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Objective
• Firms increasingly recognize the benefits of 

an integrated approach to their intelligence 
systems, harnessing information about 
clients, markets, competitors and breaking 
news to drive progress towards business 
goals. 

• What you can do to help build a more 
effective system in your firm? 



What to take-away today 

• How to use “intelligence”
• Understanding the limitations of research 
• Practical ideas on what to look for
• A simple model to help you focus
• Some steps to building effective work 

habits and processes



Agenda
• Introduction  - LexisNexis & client 

development
• Competitive intelligence overview
• The competitive intelligence model
• Practical examples
• Summary points and take-aways
• Questions
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Competitive Intelligence

Eliminating, not creating, choices



What it CAN’T Do

• Predict the future
• Eliminate risk
• Guarantee wins
• Take the place of client input
• Do the work for us



What can it do?

• Eliminate choices, focus efforts
• Reduce wasted resources
• Allow follow up by creating a process
• Hit the three top goals of most lawyers

– Increased client service
– Increased revenue
– Beat the other firm down the street
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The World is a Big Place



What is CI?

• Also known as: MI, Market Research, etc.

• Definition: researching, analyzing and 
acting upon information in order to 
influence strategy for ongoing business 
development 

• Translation: it helps your firm find, win and 
keep clients



Tip sheet

• CI is directional – use with real world 
experience!

• Use CI to build actions around multiple 
options and choices

• If you come up with one answer, you’ve 
probably got it wrong!

• Check and verify intelligence – with client!
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development
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30 second exercise

FOCUS

Write down the names of 5 new 
clients you what to acquire in the 

next 12 months! 



The CI Model
Build and enforce policy by focusing on the 

following:
•People, process, profit

•Who is the company? Who influences its 
actions?
•Does a company “live” in a bad 
neighborhood?
•What is around the next corner for them?

•What do they see that we don’t?
•Why are they spending time and 
money on specific areas?

•What is changing? 
•What or who is causing it?

•Are we adapting, resisting or leading?

Client

Climate

Competition



Client
All clients take 
action for three 
main reasons:

1.People
2.Process
3.Profit



Climate
• Gathering storm 

clouds are 
opportunities

• Timing is 
everything

• Forecasting is more 
important than 
reporting



Competition
• Group of viable 

options for the 
client

• Why are they here?
• Who is not here?
• What has changed 

since the last race?



Market buys on expectations
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Fourth
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Buying expectations
From 2005 Study into the European Market
for Legal Services - MHI
“Understanding the Minds of European In-House 
Counsel” – Sample 100 General and leading counsel.



Tip Sheet

• Have your competitors seen something 
you’ve not?
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CI Model – looking for Opportunity
Client
What changed?

People, 
process, or 
profit

Climate
What is 
changing?

Competition
Where are they 
spending time?



Are you in the pretty report 
business?

OR
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development
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Example Case Studies

Items to be made available 
electronically



Reminder of the CI Model
Build and enforce policy by focusing on the 

following:
•People, process, profit

•Who is the company? Who influences its 
actions?
•Does a company “live” in a bad 
neighborhood?
•What is around the next corner for them?

•What do they see that we don’t?
•Why are they spending time and 
money on specific areas?

•What is changing? 
•What or who is causing it?

•Are we adapting, resisting or leading?

Client

Climate

Competition



Look for change 
in Climate

Case Study: Petroplus
 
Market Assessment 
 
 

The European Oil and Gas Industry Market Assessment 
2005  
Key Note Publications Ltd, April 2005  

 

Although the EU does have an upstream oil and gas industry, this is focused heavily in the UK sector of the 
North Sea. Crude oil production is dominated by the UK, followed a long way behind by Denmark, which 
accounts for less than a fifth of UK production. The only other countries with any significant crude oil 
production are Italy, Germany and the Netherlands, and ten of the EU-25 member states have no oil 
production at all.  
 
Although the EU has an important oil and gas industry, which is mainly centred in the UK sector, its 
reserves are very small in a global context. As far as individual EU countries are concerned, reserves are 
very small indeed in global terms, with all EU countries having less than 0.5% of global oil and gas 
reserves.  
 
Oil and gas production in the EU (and Norway) is beginning to decline. As such, in future, an increasing 
amount of the EU's oil and gas requirements will have to be supplied by imports.  
 
The EU faces important issues for oil and gas supplies. In the existing oil and gas fields, intensive efforts 
are being made to extend the life of mature fields and develop economic methods of establishing 
production from the more recently discovered smaller and technologically challenging fields. 
 
Future supplies of oil and gas are being sourced from a wide variety of regions, including Russia, the 
Middle East, Africa and Malaysia. Many of these countries have political regimes and cultures that are 
quite different from EU countries. Some of the EU's supplies will be delivered through extended pipelines, 
often passing over territories that are politically unstable. This raises the possibility of disruption to oil/gas 
supplies. There is some concern regarding the political position of Russia in relation to the involvement of 
foreign companies in its oil and gas industry.  
 
In terms of the future, the EU will generally become more reliant on Middle Eastern sources for fossil 
fuels. The EU will also have to compete in the international market, in which rapidly growing economies 
such as China are making increasing demands on the world's energy resources. Gas, in particular, will be in 
great demand as a result of its use for power generation. 

Here a 2005 market 
assessment 
indicates change in 
oil and gas markets 
in W. Europe



Case Study: Petroplus
 
Client Recent News 
 
Petroplus Intends To Acquire One Of ExxonMobil Central Europe Holding’s 
Businesses 
 
Zug, Switzerland, July 6, 2006 -- Petroplus International B.V. and ExxonMobil today 
announced that Petroplus intends to acquire one of ExxonMobil Central Europe Holding’s 
businesses. The purchase agreement covers the Ingolstadt Refinery, the Bavarian Industrial 
and Wholesale business and Esso Bayern, which primarily runs the direct home-heating oil 
business. Subject to the review and approval from antitrust authorities, the transaction is 
expected to close early 2007.  
 
Commenting on the potential acquisition, Mr. Thomas D. O’Malley, