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whereby hunterscongtruct blanketsmadeof anima skins.

These blankets are not for shelter, but intended as a
crudely improvised form of trampoline. Theblanket isspread
acrosstheground and oneof thehuntersstepsintothemiddle.
Theremaining membersof thegroup grab the edges, heave
the blanket upward, and gject the hunter highinto theair.
The purposeof physicaly hurtling the hunter intothesky is
tohavehim seeif any caribou areinthearea.

Closerto home,in the 19806) a researctstudy
explored the opinions of professional servicefirms, in 20
countries, with regard to their perspective on global
marketing. Many law firm leadersin the United Statesfelt
that domestic markets could support their interestswithout
the need to enter worldwide markets. The executive
committeesof law firmsinthe UK felt that their prosperity
largely hinged on expandinginternationaly. Astime passed

I n the mostnorthernregionsthereis anold tradition

and marketsdid indeed become global, one could wonder
how much further ahead North American law firmswould
betoday had their firm leaders recognized and acted upon
the opportunitiesinherent within globdization, much earlier.

Fast-forward to today and my bet isthat youwould
find many American law firmleaderssubscribing tothenction
thatMDP®aredead Therecentaccountingscandalsas
well astheAmerican Bar Association@opposition hastaken
theissueof multidisciplinary practicesright off their radar
screensHowever acloselook atdevelopments your
externalenvironmentmight suggesthataradicalnew
departureisafoot inthe UK that may yet revolutionizethe
legal profession!

Behind every new trend anditsensuing ramifications
is either a potential marketplace threat or a window of
opportunity. Thosekeen enoughto perceivethetrendsearly
areinaprimepositionto pilot their firmsinto apromising
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future. Theobviouschallengetherefore, isto bethefirst to
seethefuture and then to devise appropriate action planto
takefull advantage of subsequent circumstances.

Andyetisn@thisprecisdly what engagingin strategic
planning issupposeto dofor you?

In our work at Edge International, we have been
exposedtoliterally dozensof different firmsGtrategic plans.
What we havediscoveredisdifferent firm names, but fairly
similar plansbat |east from theway in which most firms
over-obsess about internal issueslike associate retention,
timely billing processes, or thelatest cost savingsinitiatives.
Inour view, very few firmsgive anywhere near attention to
what@goingon outsideof theirwalls Din theirexternal
businessenvironmen.

Now admittedly, most every firmthat goesthrough
the conventional strategic planning process doesuse some
form of SWOT@analysis. Totheuninitiated, SWOT isan
acronymfor Ostrengthsyeaknessegpportunitiesand
threats. OWhich meansquitesimply that aspart of astrategic
planning exercise, wewill all engageinabrief look at the
variousinterna strengthsand weaknesses of thefirm, and
thenlook to what particular threatsand opportunitiesthere
are. Sounds sensibleenough. Anditis, but the processasit
is currently mostoftenexecutedis acompletewvasteof
time.

Thegreatest handicap with the conventiona SWOT
processisthat it implicitly assumes, whatever the assertions
tothe contrary, that thefuturewill be moreor lesslikethe
present. Leading firmsknow that their futurewill not bean
echo of the present.

Infact, webedlieveyour firm@Executive Committee
needstoregularly engagein somevery deegp strategicthinking
about trendsthat are currently shaping the profession. Have
your partnerseventhoughtabouthowthefutureof your
profession may unfold over theforeseeable next few years,
and what would berequired of your firmto get to thefuture
firg?

Getting to the future first requiresfirms to be
deliberately farsghted. Why isthisimportant? By investing
some serioustimeinexamining trends, it may enableyouto
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seewhat competitorsmay not, thereby alowingyoutogeta
seriousjump on exploiting new opportunitiesor preparing
contingency plansfor thepossbility of any disruptiveevents
unfolding.

|@n not talking about navel gazing or trying to predict
thefuture. Rather, tomorrow@potential threatsand explosive
opportunitiesared ready being hinted-at today. If onelooks
closaly enough, one can seethe beginning of trends, often
years beforethey become common knowledge. Seeing the
futurerequiresthat you understand the potentia of what is
aready happening. Theessence of winninginacompetitive
marketplaceisto beat theright placebeforetheright time.

