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2019 ANNUAL CONFERENCE 

I cannot begin to express my gratitude for being the recipient of this year’s Suncoast Chapter 
scholarship to the 2019 Annual Conference.  As the administrator of a young firm, my managing 
partner has not had the opportunity to experience the many benefits of sending his manager to 
the conference.  I have no doubt, however, that the quantity and quality of information and 
education that I returned with will earn me the firm’s support for attendance at future 
conferences. 

Many of us had travel issues in our attempt to arrive at the conference this year, thanks in part to 
the number of planes being grounded due to mechanical issues and in part due to weather.  I was 
one of those affected by travel cancellations and delays, causing me to miss the welcome session 
event on Sunday.   

I did arrive by Sunday evening, thankfully able to be there for 
Monday morning’s Keynote Session with Molly Fletcher:  
Leading the Way: Inspiring Go-Getters and Game Changers.  
A female sports agent in a man’s industry, Molly is known as 
the “female Jerry Maguire.”  Her inspirational message was 
full of many takeaways for those of us wanting to become the 
best leaders we can, including: 

 Discover the gaps in the lives of people you serve in order 
to add value to their lives. 
 Discover your own gaps. 
 Clarity is important – do not lose rational in pursuit of 
transactional.  Be clear in the types of relationships you are 
building. 
 Decide who gets your energy and who doesn’t.  Are they 

better than their problems? 
 Determine who is draining you.  Do they deserve you? 
 Be disciplined about being present. 
 Winners recover from adversity faster than others.  Create a smile file to help you through 

the tough times. 
 Execution is important – sit and find out what others see as success and then hold them 

accountable. 

Tuesday morning’s speaker was equally as 
motivating.  Nicole Malachowski, the first 
female pilot to fly as an Air Force Thunderbird, 
spoke on Harnessing Headwinds.  She shared 
the importance of building an organization 
based on mutual trust and how to deal with 
adversity. 

https://mollyfletcher.com/
https://premierespeakers.com/nicole-malachowski
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 Remember when battling negative people:  “You are not my audience.” 
 “When everything seems to be going against you, remember that the airplane takes off 

against the wind, not with it.”  Henry Ford 
 Failure is the price of entry for achieving something great.  Focus on the long game. 
 You build trust by being trustworthy. 
 Always honor the wingman contract. 
 When you hit turbulence, loosen your grip.  Yield to overcome. 
 Steel sharpens steel:  share what went wrong in a safe environment. 
 The runway behind you is always unusable.  Don’t look back. 
 Choose an unscripted life. 

These women were immensely motivating, with takeaways that could immediately be put into 
practice.  Likewise, the information offered in the educational sessions was so vast, it was 
sometimes hard to decide which session to attend during a given timeslot.  You can see the entire 
list here.  To see a summary of the sessions I found most informative for my purposes, click here 
for this entire article. 

HOW TO CREATE AND IMPLEMENT A SUCCESSFUL MENTOR PROGRAM 
Bianca Moreiras, of Bianca Moreiras & Associates 
 
Step One:  Define the firm’s mission (purpose) 
and vision and tie the mentor program to it. 

Step Two:  Develop the plan. 

 What are the goals? 
 Develop training for skill development. 
 Provide opportunities for shadowing 

and second chair exposure. 
 Allow allocation for mentoring time for 

both mentor and mentee. 

Step Three:  Decide how much you are allocating to the program. 

 How many hours per week?  Schedule it. 
 How will it take place – lunch meetings, client introductions, socials, marketing? 
 How will mentor and mentee receive credit for time spent? 

Step Four:  Decide how the program will be evaluated and measured. 

 Evaluation and re-evaluation. 
 Origination generated, networking. 
 Hours tracked. 
 Face to face intake.   

A carrot with no direction will not be successful.  A good mentoring plan should be written with 
clear and concise vision that meet’s the firm’s goals.  The key to retention is an environment that 

https://files.constantcontact.com/7ab7a27c301/7fab9b47-ee62-4349-9250-70ca01e36b1b.pdf
http://www.biancamoreiras.com/
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provides development and a sense of belonging.  Everyone wants to know how much you care 
about their success. 

MEASURE WHAT MATTERS 
Eileen Whitaker, Senior Learning & Change Management Consultant at Traveling Coaches 
 
 What is the value of your learning programs? 

 Usage v. adoption 
 Usage – machine – quantitative 
 Adoption – people – qualitative 
 Satisfiers = recognition, 

involvement, personal growth 
 Dissatisfiers = salary, policy 

 The purpose of a learning program is to 
drive performance. 

