system automatically prepopulates 
all the documents.” 

An unexpected benefit of the InfoTrack 
solution, Ambrose adds, was that the form 
layout was the same on screen as the 
submission – unlike the government system 
which was di�erent and often lead to 
substantial confusion. “It’s di�cult to check 
if the client has made any mistakes when 
you’re not working on the same form, and as 
such we would have to go back a few times 
to correct the data. With InfoTrack, the form 
is consistent and we can send a consistent 
proof to the client so they work o� the same 
system as we do. It’s tremendous.” 

AGILE SOLUTIONS
Ambrose says that while no solution is 
perfect, the firm benefits from InfoTrack’s 
responsiveness to feedback.

“InfoTrack is happy to listen and make 
suggested changes. The people there are 
always happy to take our feedback and 
amend their systems based on our expertise. 

“For example, we put in a change request 
to the firm to change the way we order a 
title document so we could request 
additional items easily, and they made the 
change quickly.” He adds that InfoTrack is 
more like a business partner than just a 
third-party provider.

Ambrose adds that he’s seen a massive 
improvement to the firm’s service and 
become much more competitive as a result. 
While some conveyancing methods are 
outdated, InfoTrack is there for any firm that 
wants support to help them o�er a fast and 
more accurate service to clients. LPM
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before they know what they’re getting into. 
“Change is a tricky process. There may be 

numerous compliance issues to consider or costs 
when changing how the business operates. It’s 
important that firms do their research before 
jumping into anything and take advice from 
people who know the market and know where all 
the pitfalls are.”

SMALL AND NIMBLE 
Jack says that an exciting element of the current 
legal market is SME firms beginning to think 
about how clients want legal services delivered, 
and exploring or implementing di�erent ways to 
meet those demands.

“The change could be something as simple as 
adopting video conferencing technology, or it 
could be as drastic as changing an entire 
management structure. It’s only natural that SME 
firms would lead the way since they are nimble 
enough to respond speedily to changing client 
demands and they benefit from the scalability of 
today’s technology.” He adds that a good 
example of this is firms using technology to make 
themselves more agile. 

“At the extreme end of the spectrum, virtual or 
‘dispersed’ firms – which 
operate like a network of 
consultant lawyers – 
have done away with 
their bricks and mortar 
entirely, and thus 
reduced overheads.

“Traditional firms have 
also become more agile 
by adopting flexible 
working and hotdesking, 
which allows them to 
scale their workforce 
without incurring greater 
overheads.” He adds that allowing fee earners to 
work on the go also gives them flexibility to visit 
clients during non-working hours – which is 
something clients increasingly expect.

But it isn’t just policies, processes and 
structures SME firms are taking advantage of, 
says Jack – smaller firms are also leading the way 
in new, niche areas of law and adopting a mix of 
disciplines to add value to their services. “For 
example, some firms have chosen to provide legal 
advice to tech startups and have hired non-legal 
IT specialists, who can add real value to that 
service. Some have even made those specialists 
full partners.

“I’ve been really encouraged to see di�erent 
disciplines come together in SME firms to o�er a 
broader legal service and meet client demands.”

But the change could be even simpler, adds 
Jack. “I would argue that every firm needs to be 
innovative but that doesn’t necessarily mean 
adopting the cloud or a new piece of software. 
Innovation could be as simple as a new manual 
process which allows you to speed up internal 
documentation or communication which saves 
time, improves the client service and leads to 
increased profitability.”

The important thing, he adds, is to engage with 
clients and find out what they really want. “There 
are some firms whose clients want them to o�er 
services in the same way as they always have. 
Firms shouldn’t change just because they can – 
they should have a goal.” 

KNOWLEDGE IS COMPETITION 
But while firms should change to achieve 
competitive advantage, adds Jack, they shouldn’t 
speed down the path to transformation without 
considering potential pitfalls. 

“Whatever the change might be and whatever 
the firm’s ultimate goals, there will be a significant 
amount of risk involved. Firms need to do their 
research to ensure they have their bases covered.

Jack adds that firms may consider engaging 
external advice if they truly 
want to mitigate against 
the risk of change. “By its 
very nature, firms won’t 
have undergone a given 
change project before and 
it may be di�cult for them 
to find out what to expect. 
If they engage the help of 
someone else who knows 
the market, however, they 
can reduce the chances of 
making any serious 
mistakes.”

He adds that Travelers insures 1,600 law firms in 
England and Wales and has the knowledge to 
help firms undertake change. 

