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innovation, to many, is the province of “high tech” companies, 
particularly those associated with the fast-changing environment 

of the internet, mobile phone apps, bio-tech, and the like. these are 
certainly areas where innovation and its impact are most noticeable.

but what about those professions not generally considered ahead 
of the curve? Where does innovation sit in the service industry, and 

to what extent is the legal profession becoming “innovative”? if 
technology is arguably not having such an obvious impact, what is 
the necessity for elevating innovation as a key factor in developing 

and executing a firm’s strategy? What should drive a firm to radically 
reconsider its mix of services or even its underlying “business model”, 
which describes the building blocks upon which the firm’s strategy is 

built and delivered?

Are clients being particularly influenced by the winds of change, and 
are they demanding new ways of engaging with their legal advisors? 

Can – or should – law firms capitalize on those changes and adapt 
their processes, to re-evaluate the value they deliver to their clients? 

these are but a few of the drivers behind the current rise in interest in 
innovation within law firms.

this compilation deep-dives into the key areas that drive innovation 
forward in the legal profession, combining the views and experiences 

of 15 leaders in their fields.
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Innovation – it’s the word on everyone’s lips. How to go about it, what it 
can do for your business – what even is it? Can innovation be applied in 
the legal environment?

Such is the interest and appetite for legal innovation that, in the last 18 
months, ARK has published over a dozen titles with innovation in their 
remit, covering everything from knowledge management to pricing, 
from marketing to recruitment, and everything in between. This compi-
lation deep-dives into the key areas that drive innovation forward in the 
legal profession, combining the views and experiences of 14 leaders in 
their fields. 

Why do we need an innovation agenda? Where and how do we start? 
What are the common scenarios which drive innovation and what 
should determine our approach? The opening chapter of this book, by 
barrister Duncan Hart, aims to answer all these questions, including 
determining the values, behaviors, and processes that provide the foun-
dations of innovation for the leadership team to build upon to bring such 
an agenda forward.

Chapter 2, by Markus Hartung and Arne Gärtner at Bucerius Law 
School, Hamburg, provides an overview of disruptive innovation in the 
legal service industry. While new market entrants do in some cases have 
the potential to replace at least parts of the traditional law firm service 
offering – a threat to “traditional” providers that is only going to increase 
– it is the companies who foot the bill for both “traditional” and “alterna-
tive” providers who will ultimately be responsible for driving the future 
of innovation in the legal industry.

While law firms strive to extract more work from their clients, general 
counsel are under greater pressure to keep more work inhouse and to 
prove their value through visible revenue growth. In chapter 3, Deepa 
Tharmaraj, legal director at Dell, looks at why creativity and innovation 
are the key to value enhancement for legal departments, and provides 
the in-house perspective on innovation and growth in a lean in-house 
legal department.

Executive summary

Ark_Innovating_RO_Text.indd   9 28/06/2018   16:05



x

Executive summary

Chapter 4 describes the foundations on which a firm can build a more 
systematic and intentional approach to innovation. Adam Billing and 
Abigail Hunt from Møller PSF Group describe the barriers firms are 
likely to encounter, and how these may be overcome.

Duncan Hart returns to author chapter 5, looking at the tangible and 
intangible aspects of a law firm and its people that encourage innovation. 
Chapter 6 then explores the reasons why law firms fail to meet client 
expectations, and how this can negatively impact the firm’s performance 
and profitability. Drawing from inside experience from both in-house 
counsel and law firm departments, Chris Howe, director at Raedbora 
Consulting and a lead advisor at DealScoper.com, looks at how clients 
are beginning to force the pace on innovation, and what it will take for 
firms to be a winner rather than a loser.

Chapter 7, by Mark Gould, founder of Mark Gould Consulting, looks 
specifically at how knowledge management – which in most law firms 
is geared towards improving access to knowledge or expertise – can 
instead be leveraged to create a culture where innovation is part of the 
fabric of the firm. 

