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IN DEFENCE OF HOLIDAYS
By Neil Oakes

I’m on holiday. On vacation (Verb and Noun; fixed period of
cessation from work), not doing work stuff, painting the deck, swimming, walking, surfing, flagrantly abusing new year’s
resolutions to be healthier and taking stock of me and mine. We have poor mobile coverage at the beach so we just switch them
off. We get the odd power outage so rather than risk malfunction it’s better to turn the computer off, for a month. The work
telephone rings, capable others answer. Life is good. Batteries are being charged.
That said, it’s my turn for an Edge International Communiqué article so here I am. How good are holidays? I suspect that for too
many the serious world we all now inhabit – that world of client service, employee engagement, the ubiquitous innovation drive,
external and internal competition – has placed the annual summer holiday on the endangered species list.
It’s a shame really. I regularly encounter partners in law firms of all shapes and sizes who wear a ’20 years tired’ expression.
I’m no clinician but as an industry we don’t rate well on the mental health front. Insufficient and / or inadequate vacation time
must be a contributor. Nobody ages faster than a president, prime minister or law firm managing partner
I won’t delve in to the significant body of scholarly literature that extols the virtues of regular complete breaks for partners and
employees principally, because it seems rather churlish to do so. I also understand that it is rather trite advice for folk who are in
the ‘all hands on deck’ stage of life, with mortgages, school fees, etc. I also appreciate that some people think that they are
happiest at work, contributing, being productive, and chasing the next big deal or matter. (By the way, I don’t believe it for a
minute. This belief points to a management failing somewhere and an unbalanced individual.) Productivity bonuses don’t help.
I’ve met many partners (and senior associates for that matter) who feel that they must remain contactable at all times, who
have to do it all themselves and who, no doubt, are at peek stress when they are forced away from the office. If this is you, just
reflect for a minute on how this behaviour impacts those mere mortals around you. It’s a leadership thing! Employees should be
encouraged to take time out to refresh, but they won’t be if the most powerful partners aren’t role modelling. There are a
significant number of capable people who have been burned out over the last several years because vacation time was and is
discouraged, either implicitly or explicitly.
I think that all busy professionals should be encouraged to plan their year. Put the breaks in first, important personal stuff next
and then fit client work around those plans. I have been doing some reading during my break. I’m following the discussion
around employee engagement, lowering attrition rates of talented millennials, and the growing literature on mindfulness. There
are good arguments both for and against these constructs, by the way, even though many have embraced them as axiomatic
virtues without reference to the data. It would seem that there are two highly effective strategies for achieving higher levels of

productivity through these processes (if indeed they can be proven to work): inclusion, and regular time off (the encouragement
of a balanced life).
Here’s just a silly observation that i have gained from spending a bit of time glued to the Australian Open Tennis (it’s an annual
addiction. I’m sorry): all of the great champions that we’ve come to know are currently being beaten by young ‘disruptors’
we’ve never heard of. Novac, out in the second round, Sir Andy out in the third, Raffa plays tonight. Interestingly, the player
who currently looks the most dangerous and the first into the quarter finals is the oldest guy in the show. He’s the only one who
had six months off last year. Go Roger.
Just saying.
Back at work and more serious next ed.

BIAS AND RECALL IN ASSOCIATE EVALUATIONS
By David Cruickshank

The first quarter of the year is the season of verbal evaluations for
associates in many law firms. The written performance reviews have come in from several lawyers, the data on hours and
billings are reported, and the availability of rewards (bonus, salary increments) is known. Now the partners sit down with the
associate to evaluate the last year’s performance and establish a plan for the year ahead.
This process requires both judgment and prediction: judgment about the quality of past performance and prediction about the
associate’s future in the law firm. Many firms use some standard “messages” about performance and next steps to ensure a
positive future.
These judgments and predictions are susceptible to unconscious bias and recall problems that are well known in psychology,
but perhaps unknown to law firm partners. Three of these problems are explored here.

