ienaers without tears — Fart 1

As the business of law becomes more and
more competitive, many clients want their
lawyers to bid for their work. In the first of
a two-part series, Linda Julian explains
the best way to go about this process

ompetitive proposals, tenders, and pitches for

business are now a realily Tor most law firms

with corporate, commercial, and public sector
clients, Competing for business this way can he
tough and coatly — oo often it ends in tears, “Winners
are grinners”, they say. You can be oo, if you
become adept at competing for work through tenders
and proposals,

Why clients seek competitive bids

Myriad reasons drive clients to seek competitive

bids. Mot all of the reasons are negative for

professional service providers, My cxperience of

many hundreds of competitions is that clients scek

compelitive bids for legal services to:

= (et the right expertise and team:

* (et the right colture and *hest fit";

* Dirive positive change;

* Extract clear commitment to specific service
standards:

* Cynform  with
AOUTCINgG Praclices;

* Improve prices and value for money,

* Redress or establish the right power dynamics in
the: relationship; and

* Gt the locused attention of service providers
who they know are capable of doing a great job.

organisation-wide  siralegic

To bid or not to bid?

Many legal praclices tender to obtain work from

new clients or continue relationships with established

clients or to do both. Bidding is an expensive and
time-consuming process. Before vou bid, do vour
due diligence:

* Critically evaluale the siralegic position of your
firm in relation to any particular bid, pitch, or
tendler;

*  Understand your posilioning apropos competitors
in the relevant markel segment;

* Realistically evaluate the  strengths
weaknesscs of what you can offer;

*  Aszess your probability of winning the business,
if you proceed;

*  Formulate strategies to maximise your probability

and

of success;

* Work out the resources you'll need to successfully
bid: and

* Be prepared to make the judgement call: don’t
squander scarce  resources on long-shot bids
without understanding exactly what you're doing!

Bid or no bid?

Tenders and proposals are costly, and this means
more than money — your time, cnergy, morale, and
other opportunities are all at stake, This quick
checklist will help vou determine whether to bid, or
not, this time, Jol down your scores.
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Previous work for the principal?
1 extensive

2 amme
} nonc
Relationship with principal?
1 strong
2 some contact
3 weak or none
Experience and track record?
1 strong
2 some
3 little or none
Number and strength of likely competitors?
1 none
2 up to three
3 four or more
Potential revenue and profit?

1 high
2 moderate
3 low

Resources available to bid?
1 available
2 can shuffle to fit in
3 wvery difficult or unavailable
Strategic importance to my firm or work group?
I must win
2 wvery desirable
3 unimportant
Fit between the work on offer and our core
practice focus?
| direct fit
2 peripheral
3 lintle fic
Conflicts of interest?
I mil

2 some, but manageable
3 dircct conflict
Cost to bid — direct and indirect?
1 less than 10 per cent of first vear revenue
2 upto 25 per cent of lirst year revenue
3 more

Mow, total vour scores,

Up to 14: You should probably bid,

Between 1S and 200 Bid, but be careful,

21 and above: Don't bid, unless vou can find a
“breakthrough’ differentiator,

Key selling arguments
Cmce you've decided you'te going to tender Tor
work, sorting through whal’s important to vour
prospective  client whit
differentisle you from vour competitors can be a
daunting task.

In hard-fought competitions, how we deal with
even minor issues can make the critical difference
berween winning and losing.

and  determining will

Positioning your service proposal

These ilems are useful starting points in determining

how best 1o position your proposal to maximise your

probability of success:

* Credentials and evidence of your expericnce in
each area required.

*  Evidence of suceessTully handling routine matiers
in each area of interesl.

* Examples of successfully handling unusual or
high-risk matters of relevance.

= Depth of your feam,

*  Specialisations of your lirm or practice aroup.

*  Participation, representation, and profile of your
firm in each service arca required and the client’s
ndustry or markets,

* Any special techniques or stratcgies used or
developed by your firm.

* Evidence of effectiveness of vour recommended
strategies and approaches,

* How can yvou best demonstrate vour track record
ol suceess?

* Geographical coverage - appropriateness al the
lecation{s) at which you olfer service.

* How you'll handle geopraphically
matlers, work outside your normal patch, and

remota

peripheral matlers beyvond your core services,

* How you'll manage the relationship.

* Who will be vour key liaison point and team
leader?

* What service or client satisfaction guaraniees
will vou offer?

vou reduce the

transitioning their work to yvou'!

How  will chienl's sk in

Pitching your price

This checklist will help you work through issues of

fees, pricing, and billing when developing vour

proposal:

* Structure of fees: hourly rales, day rates, fixed
Fees, event costs, capped fees, lee cstimatcs,
volume discounts, project budgets, success or “ul
risk” components, relainers, client satisfaction