SCANNINGTHE FUTURE

y central premiseisthat thereisno proprietary data

about the future. Whatever you need to know about
tomorrow isaready visble. Thedataistherefor everybody,
butthereis anenormoudifferencen firm@ abilitiesto
congtruct new opportunitiesout of that understanding.

Interestingly, the sophistication of professona service
firmsvariesconsiderably inthedisciplinewith which they
direct consderationtother externa environment. Thelargest
and most sophigticated of theaccounting and consulting firms
havelong devoted serious attention to what( happening
outsdetheir doors. Many law firms, however, are popul ated
with professiona sthat areso preoccupied withtheir particular
areaof specialty, that they areremarkably out of touch with
thewider world.

Not all partners are equally up to date on what®@
happening. Many will befully aware of issuesthat affect
their particular practicearea, butitisnot at all uncommon
for anentirepracticegroupto lackacoherentoncepof
those macro-trendsaffecting their professonor thefirmasa
whole.

Asour overall businessenvironment becomesever
more complex and fluid, it becomesmorecritical that
every member of firm management maintainsarunning
diaogue onthe meaning of significant eventsand trendsb
and that they usetheir understanding of thosetrendsto
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develop consensusonrefining the direction and strategy of
thefirm.

Realistically can anyonewho devotestime to
exploring QVhat@going on out there,Gever fully understand
al of thedimensionsand interpret all of the signals? Not
likely! But by thinking of your busnessenvironmentinterms
of itsmajor components, we can at least makethe chalenge
lessdaunting. We need to start, therefore, by dividing your

EXTERNAL STRATEGICOOMPONENTS

externakenvironmentnto moremanageableategorical
components so we can begin to organi ze our knowledge of
it.

Whilethislist of nine (9) components may not be
comprehensive, (and you may wishto add your ownfactors
tothelist); it can serve asastarting point for usto beginto
examine some of the myriad of different trends and
developmentsnow emergingin each of thesearess.

We have identified a number of different environmental components. The importance of each may be
quite different depending upon the practice composition of your firm. By studying the goings-on in
each of these areas and connecting the trends in all of them, you can build a reasonable basis of fact

(and speculation) about what is going to happen over the foreseeable next few years.

¥Client Needs & Wants
prospective clients (e.g.

¥Technological Changes
deliver services.

¥ Relative Costs

This refers to the changing, unmet, and emerging needs of key existing and

clients demanding more transparency).

The degree to which technology is provoking new ways to practice and

The relationship of a firm® key cost elements relative to those of

competitors (e.g. the advent of more firms going paperless).

¥ Market Barriers

Various factors which help keep potential competitors out of the market or

profession (e.g. deregulation of the legal profession in the UK).

¥Economic Volatility

The health of your marketplace with respect to consumer and business

confidence (e.g. the potential of a prolonged period of deflation).

¥|ntegrity

The basic trust that clients place in the profession, your firm and your

services (e.g. the impact of Enron on the professions).

¥Special Abilities

The competency of any one firm to significantly outperform its competitors

in ways important to clients.

¥Market Values

That cluster of marketplace values that creates demand for specific new

services (e.g. the increasing attractiveness of outsourcing).

¥ Resources

running your practice.

Refers to all professionals, physical assets, and materials employed in
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ASNAPSHOT INTIME

Let@takealook at but afew trendsthat webelieve are
clearly visbleinthethird quarter of 2003:

TREND #1: MARKET BARRIERS

Various factorswhich help keeppotentialcompetitors
out of the market or profession

ITEM: The UK government has announced

plansto deregulatethe legal industry allowing

megersbetweeraccountantsinvestmenbanks
and lawyers in England and Wales. David

Clementi,former deputygovernorof the Bank
of England and chairman of Prudential, will head

an independent review panel in charge of

recommendintegislationfor amore openlegal

market,aswell asa newagencyto overseghe
legal profession. The Law Society, which

represents90,000solicitors, may lose its self-
regulating powers.