 4 key assumptions:  purpose, data, 
quality, effort. 
 Data drives decision making. 
 Quality meets expectations of employees. 

 To determine what matters to your organization, consider mission, vision, values and 
goals. 

 To determine your values, look at your website.  For example, what does it say about 
client service and innovation? 

 Our solutions need to align with our strategic goals.  What problem is the solution solving? 
 Increase productivity 
 Increase efficiency 
 Increase profitability 
 Increase service 

 Level 1: Reaction – To what degree did learners react favorably to the learning 
experience?  (Are they positive about the experience?) 

 Level 2: Learning – To what degree did learners acquire intended skills based on 
participation in the learning experience? (How do we know they learned?  You can use 
an assessment test to measure learning.) 

 Level 3: Behavior – To what degree did learners apply what they learned back on the job?  
(Are they applying the skills?) 

 Level 4: Results – To what degree did targeted outcomes occur as a result of the learning 
experience and reinforcement?  (Did we achieve the expected results?) 

 What KPIs are you applying to your learning program?  Some examples: 
 Quality of content / delivery 
 Document health 
 Time to competency 
 Client satisfaction 

https://www.linkedin.com/in/eileenwhitaker/
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 User adoption 
 How do you create useful KPIs? 

 Identify up to 3 for each strategic objective. 
 Make them performance related. 
 Make them clear and concise. 
 Focus on the present and future. 
 Seek continues improvement. 
 Define: 

 Desired outcome. 
 How you will measure progress. 
 How you can influence outcome. 
 Who is responsible for the outcome. 
 How you will know you achieved the outcome. 
 How often you will review progress toward outcome. 

MOTIVATING PEOPLE FROM THE INSIDE OUT 
Judy Ryan, owner of LifeWork Systems  
 
 Today’s Challenges 

 Complexity, including digital transformation 
 Diversity: breaking barriers, including inter-generational 
 People: attract, develop, engage and retain top talent 
 Innovation: stay relevant and ahead of competition 
 Poor behavior: conflict, gossip, under-performance 
 Stress: wellness, health costs, absenteeism 

 Gallup poll on engagement: 
 Actively disengaged: 16% of US workers, costing $16k/year each 
 Disengaged: 55% of US workers 
 Fully engaged:  29% of US workers, providing gains of $32k/year each 

 Employees have four core needs 
 Empowered – let them 

make some decisions on 
how they accomplish tasks 

 Lovable – listen to who 
they are so they feel seen 
and heard 

 Connected – relationships 
that matter 

 Contributing – make them 
feel needed 

 When core needs are not met, it becomes a big distraction 

https://www.lifeworksystems.com/
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 Culture Type:  Control 
 Bottom line is more important than people 
 “Because I’m the boss” … “Because I said so” 
 Incentives – carrot – are demotivating 
 Scarcity minded 
 Less quality minded 
 Teaches people to be people pleasers – no innovation 
 Enabling makes people weak 
 Idea that boss and friend are mutually exclusive – this is old school thinking 
 The use of incentives is counter-productive to internal or intrinsic motivation! 

 Culture Type:  Responsibility-Based Model 
 Puts people and purpose first 
 Relational 
 Shared power 
 Intrinsic motivation 
 Commitment 
 Uses a coach / mentor type of community instead of leader / manager 
 Always offer a compliment at the beginning of mentoring sessions 
 Helps people be in the right jobs doing the right work 
 People have a sense of meaningfulness, a sense of progress, a sense of choice, a 

sense of competence 
 Celebrate progress 
 Building trust a common theme – built through straightforwardness, honesty, 

disclosure, respect, recognition, seeking excellence, keeping commitments. 
 Building trust when there are issues “in the air” – “I don’t feel like I have a 10 

with you right now – let’s talk about it” 
 People need to feel that they matter, they’re contributing, they’re an adult with the 

opportunity to make some of the decisions (don’t micromanage) 
 People need to feel they are exceeding expectations 
 Provide just the right amount of challenge to be in the zone – too much challenge 

discourages; too little challenge creates boredom 
 Believe in people! 
 If people do not feel a sense of progress, life is frustrating and they feel stuck, 

helpless, ineffective, and they may burn out and drop their commitment 
 What gets measured improves – create blueprints to assist staff in tracking and 

reporting results.  Choose activities and monitor progress. 
 

CREATING A CULTURE OF EXCELLENCE 
Judy Ryan, owner of LifeWork Systems 
 
 Unresolved psychological contracts 

https://www.lifeworksystems.com/
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 Belief system of what we are entitled to receive and what we are required to give. 
 People often leave emotionally before they take physical steps. 
 By then, your actions are too late. 