Moving on to the theme of technology, chapter 8 looks at the role of 
technological innovation, and how it has played an important role in 
slowly reshaping the way in which lawyers conduct their profession. 
Emerging technologies, says J Stephen Poor, chair emeritus at Seyfarth 
Shaw, promise a deeper and more fundamental change in the way in 
which lawyers operate. This chapter reviews the historical context of the 
industry’s relationship with technology, and discusses the current stage 
of technological innovation. Stephen then offers perspectives on how 
new technologies can augment the role of people and work to reshape or 
enhance the attorney/client relationship.

Simon Nash, director at Insight Limited, discusses in chapter 9 how 
the law has evolved over time leading to lawyers preferring innova-
tion in small increments. However, in every generation there are one 
or two individuals, or firms, who redefine an area of practice with a 
bold paradigmatic change of the sort one more commonly expects to 
find in sectors such as tech or investment banking. When those changes 
are successful, they set the scene for the next phase of incrementalism 
within that new paradigm. This chapter shows how practices of different 
sizes have sought to innovate their reward structures, demonstrating 
how solid management outcomes can be achieved, whether in terms of 
the Maister model variables of margin, pricing, utilization, and leverage, 
or through a psychological analysis of extrinsic and intrinsic work 
motivators.
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This chapter leads nicely to a series of three case studies on innovation 
in law firms. In the first, Scott Rechtschaffen from Littler Mendelson, 
argues that a true innovation strategy “envisions dramatically and 
comprehensively changing the way firms interact with and serve their 
clients”. The case study describes how Littler Mendelson has used inno-
vation as a game-changer over the past two decades and how KM can be 
the foundation of a comprehensive content marketing strategy.

In the second, Oz Benamram and Kathy Skinner reflect on how White 
& Case became a hostage in a vendor relationship and used innovation to 
find a solution. With reference to the suppliers of legal information and 
change management, Benamram and Skinner describe how White & 
Case has optimized its research tools to deliver value through increased 
efficiency and – interestingly – reduction of costs to clients.

For employees to feel truly engaged with a business, their values must 
be aligned with those of the organization so that they derive meaning 
from their work – so says Michael Bradley of Marque Lawyers. In the 
third of the case studies, the managing partner of the Sydney-based firm 
candidly talks about the pressures in the legal marketplace, the values 
that drive Marque Lawyers and set it apart, and explains why it’s an 
exciting time to be a lawyer – for those who can see past the threats to 
the opportunities of an overcrowded market.

Two final chapters complete this compilation on innovation. John 
Alber, legal futurist at the ITLA, dives deep into Design Thinking and 
explains how this empathy-based approach to innovation can be applied 
to legal service design, illustrating his chapter with successful examples 
from within and outside the legal sector. Finally, Duncan Hart concludes 
the book with practical lessons for law firms wanting to engage in 
innovation.
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the legal sector with the firm’s deep knowledge. He was head of knowl-
edge management at Addleshaw Goddard LLP between 2006 and 2014, 
and a PSL at the same firm from 2001. Prior to that, he spent 13 years 
teaching law at the University of Bristol.

Duncan Hart practiced as a barrister and solicitor for over 20 years 
before becoming the regional managing director of one of Australasia’s 
largest firms with over 2,000 employees. He became a full-time 
consultant in 2002. His various consultancies have taken him from 
Silicon Valley to Shanghai, and his clients include not only law firms, 
but a wide cross-section of industry groups, including manufacturing, 
health, education, and IT.

Duncan’s first book, The Strategic Law Firm (Ark Group, 2010), argued 
the case for a more strategic approach to law firm management, and in 
particular the adoption of the types of strategic planning tools and meth-
odologies that he had seen in operation in many of his clients’ industry 
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More recently, his background in intellectual property has led him 
to explore more closely the role of disruptive technologies and busi-
ness models in various sectors, including law, patent attorney, and 
other professions. Many of his recent assignments involve the so-called 
“start-up” sector, and larger more mature industries where clients are 
seeking to develop innovation-based strategies in fields as diverse as 
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In all his assignments, Duncan draws from a rich palette of industry 
and professional experience, and he is committed to the belief that law 
firms, like any other business, have much to learn from other sectors, 
particularly in the area of innovation-based strategy. In short, they 
should be encouraged to experiment to find new, and hopefully better, 
solutions for both the firm and their clients.
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