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Strategic Planning Success Checklist

While each organization's growth strategy will be unique, based on its practices, people and ethos, there
are common ways that firms derail the strategic planning effort. This checklist will help you save time,
avoid frustration and achieve your strategic planning goals.

Decide who to involve in the strategic planning process.

Involving the right partners, staff and consultants in strategic planning from the beginning of the process
can make an enormous difference in the plan's success. While you may decide to have a small planning
team do the heavy lifting in terms of steering the plan and making significant decisions, you may also
choose to have a wider secondary group in order to involve partners who lead important practices or
geographies, critical influencers within the firm, and even the naysayers who are waiting around the corner
to put a wrench in any plan of which they are not a part. While the secondary group may not be included in
every strategy team meeting, they will be there to help bounce off ideas and get input on the various action
steps that come out of the plan.

At the very start, involve key decision-
makers whom the plan will impact.

If there is a lack of information flowing back to
the firm, people's imaginations may stay strong. SCC()nday Gr()up
The conversations may start, "If they haven't
told me anything, maybe it's because they're
getting rid of my practice group." In particular,
consider the practices and geographic areas you
will look at closely in the process. Ensure that
leaders of those groups and regions each have a
role in the strategy process and an ability to ask
questions and provide feedback on the plan

before it's distributed to the entire firm.

Include naysayers, particularly those who
can create problems in the future.

A firm will always have a small group of partners with unique ideas for managing the organization.
Unfortunately, some of these may become the critical naysayers in any planning process. It may be as
minimal as belittling the plan at a partnership meeting, or they may spread rumors about the plan before it
is in place. Those people can quickly derail a strategic plan if they are not appropriately involved. Be sure to
include them in a secondary group and invite them to share their ideas with your outside consultant so
they can provide their thoughts and input. Some of their critical points may even be beneficial, so their
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comments should not be discounted. By involving them early on, they will be less likely to diminish the
value of the final plan.

Ensure your professional marketing leadership is involved from the onset.

CMO, CBDO, Chief Marketing Director. Whatever title they may have, your senior-most business
development and strategy professionals within the firm should be involved from the start. These people
are entrenched in the day-to-day marketing of the firm, and they will also have a good handle on the
marketplace. What better source to tap and find out the firm's impediments to new processes? And if
these professionals are forward-thinking, they may also have great insight into what is happening within
the legal community.

Use outside help to shepherd the process along.

A strategy consultant is essential to the strategic planning process. The consultant will shepherd the firm
through the process in order to ensure the plan is created and implemented. If chosen correctly, the
consultant will have experience from working with many other firms that can be applied to your firm's
situation. With that experience in mind, they will be able to understand the potential roadblocks in the
process, make recommendations to champion the plan, help you create buy-in, and craft an implementation
program with articulated deadlines, tasks and responsibilities.

Allow the consultants to interview clients, partners and others in the firm.

If you have an experienced consultant doing this work, they will want to speak to a wide variety of people
before making any recommendations. They will likely want to interview several practice heads and other
key influencers. While a specific group of partners might be approached by the consultant or planning
committee to be interviewed, any partner who wants to be included and interviewed should be allowed.

More quantitative surveys of the partnership will help you gather information about each individual's
thoughts, which can be beneficial. A survey that goes out to partners, council, and in some cases, associates
can help gather information and may factor into the decision-making process. These can also be essential
tools to help report to the partnership what the project leaders are hearing.

Maintain ongoing communication with the partnership.

A lack of regular communication is often one reason strategic plans languish. Decide in advance on the
timing and mechanism for updates. The partnership will want to know how the plan is progressing and, in
particular, what the program means for them. For example, they will question how resources will be
allocated to their practice area and if they will be allowed to hire additional lateral partners or promote
from within. They will also wonder about their livelihood and positions within the firm. To avoid any
apprehension, it is essential to have regular check-ins with the partnership as a whole. Regular partner
meetings, if they take place, are a good spot for these to occur. Showing where you are in the process and
providing a timeline of what happens next will ease partners' curiosity.
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Roll out the plan in stages, to the most affected )
parties first. . ]
Clarifying Gathering Data Analysis Phase
. Objectives —
At each stage, present to the partnership where you are Hectves >
in the process and allow for questions. People will have l l y
them, and while you can't answer all of them, being able
to address them honestly can help ease minds and avoid
pushback. Having transparency around the process can Create Develop
Results Rollout Action Plan Tracking
be very helpful. —_t) ™ Methodology
When presenting the results, carefully consider who l

should receive the information first. Be sensitive to those
most affected and work with them during the first period.

Create a follow-up plan with objectives and tactics.

Once plan is done and the PowerPoints have been presented,
what's next? Unfortunately, most strategic plans fail because

they lack the mechanisms to follow up on the critical steps

Tactics Tactics

recommended and agreed upon.

Tactics | Tactics

A finished project should be taken and then developed into
objectives and tactics. Objectives are the things you want to
accomplish, and tactics are how you will get them done. For
example, if the objective is to grow the white-collar crime
practice in the northeast, the tactics might include hiring various lateral partners with government
experience, promoting the practice’s trial victories to Legal 500, Chambers and other directories, providing
PR support for the practice and selecting three partners that will be promoted for the year. As you can see,
various tactics will help to fulfill the objective, but they should only be implemented after that objective is
agreed upon.

Decide who will do what and by when.

Knowing what needs to be done and doing it are two different things. Set priorities and agree on timelines
for execution. Next, agree upon clear-cut articulated tactics and ensure who will accomplish which ones.
Put it all down on paper.

Have a task force to get the work done.

Firms often find that creating a strategic execution task force, often made-up of some of the original
strategic planning committee members, makes excellent sense. The task force is set up to ensure that the
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tactics are accomplished. Each task force meeting should have a clear-cut agenda, and the session generally
should not last more than one hour.

Agree upon key check-in points to see how plans are progressing.

Whether using a task force or another planning method, you should have clear-cut check-in points of when
things are meant to be accomplished. This way, you can be aware of and address any impediments to
fulfilling tactics and ultimately ensure a successful rollout of your strategic planning goals.

For additional ideas on how to get started on conducting a strategic plan, or putting the appropriate
tactics into place, contact me at
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