“Travelers has advised hundreds of di�erent law 
firms and accumulated large amounts of data and 
anecdotal evidence to help firms work out the 
risk involved in their venture. We try to reflect 
back to individual law firms what we have learned 
from engaging with the wider legal community.”

Though changing to meet shifting client 
demands is a good thing and SME firms are in an 
excellent position to do it, the transformation 
process comes with risk – including profitability 
and regulatory pitfalls. So, if they want to 
undergo that journey they need to do their 
research or have an experienced partner on hand 
to guide them down the path. LPM

 SME firms have the 
advantage of having smaller 
management structures and 
thus are able to change and 
meet market demands much 
faster.  
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Day in the life

DAVID WOOD
IT DIRECTOR, FDR LAW

The IT director of a north-west firm on his daily life of 
keeping the lights on, managing projects and writing 
a book and PhD thesis on cybersecurity

I’ll read up 
on current 

theories of change 
management – 
because obviously 
IT, if you’re doing 
it right, is all about 
change. 

6am
I usually get up at six o’clock 
and take one really good, 
strong cup of co�ee. I’m not 
really a breakfast person so I 
won’t eat anything before work. 
The first thing I do in the 
morning is check the firm’s 
systems to make sure 
everything’s operational with no 
unexpected glitches present. I 
live in northern Manchester and 
it takes one to two hours to get 
to our head o�ce in Warrington 
in the morning – and the last 
thing I want is to be faced with 
130 angry people because the 
system went down over night. 

7am
I live in commuter-belt territory, 
so a drive that should take 30 
minutes takes at least twice 
that thanks to congestion on 
the M60 and M62. I spend a lot 
of time looking at red lights on 
the back of cars. I used to listen 
to audio books, but since 
starting research for a PhD at 
Northampton University, I 
mostly read about 
cybersecurity and social 
engineering and those texts are 
not readily available nor 
particularly digestible as audio 
recordings. The same research 
is helping me write a second 
book on cybersecurity.

9am
Once I get into the o�ce the 
morning is all about keeping the 
lights on. That involves 
checking in with the IT teams 

and making sure they have 
everything they need for the 
day – whether that be physical 
or knowledge resources – and 
that normally keeps me busy 
until lunch time. Essentially it’s a 
matter of resolving any calls 
that have stumped the support 
or development team.

12pm 
I’m not really a lunch person 
either, which is hard to believe 
when you see the size of me. 
But when I do have lunch, I try 
and find a quiet corner in a 
local co�ee shop and have an 
Earl Grey tea and read a book. 
I’ll read up on current theories 
of the psychology of security to 
aid my PhD research or change 
management – because 
obviously IT, if you’re doing it 
right, is all about change. 

1pm 
The afternoon is all about 
progress and looking after the 
firm’s strategic projects – 
making sure that they’re ticking 
along at the very least. We’ve 
got a significant number of 
projects on the board at the 
moment – at least 85. They can 
range from something as simple 
as a small automation process 
to a full integration of a cloud 
document management 
solution with our PMS.

3pm 
One project I spend much of 
my time on is getting ready for 

the GDPR – which amounts to 
going through every policy and 
procedure and re-writing them 
in the hope of making them 
more digestible. Policies tend to 
be robust rather than easy to 
read. This means they can be 
over the heads of most of the 
people who need to uphold 
them after May 2018. I am 
hoping to make them 
straightforward, without any 
loopholes, with easy to identify 
“take-away” information.

5pm 
I like to leave at five o’clock so I 
can get home to my wife and 
two children. The bit of time I 
get with them before bedtime 
is what keeps me on the right 
side of the insanity line. We 
normally play or build 
something – they’re both very 
crafty. It amuses many people 
to see this other side of me 
when my wife leaks something 
about me onto Facebook – I 
think many people believe the 
firm puts me in a cupboard to 
recharge overnight. 

8pm
Once the kids are in bed I’ll 
spend time when quiet writing 
a few more pages of my book 
or working on the PhD. I wrote 
my thesis for my MBA, also at 
Northampton University, on the 
a�ordability of cybersecurity. 
On the back of that I’m writing 
the book about how SME firms 
can a�ord good infosec on a 
lower budget. It’s very 
challenging and hard work but 
much more interesting than 
watching reality TV. LPM

David Wood

Works in Warrington

Likes puzzles

Dislikes lack of 
co-operation
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