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and players in the legal tech industry have lined up their wagons at the

I T'S 1889 IN THE LEGAL PROFESSION,
Oklahoma border.

For enterprises in the emerging legal tech space, the conditions could hard-
ly be more inviting. Stretching out before them is an impossibly bounti-
ful landscape — one that is equally rich, unsettled and desperate for their
presence. The market for legal services in the United States alone measured
$437 billion in 2016. That’s a whole lot of land to rush, even if legal tech
firms aren’t going to occupy every acre of it. Better yet, the territory is
largely open. Given how young the legal tech field is, entrenched players
are few and far between. And given the diversity of their product offerings,
a relatively small number of legal tech companies are competing directly
against each other.

Together, they stand at the edge of a profession that once walled them out,
but now needs their help. Since the Great Recession of 2008, sustained
pricing pressure from corporate clients and rapid technological leaps have
combined to create the present environment in which law firms and corpo-
rate legal departments are not just open to technology-based solutions to
problems formerly overcome by brute lawyer-hours, but actively inviting
them in.

For legal tech firms, it’s all there for the taking.

THE QUESTION 18: WHAT'S STOPPING THEM?

METHODOLOGY

In preparing this report, Baretz+Brunelle sur-
veyed senior executives at a wide variety of

legal technology firms, including e-discovery

service providers, legal research companies
and alternative legal services providers. The
results are based on more than 100 responses
received between February 14-28, 2018.




BARETZ* BRUNELLE undertook this first-ever Legal

Tech Go-to-Market Report to find out. Of course, many legal tech com-
panies are capitalizing on the above-described conditions and enjoying
considerable success. But like others in the space, we also have heard
persistent anecdotal reports of challenges legal tech companies face in
executing “go-to-market” strategies.

This is no surprise. Across all industries, the failure rate for venture-backed
startups stands at 75 percent. To contribute to the dialogue in legal
tech, however — and to provide insights for industry participants — we set
out to gain a clearer picture of how legal tech firms are deﬁning, experi-
encing and struggling with the process of going to market. This report is
the result.

75%
FAILURE
RATE




A NOTE ON TERMINOLOGY

The term “go-to-market” or “go-to-market strategy” means
different things to different people. Generally, it is under-
stood to refer to an organization’s plan for using its resources
(including its sales force) to deliver its goods or services to its
client base.

The significant majority of our survey respondents — 81 per-
cent — expressed a belief that the term encompasses a combi-
nation of sales strategy, marketing strategy, public relations,
strategic communications and product development.

O7%

felt that the legal tech industry has no
firm grasp of go-to-market strategy

The anecdotal reports we had heard did not prepare us for the extent to which the
go-to-market activities of legal tech firms lack coherent or strategic thought.

The study’s most powerful finding revealed that 97 percent of respondents
felt that the legal tech industry has no firm grasp of go-to-market strategy, or,
at best, has a scattered one.

The survey’s additional results underscore this point: They demonstrate great

confusion within legal tech firms on three central components of any go-to-
market strategy — what to sell, how to sell it and whom to sell it to.




WHAT TO SELL

Fewer than half of survey respondents had a clear understanding

INDUSTRY VOICES

of how profitable their practice areas or products are. Careful go-to-market planning makes all
the difference in getting legal tech compa-
nies to the next level, says
the former president of Bloomberg BNA
Legal Division/Bloomberg Law and the
co-founder and former co-CEO of Pangea3.

. . A thoughtful go-to-market plan and program
Do you know how prOfItabIe your praCtlce is ultimately what separates great companies

areas or prod UCt(S) really a re? from great products,” he says. “Creating that
requires understanding all of the various client
types, and the buyers and influencers at those

) ) ) clients — and staying in constant communica-
No idea/small idea but no firm grasp

567%

tion with all of them. Ultimately, winning com-

% panies get there by learning how to focus on,
///////////////% and prioritize among, the clients that derive

the most value from those companies’ products

and services.”

Yes, we monitor and survey top clients

44% sz



How 1o SELL IT

The results also demonstrated a widespread lack of consensus within legal tech firms on two key

aspects of their business: messaging to the market and allocating business development resources.
On messaging, more than half of respondents felt some level of disconnect between sales and
marketing in their organization. Meanwhile, other questions revealed that many respondents do
not take strategic approaches to budgeting or time management.

How do you spend the bulk of your time growing your business? Do you have a fixed
| budget allocation?

Do you feel that there is a common disconnect
between sales and marketing in your organization?

Yes/Sort of No

INDUSTRY VOICES

Henry Dicker, the group president of

Nexem Legal (otherwise known as the
“Godfather of ALM’s LegalTech confer-

ence”), indicates that developing harmony

between sales and marketing is a major
key to solving the go-to-market riddle.
“Companies that truly commit to solving
the disconnect between sales and marketing
will stand out of the competition, better meet
the needs of their customers and significantly
grow their business,” he says.

Shawn Gaines, the head of marketing
at Relativity, points to legal tech firms
relying on the same marketing activities
year after year, and not always focusing
on what makes them unique. “Zhere are
a couple of key events a year, there are specif-
ic thought leadership groups and a handful
of advertisers that companies typically work
with without building out their own differ-
entiated strategy to reach the persons they
need to reach.” The mentality is: “7his is
what I'm supposed to be doing.”




Wuaom 1o SELL IT TO

One of the survey’s most startling findings was the lack of clarity expressed by legal tech firms
with regard to the identity of their buyers. When asked whom they are selling to, respondents

identified a very wide range of personnel and departments.

37% 48%

Law Firm Executive Law Firm
Directors Lawyers

s

249%

Corporate Legal Corporate
Operations Compliance
Departments

37%

Law Firm CIO,
CISO, CTO or CFO

27%

Corporate
Procurement
Departments

21% 63%
Law Firm CMO or In-House
CMBDO Counsel

=,

11% 18%

Anyone Who Will Other
Listen to Us

INDUSTRY VOICES

Legal tech firms’ confusion over the
identity of their buyers is exacerbated
by the differences between large firms
and small firms, elite firms and non-elite
firms and those geographically concen-
trated in large cities as opposed to those
spread across many locations.

“You may need to have very different con-
versations with a law firm partner, or an
IT person — and even that is shifting really
quickly,” says , vice president

. “When it

comes to personas, there is a lot that we are

of marketing at

still figuring out and honing. We are try-

ing to segment a market that is constantly
changing. The conversations that you have
with elite New York law firms versus smaller
regional firms may be completely different.”




es, these are heady times for legal tech. And yes, there is a land rush. Hundreds of billions

‘ in legal services dollars await the legal tech companies that provide the most effective tools
for law firms and corporate legal departments. But it is not just a matter of cutting a ribbon,

rushing in and picking revenue off the prairie. In addition to having competitive products, legal tech

firms must have thoughtful strategies for approaching their market.

Our Legal Tech Go-To-Market Report has revealed, starkly, just how absent that strategic approach
is across the industry. We expect that in the months and years to come, the leaders that think most
critically about what products they should be selling, how they can most effectively sell them and to
whom they should be selling them, will experience the greatest success in the legal tech space. The
answers to those questions will be their compass in the land rush that is taking place in legal tech.
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aretz+Brunelle is a strategic communications and digital marketing agency.
We help businesses in the legal and financial industries Stand Above.
Our clients are elite law firms. Top financial advisors. Well-known corporations.
Technology innovators. Business pioneers. Our mission is to help them be more
respected, trusted and remembered.

We have been named the “Best PR Firm in the U.S. for Law Firms” by The National
Law Journal, the “Best PR Firm for Law Firms” by the New York Law Journal, the

“Best Crisis Management Firm” by Legal Times and a “Leading PR Firm for Hedge
Funds” by Hedge Fund Alert.

Using a variety of innovative tactics tied directly to business strategy, we help our
clients break through the clutter to showcase their expertise, demonstrate their value
and influence their markets.

For nearly 20 years, we have helped our clients build brands, announce mergers and
other transactions, raise the profile of practice groups and top rainmakers, launch
new practices, promote new office openings, provide litigation support, protect rep-
utations and navigate crises.

Above all else, we are laser-focused on developing creative strategies that achieve
business goals.

For more information, please contact:

Ken Gary | Partner
kgary@baretzbrunelle.com 100 William Street, 18th Floor
646.512.8948 New York, NY 10038
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