[Source: The Financial Times, July 2003]

BACKGROUND AND IMPLICATIONS

Inamovelikely tolead to thelegal world@own version of
deregulation, thegovernment signaed aradical shake-up of
thelegal profession. Thisderegulation would openthe door
tomergersand diversfication whereaccountantsand lawyers
in EnglandandWalescould combineto form complete
bus ness servicespractices. Investment bankscould al o set
up,ortakeover, legalteamdo provideafull transaction
facility. New regulationsmay now be pavetheway for law
firmsto belisted on the stock exchange. And corporations
(like American Express who is a mgjor player in the
accounting profession) may soon own and operatetheir own
lawfirms.

Atthemoment, solicitorsareforbidden fromentering
partnershipsor incorporating with anyone other than fellow
lawyers David Clementi, former deputy governor of theBank
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of England and chairman of theinsurer Prudentia, will head
an independent review charged with drawing up new
principles that will sweep away restrictions that stop
companiessuch asbanksand insurersoffering legd advice
totheir clients. Mr Clementi will also consider the creation
of anew super-watchdog - an equivalent to the Financial
SarvicesAuthority for thelegd professon- that couldregulate
all solicitorsand barristersaswell ascompaniesthat break
into themarket.

Mr Clementi hasbeen given until theend of 2004 to
work out the detail s of how to regulate amore open legal
market and safeguard theindependence of the profession.
Hisrecommendationscould lead tolegidation. Announcing
the review, Lord Falconer said there was a Gignificant
chanceCthe L aw Society, which represents 90,000 solicitors
in England and Wales, would loseits sl f-regul ation powers.
Hestressed that Mr Clementi would be asked to work out
how - rather than whether - such changes should take effect.
Thecurrent maze of 22 bodiesregulating lega serviceswas
utdated, inflexible, over-complex, insufficiently accountable
or transparentQ he said.

Thereview was prompted by a2001 report by the
Office of Fair Trading, which challenged competitive
restrictionsin the sector. It a so called for the scrapping of
the Queen@Counsal system of senior barristers.

Clifford Chancealargelaw firm, welcomedhe
proposals, but many othersareworried.

TREND #2: MARKET VALUES

That cluster of marketplace valuesthat createsdemand
for specific services

ITEM: Numerous firms have been quietly
seekingoint-ventues with law firms in India,
the Philippinesand China. Thesoledriver behind
this trend: the explosion in the offshore
outsoucing market.

[Sources. TheLawyer, BusnessWeek, Gartner, on-
lineresearch BAugust 2003]
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BACKGROUND AND IMPLICATIONS

Thecurrent boomintheoffshore outsourcing market suggests
opportunitiesfor numerousfirms.

Your corporate client can achieve significant cost
savingshby tapping into the cheaper manpower and property
costsin India, the Philippinesand China. And globdization
is making people far more comfortable about having
operationson another continent.

Broadly, therearetwo typesof offshore outsourcing
dedls. Oneisthepure-play offshore outsourcing, inwhicha
corporation hires an offshore supplier to providewhat it
previoudy ran onshore. Indiaisapowerhousein high-end
| T services, whileChina@roleislargely focused on providing
back-office support for large multinationa sinthefinancial
services, telecom, software, and retail industries.

Theother typeisahybrid, wheremgjor players(like
EDS, Accenture BearingPointor IBM) subcontract
portion of ausually global deal out of Indiaor elsewhere.
(BearingPoint claimsthat it can pay an engineer $500amonth
in Shanghai or $700in India, whereit would pay $4000 a
month for thesamequality engineer intheU.S.) Today, itis
becoming increasingly rareto seeaglobal ded that doesn®
have an offshore component.

Meanwhile, therearethree main servicelinesfor
offshoredeals.Informationtechnology(IT), primarily
applicationdevelopmenandmaintenancehecamehe
leadingservicesBusinesgrocesoutsourcing(BPO),
including back-office functionslike human resources and
accountsisextremely active. Andfindly, call centersfeaturing
telephoneperatorss theclassicexamplelt is saidthat
amost any function of aroutinenature, in the back officeor
relatedto I T can bemoved offshore.

Gartner Inc. predictsthat by 2007, Chinawill pull in
$27hillioninIT services, including call centersand back-
officework Bmatching India. Asone Deloitte Consulting
partner pointed out, Q. aw firmsare only now redizing the
scaleof opportunitiesinthismarket.O

TREND #3: ECONOMICVOLATILITY

How healthy the marketplace is with respect to
consumerand businessonfidence

ITEM: The economy and business
profitability may experience a prolonged period
of slowgrowth.

[Sources:Barron€), Fortune,National Review
financial web stesbJuly 2003]

BACKGROUND AND IMPLICATIONS

When wasthelast time business profits, asapercentage of
GDP, declined for 4 decades? Business profits as a
percentage of GDP havefdlentother lowest level inabout
40 years.

Whenwasthelast time TheU.S. Labor Department
reported that payrollsdropped for the 6th monthinarow?
Morethan half amillionworkersare so discouraged theyQ@e
given up looking for work atogether.

When wasthelast timethe Fed cut rates 13 times
consecutively . . . without producing aseriousrecovery?
Whenwasthelasttime theworld@secondandperhaps
third) largest economieswerein deflation? And when did
theU.S. last runa$500 billion budget deficit . . . and another
$500billiontradedeficit? Every day, thefederal government
spendsabout $1.5 billion morethan it takesin. And when
wasthelasttime the U.S.consumemwassocompletely
tappedout by debt- with debtat200%of GDP- thathe
could no longer carry theworld economy forward?

Meanwhile, corporate pension plan liabilitiesare
skyrocketing to becomeavery serious problem for many
companies. RyanLabsInc., aNew York-based pension plan
consultancy, called last year Qhe worst year in pension
historyO By way of example, thanksto thelong-running bulll
market of the 1990s, GE hasn®@made contributionsto its
pensionplansince1987.GE@managemergxpectsts
pensiorplan@investmentso earnabout8.5%peryear!
Evenif GE achievesitsunredisticinvestment-return bogey
of 8.5%, health-care costsare soaring out of control. That®@
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aparticularly acute problem for acompany like GE, where
nearly three quartersof pension plan participantsareretired
personnel and therefore, morelikely torequiremedica care
than current employees. The bad news for corporate
America, is that GES pensionplanis fairly typical of
established U.S. companiesin that thelion@ share of the
plan@participantsareretired, which makesany retroactive
benefit reduction nearly impossible. In other words, there®
no easy way to get rid of these nasty liabilities!

And asthough theeconomy weren®suffering enough
already, along came 9/11. 9/11 has provided the perfect
excuse to accel erate government growth. Not onefederal
program has been cut to accommodate the new spending
plans. Instead, we get more government heaped on top of
al that@already weighing down the economy. Such things
asthePatriot Act and the Homel and Security Department
haveto hurt the economy. Traveling businesspeoplelosean
hour or two from their workdaysbecause of airport security.
Companieshaveto rearrangetheir affairsto comply with
new reporting requirements.

The tax cuts are no remedy, because the federal
government spends $2 trillion every year. Wherewill that
comefrom?Any changein thetax rates changesonly the
method by which we pay the $2 trillion; it doesn@change
theamount So we can@expect the politiciansto rescue
theeconomy.

Theremay beupward blipsin economic statistics
and theinvestment marketsfrom timeto time, but thelong-
term outlook for the economy may remain grim until there
aredramaticreductionsin the government3pending,
controls, and intrusions. And that doesn@®appear likely in
thenear future. At some point we may dideinto an extended
period of hegativegrowthON' acontraction of theeconomy
N thatdragsonfor severalearsratherthanjusttwo or
three calendar quarters. No one can know when that will
occur. We can®even be sureit will occur. But we haveto

be prepared for the possibility.
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THE PROCESS OF ANALYZINGTRENDS

f we hadknownin 2003whatwe will knowin 2006,

(only threeforeseeable yearsinto thefuture) how would
we have changed our attitudes, actionsand theway inwhich
wepracticedlaw N theserviceswe offered, theclientswe
targeted, and the ways in which we chose to deliver our
services? That is what this processisreally all about b
observinghepresentrendsto determinenowwe might
intercept thefuture.

Thereareanumber of different stepsinvolvedin
going through aprocessof identifyingandinterpreting externd
trends. Themost sophigticated firmsmight makethisaregular
quarterly review item on the agendaof their management
meetings. If your firmisnot yet at that point, you might want
to start with making thisthe processyou engagein, leading
uptothenext annual partnerGretreat.

STEP1: IDENTIFY THE RELEVANT TRENDS

Your firg stepissmply to scantheexterna environment for
early warning signsand for areas of new opportunity.

Itismy contention, that either the membersof your
firm@management or strategic planning committee arethe
ones best chosen to engagein thisactivity. The process of
identifying thesetrends, transforming the datainto val uable
insightsabout thefuture of their practicesisan inseparable
part of theintellectual |eadership that thiscommittee needs
to providethe overall partnership. While consultants might
help, they should not supplant the executive committee(d
work. If themembersof your committeecreateit, they will
ownit. Itwill formakey part of their thinking processand it
will guidethedecisionsthey make.

Some firms approach thisby simply having each
member of the committee volunteer to take one of thenine
categoriesand devote abit of timeto researching various
publication(bothwithin theprofessioraswell asacross
related professions), theinternet, speaking with consultants,
and soforth.
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Thechalengetoyour teamis: Onyour opinion, what
would betheten most important trends capable of impacting
both positively and negatively, theoverd| professonand our
firm@operationsover thenext few years?0

In general, it helpsto keep each identified trend
reasonable concise; otherwise reading and reviewing it
becomesachore. Drowning your colleaguesinfacts, figures,
charts, graphs, and detailed analysismakesit difficult for
busy practitionersto find thecritical insightsthat can help
them shapetheir direction. Therefore, document and distill
eachtrendinacarefully prepared, thoughtfully written, one-
page statement of Qvhat@going on out there. QAlso, the act
of didtilling theinformation can often lead tova uableinsghts.
Explaining somethingin very concisetermsforcesyouto get
tothecoreof theidea.

Beware of Incomplete or Defective Data

Inoneof those classic @Pink PantherCfilms, Peter Sdllers, is
seen checking into aquaint hotel. Inacorner of thelobby,
he noticesasmall dog. Thinking hemight go over and pet
thiscutelittle pet, heinquiresof theinnkeeper, Moesyour
dog bite?OHearing the elderly gentleman say no, Sellers
reachesdown only to havethe dog snap ferocioudly at him.
Sdllersturnsto theinnkeeper and says, Oou said your dog
didn®bite! OTownhich thegentleman camly responds, OThat®@
not my dog.O

Inidentifying relevant trendsyou must remain keenly
awareof the problem of incomplete or defective data. What
you ask, whom you ask, and how you ask can becritical to
getting valid and useful information.

Hereareafew guidelinesto consider:

Censor incoming bits of information at their
source. Becongantly vigilant totheimpartiaity and
agendasof reporters, journalists, commentatorsand
anyonesupposedly in-the-know, reporting their take
onsomenew development.

Get as many different perspectives as possible.
If you arehearing thevery samepredictionsfroma
number of sources, try tofind acontrariansview.

Distrust your own biases. If you arehopingto
find theresearch to support astrategic decisonyou
havedready made, it@very likely that youwill find
the support you arelooking for.

Be willing to contradict prevailing beliefs. The
mgjority isnot alwaysright, theconventiona wisdom
not alwayswise, and the accepted doctrine could
very well beflawed. Breskthrough thinking depends
onit.

Be careful of jumping to conclusions. Are you
betting your futureon theassumptionthat aparticular
market will materiaize, grow or disappear? Doyou
have enough real evidence to support your
conclusons?

STEP 2: DISCUSS AND EVALUATE EACH
TREND

A specid meeting of either thefirm@management committee
or strategic planning group should provide the meansfor
focusing attention on the businessenvironment and building
consensusabout what thesignasaretelling us.

Anéeffectiveway totacklethisisfor your committee
to divideinto small working groups of about three or four
partners. These participants sharetheir thinking about the
issuesat hand and thereby can uncover important differences
in thewayseachmightperceiveheimpactof anygiven
trend. Each groupisfirst assigned oneof thetrend categories
(i.e., technological changes, market barriers, etc.) and
preparesitsinterpretation of the data. Each group canthen
begiventheir choiceof oneother trend category to review.

During the processdebatesor differenceswill emerge
aboutvariousaspectf thesetrends.Although these
discussions can sometimes becomerather heated, they tend
tobevery useful.
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To seethefuture, you may need to deconstruct some
old notionsandidess. It isimportant during thisstep to keep
awatchful eyeon afew natural tendenciesthat do occur:

* Denial. When a trend suggests a potentially
negative consequence, some suffer fromtheostrich
syndrome. They would prefer to bury their heads,
deny thevalidity of thetrend they are observing,
andignoreany danger sgnals.

For example, inthebilling arena, somefirmsdo
not (want to) seethetrend for providing clientswith
completeOtransparencySit relateso whomis
working on what matter, when, and at what internal
billing rate. These partnersoften act asthough they
believethat the provison of aone-lineinvoiceat the
conclusion of the client@matter shoul d till suffice.
In other words, thefirm@billing processeswill take
placein thefuturejust asthey havein the past or
other partners will continue to believe that the
traditiond hourly rate sysslemwill continueto bethe
mainstay of compensation from clients, despiteits
well knowninefficiencies, misplaced incentivesand
perceived unfairnessrdativetothevaueof thework
produced.

* Blindness. Whatwe know (or think we know)
determineswhat we see. Unfortunately, themore

experienced and the smarter wearein our particular
areathemoremyopicwe maytendto become.
Often trends present themsel ves, but firm leaders
don@seethem. Not knowing how tolook for them,
or smply missing themisthe primary factor. What
we see determines our destination.

* Arrogance. M anagement theorist, Peter Drucker,
oncecommentediryly, OWhonthegodswould
destroy they first grantforty yearsof business
success. ODrucker believesthat sooner or |ater, time
will turn your most precious assetsinto liabilities,
and that the most powerful competitive advantage
may eventualy be neutralized by the shifting sands
of theexternal environment. Intel @ past-Chairman,
Andy Grove agreed, with hisnow famousremark,
QDnly the paranoid survive.Olronically, one of the
reasons why leaders miss trends is Gsuccess
arrogance.OT hefirmisdoing sowell that firmleaders
fall to seethedanger signdls.

Thekey point hereisto make surethat all members of
your committee participate on apersona andintellectua
level informing aconsensusabout what@going on.
Through active participation they will al so be much better
equi pped to communicate any particular trend@meaning
to other partnersinthefirm.

TREND ANALYSIS ASSESSMENT DIAGRAM . Impact on Firm

b4 ~ - Neqative Trend #3 (-) | Trend #1 (-)
g Trend #2 (+)
IMPERCEPTIBLE
0% 25% 50% 75% 100%

Probability ThatTheTrend,EventOr ConditionWill Occur
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STEP 3: DETERMINE THE IMPACT
POTENTIAL OF EACH TREND

Each of the trends that have been identified can then be
evauated withinthe context of the probability of occurrence
and impact on thefirm of such occurrence. The Diagram
presented aboveisdesigned to help with your analytical
efforts. We can usethisgraph to assessthe overall pattern
of thetrendsidentified.

Obvioudy, thosetrendsjudged to haveavery high

and refreshed, they can commit energy, attention, talent and
resourcesfor the greatest strategic value. ThisAssessment
Diagramismerely intended asapractical tool that we have
used with firmsto help them make senseout of and prioritize
thoseeternd issuesdesarving of somedtentionintheir efforts
to determinethe best strategic direction.

STEP4: DEVELOPYOURACTION PLANS

Findly, itisnecessary totransformthe discoveriesthat

probability of occurrence and a very harmful impact 6emefromyour discussionsinto actions. Thereislittle

portend huge opportunities should they occur, become our
top priority. Clustersof trendsfalinginto thetop right-hand
corner of this diagram are the ones that require urgent
attention Dand in most casesareusually aready receiving
sometype of attention. InthoseinstancesthisA ssessment
Diagrammay serveasatool to help explainto other partners
theneed for urgency.

Thesecondary band, running diagonaly throughthe
graph, represents those trends that are likely aways out

there time wise,but neverthelesshouldbe considered

important and needing executivecommitteeattentioninyour
firm@strategic planning.

Findly, thecluster of trendsthat will tend to occupy
the bottom |eft-hand corner of thegraph fall intothearea
best labeled as postponable. These trends might be
monitored for changeswhichwould causethemto shifttoa
higher priority.

In spite of the graph presented here to help with
your analysis Jet us not createthe impressiornthatthis
processesisscientific, systematic, or precise. If anything,
thefutureisguesswork at best. The events, trends, issues
and opportunitiesintheexternd environment areultimately
whatever weinterpret themto be. Intelligent professionals
maydisagreecompletelyaboutwhata particulartrends
impact may suggest.

Themaost valuable aspect of thisprocessishow it
canenabletoleadersof your firmto discuss, debate, interpret
and assmilatethelessonsthe externd trendshaveto teach.
Out of thisunderstanding, which must be continually updated

point in knowing that you®e heading for anicebergif you
don@determine how to steer around it.

Your action planning session should draw upon
and involvepartnersfrom variousdifferent practice areas.
We have observed that partnersnot normally involved
withany particular issue can havevery creetive and useful
ingghtsrelevant to that issue. We often find that theinsight
has never been tapped because that partner wasnever
asked to shareviewsoutside of their areaof practice.

In order to be effective, some portion of your
firm@strategy must concernitself withwhat wemust be
doing right now in order to bewell positioned to capitalize
onour future. Your strategic plan therefore should identify
what skillsyour firm should be devel oping (or hiring) right
now, what you must do to anticipate and better serve
unmet client needsright now, what new practicesyou
should be pursuing right now, and what new experiments
and fieldtestsyour firm should be engaging in right nowin
order to intercept thefuture.

A Necessary Part Of Your Strategy Process — But
Also An Ongoing Exercise.

When partnerssit down to think about their firm@strategy,
too often they take 90 percent of Qheway things have been
donein the pastOes agiven and it then becomesthe major
constraint. Monitoring and analyzing trends should bea
continuing process of observation, reflection and learning.
Evenwhereitisformalized asacritical ingredient of the
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strategic planning process, the best firmswill ill needtobe
atuned totheir externa environmentsall year round. 1t@not
asif youcanactivatethisexerciseonceeveryfewyears,
scan the environment, and then shut it down until the next
planningperiod.We needio haveanongoingformatfor
staying constantly aert for thefirst sgnsof important new
developments.

The Americanwriter andhumoristMark Twain
advised OWhereverybodyis out digging for gold, the
businessto beinissdling shovelslQAnd thereisactualy a
grain of wisdomin hiswisecrack. What foreseeabletrend
may represent thefigurative shove that every client will need
tomorrow?
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