 
Sample Psychological Contracts.  Neither is right or wrong.  (This conversation was an eye opener 
for me!) 

Baby Boomer Employees Millennial Employees 
I deserve greater respect for my age and title, 
and you must earn my respect. 

I deserve equal respect for being a worthy 
human, regardless of my age. 

I teach you and know best because of your 
lack of age and experience. 

I know a lot and should be able to teach you. 

I’m THE leader. You’re presumptuous to take 
the lead without my invitation. 

I can lead and you should want to follow me 
when it makes sense. 

I expect you to be grateful for this job and to 
show it through submission. 

I expect you to treat me with thoughtfulness 
and to refrain from coercion. 

I expect you to understand what matters to me 
first and to please me. 

I expect you to try to understand what matters 
to me first and to please me. 

 

 5 Steps to Disengagement 
 Start with enthusiasm 
 Question decision 
 Think seriously about quitting 
 Try to change things 
 Resolve to quit (not necessarily quit job, but quit being fully engaged) 

 Teal organizational model (Simon Sinek) 
 Shared power, self-governing, decentralized, fluid, flexible 
 Everyone leads and advances based on initiative and opportunity 
 Purpose is more important than profit – treats people as the most important asset 
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 Helps others to have freedom with responsibility 
 Promotes wholeness where personal and professional lives co-exist 
 Only model in which the four quadrants of need are met (empowered, lovable, 

connected, contributing) 
 Need consistent expectations for behavior 
 Creates outcomes of abundance, freedom, scalability (can double, triple or 10X 

overnight with ease), significance, work/life balance 
 Emotional Intelligence 

 Self-Awareness:  I am aware 
 Self-Management:  I am on top of all there is for me to manage 
 Social Awareness:  I have social interest 
 Relationship Management:  I influence and inspire trust and harmony 
 When we are in fear toward another person, we are in attack mode. 

 Intrinsic Motivation 
 Stop making people feel like you control them all the time 
 Power with Service 
 When people feel they have no choice, there are two ways they react:  (1) resentful 

compliance with no emotional ownership and with victim thinking or (2) “no, you 
can’t make me” 

 Responsibility based culture promotes accountability, which is an inside job.  
Otherwise, you’re controlling their behavior through coercion. 
 

RETHINKING PROFITABILITY IN A CHANGING MARKETPLACE 
Timothy Corcoran, Faculty and Consultant, Legal Lean Sigma Institute 
 
 Present model: we start with the premise that our revenues are capped (not good!). 

 Potential: how do we profit due to our experience?  How do we deliver our 
services differently to generate higher profit margin? 

 “If no one has every pushed back on your rates, then your rates are too low.” 
 Look at standard hours per timekeeper to determine the ideal service delivery. 

 This is a long-term proposition that does not happen overnight. 
 If we can’t achieve our rate in realization, what can we do differently? 
 Develop dashboards that look at matter profitability to set future AFAs. 
 Actively remove clients with low profitability. 
 Develop long-term strategy with profit targets. 

 What is the cost of the rainmaker?  They are making an important contribution, 
but there is no billable hour attached to their rainmaking effort.  That cost has to 
be assumed by the billable hours of the timekeepers. 

https://www.bringintim.com/
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RETHINKING PARTNER COMPENSATION IN A CHANGING MARKETPLACE 
Timothy Corcoran, Faculty and Consultant, Legal Lean Sigma Institute 
 
 Most current compensation plans reward outcomes – we need to drive behavior. 

 It should be a guide for a productive, successful practice. 
 If your compensation plan conflicts with your strategy, your compensation plan is 

your strategy. 
 Don’t create a compensation plan that encourages partners acting in their 

own best interest 
 Partners need (1) goals; (2) regular feedback on status v. goals; (3) how can 

we help you achieve the goals? 
 If the system is not easy to administer, it is a sign.  Make it more 

streamlined. 
 Fund succession planning. 
 It is the responsibility of management to align what is good for the partners 

with what is good for the partnership. 
 What do we reward?  Intangibles: 

 Matter Management 
 Billing Tasks 
 Mentoring 
 Recruiting 
 Firm / Practice Management 
 Community Involvement 
 Firm Mindedness 
 Don’t be a jerk 
 If they don’t behave like an owner, pay them, call them a partner, but don’t 

make them an owner. 
 Create position descriptions. 

 Allocate value for the different buckets: 
 Baseline 

expectations 
 Personal 

production 
 Client and matter 

management 
 New business 

development 
 Firm governance 
 Practice innovation 
 Address any gaps 

between the buckets 

https://www.bringintim.com/
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and our current partners.  High performing teams are comprised of 
individuals with unique talents and skills coming together to deliver an 
output that is greater than the sum of its parts. 

 Don’t force partners into a bucket – some are rainmakers, some are not.  If 
we adjust our compensation accordingly, the pie grows. 

 Contribution drives rewards. 
 Build a business plan for the year to drive behavior.  Examples: 

 Number of business meetings, etc. needed to meet goals 
 Gap analysis of what clients have and need 

 Create transparency 
 What does it mean to be a partner here? 
 What actions demonstrate this? 

RETHINKING PRICING IN A CHANGING MARKETPLACE 
Timothy Corcoran, Faculty and Consultant, Legal Lean Sigma Institute 
 

 Cost Plus Pricing 
Add costs and desired profit margin 
Multiply number of timekeepers and hours and 
divide by total cost and profit to get target billable 
hour rate 
Most firms send out rate increase letters in the fall 
for the following year 
Some matters are “inelastic” – “luxury” goods 
where a change in price has little effect on demand. 
If no one is challenging your price, then your price 
is too low. 

 Quality Control 
 Process Improvement + Project Management = Quality Control 
 New UPBMS task codes can assist in evaluating where we are spending our time 

for future budgeting purposes and process improvement analysis 

THE PERFORMANCE METRICS DASHBOARD 
Frederick Esposito, MBA, CLM, COO of Rivkin Radler 
 
 Animate / Use Colors / Show Trends / Tell a Story 

 Serves as a performance diagnostic tool 
 Directs process improvement efforts – define where we need to go, how we will 

get there (process improvement & project management), and the dashboard will 
tell us when we are getting there. 

https://www.bringintim.com/
https://www.linkedin.com/in/fjesposito/
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 What gets measured gets done 
 Define 

 What KPIs will you 
track?  They need to be 
specific, define success 
and guide firm strategy.  
Clearly defined – big 
rocks first, pebbles next.  
Should include 8-10 
KPIs. 

 Who needs to see the 
dashboard? 

 Where will the data come from? 
 How frequently will it be updated? 
 What format will it be in? 

 Balanced Scorecard Approach 
 Financial Performance 

o Performance KPIs 
o Operations 
o Marketing / Business Development 

 Client Service 
o Client Satisfaction 
o Client Retention 

 Learning and Growth 
o Organizational effectiveness 
o Human Capital 
o Training / Resources 

 Internal 
o Quality of Work 
o Process Improvement and Project Management 

 Sample Firm Business Objectives 
 Financial 

o Billable hours per timekeeper 
o Average billed rate 
o Leverage 
o Billings / revenue per lawyer 
o Net income as a percentage of revenue 
o Realization rates 
o Number of matters opened 
o Cash flow statement 
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 Client Service 
o Efficiency and focus 
o Added value 
o Client survey results 
o Retention / referrals 
o Practice areas per client 
o Dormant client percentage (clients with no activity in 12-18 

months) 
 Learning and Growth 

o Employee development 
o Education / CLE 
o Desired performance 

 Internal 
o Processes 
o Work managed 
o Innovation 
o Excellence – write-offs and write-downs can impact excellence 
o Results! 

 Marketing 
o Number of hits on website per month 
o Number of speaking engagements per month 
o Number of new clients per month 

 Determine average cost per lawyer per hour to determine some metrics 
 Determine what is the breakeven rate for the firm? 

 Dashboard Implementation 
 Historical data analysis 
 KPI design / benchmarking 
 Reporting design (OBDC in Excel?) 
 Evaluation 
 Firm performance baselines 
 Control phase – is it the result you’re looking for? 

 
ARE YOU READY FOR IT?  THE LAW OFFICE OF THE FUTURE. 
Jessica Mazzeo, COO of Griesling Law 
Tracy Elmblad, COO of Hinshaw 
James Cornell, Office Administrator of Shook Hardy & Bacon 
Kasey Garcia, Sr Mgr, CBRE Workplace 
 

 Fewer young professionals are choosing law of a career – down 25% from 2013 (46,776) to 
2017 (34,992) law school graduates 

 Baby boomers are retiring – 16% of partners by 2021, and 38% of partners by 2026 
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 43% of Americans work remotely some of the time.  50% of medium and large firms offer 
flexible work arrangements. 
 On average, law firms occupy 65% 
more space than their peers in corporations. 
 Law firm workplace trends 
 Increasing transparency and 
openness with low-panel workstations and 
glass-front offices 
 Investing in technology that 
enhances ability to work anywhere, any time 
 Reducing firm reliance on paper 
through digitization of work materials 

 Committing to 1 or 2 standard office sizes, favoring functionality over prestige. 