“Similar to Me” Influence
The associate begins the review conversation with small talk: “Did you see that playoff game yesterday? The tight end for
[insert favorite NFL team] made an amazing catch.” If the partner is also a football fan, she engages in an agreeable small talk
conversation. That innocuous conversation will influence the judgment of the partner positively because she senses that this
shared interest equals a shared commitment to some other shared value, such as excellent client service. “Because the

associate is ‘similar to me’ in some respects, he will perform as I would.”
Of course, this is objectively not true. Perhaps the associate’s hours last year were below par. Some clients complained about
him. His time written off was higher than anyone in the practice group. “Similar to me” may not overcome the objective
evidence, but it may get the partner to downplay hard evidence over an impression of predicted performance.

The Anchoring Effect
“Anchoring” is a cognitive bias that makes us focus too heavily on an initial piece of information in making decisions or
assessing probabilities. Psychologists speak of an “anchoring and adjustment heuristic” (a rule of thumb or educated guess).
Will this associate get past her fifth year and be put on the “path to partnership” track?
In a study by Dan Ariely (as reported in Wikipedia), an audience was first asked to write the last two digits of their social security
number and consider whether they would pay this number of dollars for items whose value they did not know, such as wine,
chocolate and computer equipment. They were then asked to bid for these items, with the result that the audience members
with higher two-digit numbers would submit bids that were between 60 percent and 120 percent higher than those with the lower
social security numbers, which had become their anchor.
The partner evaluating this associate may have read about a poor performance by this associate two years ago, or at the
beginning of this evaluation year. That performance incident stands out and will be the “anchor” against which later
performance is assessed. The partner will attempt to adjust for new information, but this early cognitive bias is difficult to
overcome unless the partner is aware of it. Even objective evidence and subjective reports of tremendous improvement will be
measured against the anchor. The partner ends up putting the associate in a “wait and see” category, when perhaps she
deserved better.

The Recency Effect
“The recency effect” refers to our tendency to recall information from short-term memory or later items on a list. If the evaluating
partner reads 12 incoming reviews over three weeks, the last two read may come to mind more easily. Further compounding the
problem is the fact that those individual reviews, written in December, may have used more feedback evidence from the last
quarter (more recent) than earlier in the year. Recency seems to contradict the anchoring effect, but it is different because it is
not a judgment heuristic. It is a trick we use to remember information. As such, we can guard against it more easily by making
sure that all information is before us, whatever time that information arrived, before we make judgments.
As if it was not already hard enough to make evaluation judgments and predict associate success, along come the
psychologists to make the partner’s job more challenging. Partners who care deeply about talent development will want to
explore and understand bias and recall problems in associate reviews.

REMODELLING CHANGE PROJECTS
By Nick Jarrett-Kerr

A couple of years ago, I proposed a three-stage programme
designed to revive stalled strategic projects – repainting the vision, remodelling the project and changing the project team or
team leader.
The remodelling (second) stage of that programme suggested that if a project has stalled or remained uncompleted, it
sometimes helps to modify the initiative or make substantial changes to it – though just a change of name is not usually enough.
By way of further detail and as a subset of the remodelling stage, I now suggest a four-stage process to help firm leaders to
recast stalled projects in terms and with solutions that partners will find acceptable.

1. Analyse what went wrong
The first step is to work out what went wrong or why the project stalled. Typical reasons include ineffective implementation
(insufficient time devoted), lack of resources (budgeting issues) or – perhaps more worryingly – obstruction or undermining by
partners or groups of partners. Clearly, duplication of effort should be avoided by utilising the good work that has been done
before. But fresh research, updated financial analysis and further insights into possible downsides can all help to give the
project a make-over.

2. Define goals
The second step is to define or redefine the project’s measurable and reasonable goals aimed particularly at trying to cure or
circumnavigate previous failures. This might mean cutting or amending the scope or cost of the project, revising the timetable
and milestones, or finding extra financial or manpower resources. Large or possibly indigestible projects can sometimes be cut
down into a number of smaller projects, provided both that the overall objectives are kept in mind, and that the smaller projects
are not just seen as nibbling at the edges of the overall plan.

3. Change the paradigm
Partners can be resistant to repetitive attempts simply to reintroduce an uncompleted project. Objectors will feel that they will
again be successful in resisting if they have previously successfully seen off the proposed change, whilst other partners may
experience project fatigue. Superficial changes sometimes work but it is better to recast the project so that fresh solutions are
created and the initiative appears entirely new or radically different. An alternative is to move the stalled project to another part
of the firm. Legal Process Improvement (LPI) initiatives unsuccessfully attempted in one practice group could, for example, be
trialled in another group.

4. Formulate and Implement

Implementation failures often form the biggest culprit at the heart of stalled projects and ineffective change initiatives. A
coherent and well formulated process is clearly vital to avoid the temptation to embark on overly ambitious or wildly aspirational
programmes, but even the best laid plans fail unless properly managed by leaders with the necessary skills, attitudes and
determination to see the change through to a successful conclusion
The pace of change is increasing and in some cases seems overwhelming. Client pressures, technological change and the
advent of new competitors threaten most law firms. The inevitability of difficult times places a premium on both coherent
planning and competent leadership, qualities which law firms across the world have hitherto deployed very patchily.

THREE WAYS TO REVIVE DIFFICULT STRATEGIC PROJECTS
By Nick Jarrett-Kerr

Many law firms of a reasonable size may well have conducted some form of strategy review within the last five to ten years.
This makes many partners of law firms and indeed their leaders somewhat resistant to further reviews, especially if much of the
previous strategy remains unfulfilled or in cases where the more intractable strategic initiatives have stubbornly resisted
implementation satisfactorily or at all. Failure to implement can become a vicious circle. If the firm has a history of uncompleted
projects, partners will tend to keep their heads down when a new project is introduced and bide their time until yet another
initiative bites the dust.
There are a number of ways to revive or kickstart stalled projects. Persistence is certainly necessary, and law firm leaders have
often told me that they had to be just like a dog with a bone to see through some of their initiatives. As well as persistence in the
face of opposition or indifference, there are three methods which leaders can use to gain or regain impetus.

1. Repaint the vision
Visions do not always have to focus on nirvana. Sometimes, a doom-and-gloom vision is a necessary wake-up call. Bad news
can therefore help to kickstart action. The loss of an important client, the defection of a key partner or the prospect of poor
financial results have all been used by leaders to start or reinvigorate projects. The implementation of a revised performance
management system or actions to resolve a consistently underperforming team or office may have resisted change in good
times, but may be easier to solve against a pessimistic backdrop. Conversely, changes to partner profit sharing are always more
tricky when profits are going down and not up. Equally, a more positive vision may be needed to introduce the possibility of
merger or an acquisition. Here scenario planning may enable the leaders to present the alternative possible future states that
the firm may face.

2. Remodel the strategic project
If a project has stalled or remained uncompleted, it sometimes helps to modify the initiative or make substantial changes to it –
though just a change of name is not enough. Clearly, duplication of effort should be avoided by utilising the good work that has
been done before. But fresh research, updated financial analysis and further insights into possible downsides can all help to
give the project a make-over. Work can also be done to resolve previous obstacles and sticking points.
It can sometimes help to reduce the scope of the project. I have, for example, known some firms that have needed more than
one attempt to implement a successful client relationship management program, and this has often been achieved by limiting
the scheme initially to a pilot program affecting only a few key clients.

3. Change the project team or leader
Getting busy practising lawyers to take on non-billable projects has never been easy, and when they do agree to head up a
project or initiative, they often promise much and deliver little, blaming work overload for their inactivity or lack of success.
Whilst continuity is good, sometimes a complete change of team is necessary to one with fresh ideas and no pre-conceptions or
historical baggage. Sometimes changing the project leader is enough.
By way of example, I know several firms that have made several unsuccessful attempts to build or strengthen one of their
departments. The building of a successful corporate department, for instance, often falls into the pile of projects that seem too

difficult to achieve. It is not easy for regional or mid-sized firms to build thriving commercial departments, and all too easy for
partners using the “We have tried before” argument to resist renewed attempts to bolster up groups that lack critical mass, a
decent client base or quality partners. The building of a successful corporate department should never be treated as a Holy
Grail initiative for a mid-sized firm, and deep research is always needed to see if such a move is strategically necessary,
practicably viable or even likely to be welcomed by the firm’s core client base. There has to be a compelling answer to the
question of why a capable corporate partner or group of partners should ever be willing to join your firm. Buoyed up by
favourable research, however, an enthusiastic new team or project leader may be able to bring the success that has previously
eluded the firm.
The tendency of partners to resist change on the grounds that “We have tried this before and it didn’t work” remains a strong
disincentive for a leadership team to consider new ideas, introduce new plans or refresh uncompleted projects – even where
plans and projects seem to be critical to success. People often prefer the “certain imperfect,” rather than the risk and
uncertainty of change in pursuit of something better. There are however basically only three types of law firm – those that make
things happen, those that watch things happening, and those who say “what happened?” It is better to be in the first category
than in the last.
___
This article first appeared in Managing Partner for December 2014 (Volume 17 Issue 4) and is reproduced with their permission
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ESTABLISHING THE PROOF OF CONCEPT FOR LEGAL PROJECT
MANAGEMENT
By Aileen Leventon

Law firms consider using Legal Project Management (LPM) as a

strategy to protect margins and improve competitiveness and client satisfaction. The first steps a firm takes towards LPM
implementation may be generic training programs or practice group seminars. Others designate a few key partners or
professional staff to participate in industry groups so they can benchmark and serve as an internal resource. Staff and
paralegals may be tasked with matter-specific reporting or facilitation.
In each approach, cultural, operational and financial issues are at play. Workshops and online programming—bespoke or
generic—can be cost-effective on a per-head basis to introduce concepts widely. Training staff or hiring PMPs (Project
Management Professionals) helps if LPM is not yet viewed as a lawyer’s job. Training a few influential lawyers may work: if they
are onboard, others may believe they can safely follow suit. Many approaches can build awareness of how LPM addresses
profits, margins and client satisfaction.
Ten years into our work with Legal Project Management, we find that the one factor that determines whether the LPM
framework actually takes hold and pays back is that a proof of concept has been established and communicated by leadership.
Until this happens, partners are apt to say “LPM makes sense theoretically, but it won’t work in my practice or with my clients.”

How to Prove the Concept
LPM can improve economics and client satisfaction, and Key Performance Indicators (“KPI”) can prove it. Here is how.
Identify a high-grossing partner who handles multiple similar matters, or a partner with an important client relationship that is not
meeting your firm’s realization or profitability targets, or a partner with a history of write-offs for a significant client. Alternatively,
work from a client’s perspective: Identify a client who has retained the firm after asking about LPM as part of an RFP or pitch, a
client who has complained about your fees, or a client you believe would be receptive to a joint LPM program.
Set benchmarks so you know how previous comparable matters turned out, using for example, the fees, expenses, duration,
staffing, variance from plan, and client communication process that characterized the matter. Identify the factors that consumed
resources excessively or unexpectedly and created billing “surprises” for the client. These benchmarks create useful KPIs such
as pre-bill and post-billing write-offs, leverage, budget vs. actual vs. percent expended against budget, etc. From a law firm
perspective, KPIs will also be reflected in profitability and realization metrics. Engage partners in tutorial-style discussions. Drill
down on causation: what was it about the specific matter or portfolio of matters that drove use of resources, variance from plan,
or friction?
With this in hand, establish the proof of concept. Determine which LPM tools have an impact on the selected KPIs. The next
time there is a comparable matter, use relevant LPM practices. Engage a coach or facilitator if a lawyer is not sufficiently skilled
to apply the framework from beginning to end.
Anticipate the lessons learned about cost drivers and variance from plan, and address them in real time. Analyze. Track.
Monitor. The goal is to compare the metrics from the “unmanaged” matter to a matter where LPM tools have been applied. If
the client has not asked for a budget, work with the partner to develop one anyway; it is essential to manage a matter against a
baseline. Use a Work Plan as the gateway LPM tool. Configure performance reports that produce metrics against the Work
Plan. Make comparisons with other matters, particularly those that have benefited from the application of LPM tools. Which KPIs
changed and why? Did economics and client satisfaction improve? Almost certainly the answer will be yes. Applying LPM to
specific matters and clients resonates in a completely different way than will a general training program.
This is the proof of concept that underlies almost any kind of change program. Different aspects of LPM are valuable for each
lawyer, client, and matter type. Adherence to a single LPM approach within a firm is unlikely to produce results across the
board—that’s the limit of one-size-fits-all generic training. Variation in the use of LPM is important—LPM provides a tight
framework and a loose fit. Encourage lawyers to determine the KPIs and LPM tools relevant to different clients and matters. Let
them prove to their own satisfaction that LPM works. That’s when it takes hold.

DON’T MANAGE EXPECTATIONS. MODIFY EXPECTATIONS
By Gerry Riskin

T
he conventional wisdom about “managing expectations” is that
you should determine what someone’s expectations are, and then surpass them. Theoretically this is supposed to please them.
It’s an interesting approach but I believe it is misguided. Why? Because the client’s expectations are often flawed in the first
place.
If you contemplate the origin of expectations, it is easy to see why they might be distorted. Many people get their notions of what
lawyers do from television, or perhaps anecdotes from family gatherings, or even from someone sitting at the next stool in a bar.
Even sophisticated repeat users of legal services often have expectations that are simply not realistic.

In the world of expectations, processes seem to occur almost instantaneously. For example, let us suppose a lawyer needs an
evaluation of a business for negotiations on the purchase or sale of the business, or even for litigation regarding it. How long
would it take to get such a valuation? A client might think it should take a week, when it might in fact take three weeks, or three
months.
When I ask professionals who do such a valuations how long that process takes, it’s usually quite a bit longer than I would have
guessed.
Each of us has ruler in our head against which we measure everything. The ruler represents our expectations. But what does
that ruler look like? If I think that a process should take only a few days, a week or two later I will feel as though the professional
serving me has dropped the ball… has let me down… doesn’t care at all about me… is unprofessional…. In fact, I’m beginning to
resent that professional, and now I have a negative predisposition toward any fee that might appear in an invoice.
What this picture overlooks is the opportunity the professional has to shape and mold the ruler in the client’s head, so that the
client’s expectations (the ruler) will be more realistic. It does not follow that the client would necessarily be upset because a
valuation would take several weeks instead of several days… the unhappiness is created by the dissonance between the
artificial expectation and the reality.
So, I advocate not attempting to ascertain expectations and transcend them, but rather to engage in a process designed to
create reasonable expectations – and then to transcend those. In essence, I am not satisfied with taking the ruler as I find it.
Instead, I want to take advantage of an opportunity to transform that ruler into a state that is in harmony with reality.
I believe that the reason so many professionals do not engage in the process of modifying expectations is that it simply does not
occur to them. The discussions with the client do not reveal the distorted expectations that the ruler already contains, and
therefore it does not occur to the professional that modifications might be essential. Problems begin with a basic, grave
misconception: that the client starts with reasonable and informed expectations. This misconception likely arises from a
psychological phenomenon which basically says that we assume that what we believe and know, others believe and know as
well.
So do yourself a favour. The next time you are in the role of serving someone else, whether a client outside your firm or one of
the other professionals within it, take a few moments to explore what their ruler looks like, and then help them modify it in

harmony with reality so that it will realistically measure your effort and the results that are at least possible to achieve.
If I’m allowed to shape the ruler, I can almost always meet or transcend the expectations of the person in whom that ruler
resides. In other words, I have precluded the outcome of falling short on impossible expectations.
I argue that modifying expectations is a “license to print” client satisfaction – and leaves traditional thinking about managing
expectations in the dust.

EDGE INTERNATIONAL WELCOMES AILEEN LEVENTON
By Edge International

Edge International is very pleased to welcome Aileen Leventon, JD, MBA, as
our newest principal (North America). From her base in the Greater New York area, she will extend Edge International’s legalservices expertise not only in the U.S.A., but around the world.
Aileen’s areas of expertise include legal project management, managing change, process improvement, data analytics,
knowledge management, and sourcing. She has helped lawyers apply these disciplines to substantive law practice areas such
as: commercial, toxic tort and IP litigation; mergers and acquisitions; corporate governance; industry regulation; trusts
and estates; real estate leasing and sales; and environmental and energy law; as well work that spans specialities such as due
diligence, e-discovery, contracting, and compliance operations.
Prior to joining Edge International, Aileen Leventon led QLex Consulting Inc., was a partner in the legal management consulting
practices at PricewaterhouseCoopers LLP and Blaqwell Inc., and practiced law in New York City. She is a graduate of Columbia
Business School, and Cornell Law School, where she was managing editor of the Cornell Law Review. She went to college at
Stony Brook University (NY); a transplant from Manhattan, in her free time she lives the rural life in Kinderhook, NY, a historical
agricultural community.
Aileen is an active participant in legal industry standard-setting and peer organizations such as the ACC, CLOC and the ABA,
where her goal is “to bridge the chasm that often exists between clients and their external counsel about ways in which to
optimize the value of legal services.” She is the co-author of Implementing Legal Project Management: The Legal
Professional’s Guide to Success (also available at amazon.com).
In the words of Edge International co-founder Gerry Riskin, “Aileen’s extraordinary sophistication allows Edge International to
transcend its previous offerings to the global legal profession. She s truly equipped to help us and our clients face an uncertain
future in a rapidly changing legal landscape. We are excited about working with Aileen and learning from her – and we know
that our clients will be as well.”

THE MORE THINGS CHANGE…
By Sean Larkan

Observations on 30 years in the legal profession
As I enjoyed a break in the New England mountains of Australia last week, kayaking and fishing for the magnificent native
Murray cod, I realised I had been closely associated with leadership and management of law firms for close on thirty years
– about twenty in managing partner roles in three jurisdictions, and ten in consulting to the legal and corporate world, with the
benefit of working with firms from various parts of the world.
In thinking about this time, I realised that while a lot has changed (technology, areas of practice, social media, etc.), much
seems to remain the same, and it’s not all good! A few thoughts on the latter, which I hope will be helpful to readers:
1. Law firms still fail to appreciate the value of brand and the importance of developing an understanding of it in its three
forms – organisational, individual and employment;
2. When things appear to be going really well (and they do sometimes!), the biggest mistake one can make is to relax or
take collective eyes off the ball. Things change quickly;
3. While some firms have strategies of sorts, very few attend to the “pre-strategy essentials,” take the partners along for
the ride, or achieve implementation or results from it;
4. Quite a few firms have agreed values and cultural attributes. Unfortunately, these are seldom observed or enforced.
Sometimes it is because people are confused about what they mean, or they may sound similar to every other law firm,
or – in many cases – a number of high-profile partners ignore them and so set a bad example. It is for this reason that I
advocate going down the path of Guiding Principles and making them enforceable;
5. Very few partners, still, build or leave in their firm on departure what I call “capital fabric” – those many things which
contribute to the long-term, fundamental, foundational strength and well-being of the organisation long after they have
gone;
6. In similar vein to the last point, it is seldom part of the DNA of the firm for partners to build succession. When they
leave, the cupboard is bare;
7. What is missing in many firms is a structural and philosophical “engine” whereby the things that are discussed and
agreed at partner meetings or by leadership are naturally, as part of the firm’s DNA, applied throughout every section of
the firm, both legal and support services;
8. Firms still fail to appreciate the power of ensuring that a genuine interest is taken by senior individuals, both legal and
management, in the personal well-being and professional development and success of people for whom they are
responsible. This has implications for staff turnover, recruitment costs, engagement levels and the strength of a firm’s
employment brand;
9. For any young people coming into law firms three things remain extremely powerful – reliability, a true sense of
responsibility and accessibility;
10. Speaking of young people, they have opportunities to venture into new fields in legal practice like never before, in
particular in relation to industry sector specialties. We always encouraged our young lawyers to develop these

interests at an early age and know their industry of interest better than the clients in it;
11. When thinking of appointing a new person or partner, firms often fail to apply a simple but effective test such as
ensuring the candidate is “high calibre, committed and a team player”: they need to tick the box on each of those to get
across the line;
12. Whether the legal profession or some consultants (in particular) like it or not, there will always be a place for
time–based billing as one of various bases for billing; the reason? Many clients like the clarity of the option;
13. The power of team work and teams, whether in a hierarchical sense (e.g., between a partner and his/her lawyers) or
between groups (a property practice group teaming with a town planning practice group) is underestimated and
undervalued;
14. The effective use of the salaried or fixed-share partner/director is a massive missed opportunity for many firms.
Properly structured and managed and supported by the right philosophy, it can become the economic powerhouse of a
firm;
15. Most firms have pockets of high-level expertise within them. Few convert this into true thought leadership and the
individual and organisational brand value and power that go with it. The missing link is effective communication;
16. When one considers styles of thinking, behaviour and interaction within law firms, one of the standout styles on the part
of both partners/directors and firms would be avoidance, in the sense of not taking tough decisions, putting off dealing
with underperforming or misbehaving partners, etc.
17. As the support service “manager” regime has taken hold in small to large firms, so more and more power is often
devolved to them. Unfortunately, few seem to exhibit creativity and too often act subtly as blockers to change,
particularly when it may impact their turf or role. Properly led, with the right calibre of manager, these individuals can
easily contribute as much if not more than partners; and
18. Somewhat in summary of the above, every firm I have ever worked with, no matter how ‘good’ or not so good or big or
small, has had loads of potential and unrealised opportunity, very often right under their noses. To take advantage
often takes consistency, persistency, strong leadership and team-work, not rocket science.

THE SUCCESSFUL LAWYER: NEW EDITION NOW AVAILABLE
By Edge International

The Second Edition of The Successful Lawyer: Powerful Strategies for Transforming Your Practice by Edge founding
principal Gerald A. Riskin is now available in both paperback and Kindle versions
Book sections include: The Foundations of Success; Successfully Managing the Client Relationship; Putting Client-Relations
Skills to Work; Increasing Your Value; The Business of Law; and Time and Money. Chapter titles include: “Courting Prospective
Clients,” “Meeting Prospective Clients,” “Managing Client Expectations,” “Becoming More Valuable,” “Dealing with Difficult
People,” “Harnessing Technology,” “Managing Time,” and many others.
Tom Peters, the highly acclaimed writer on business-management practice and author of In Search of Excellence, has

described The Successful Lawyer as “Well argued and exceptionally practical.”
The Kindle version is readable on any electronic device, and you can obtain a Kindle app for any device you have. There’s a
link to the app on the Amazon page where the book is listed. You can also order The Successful Lawyer from your favourite
independent bookseller.
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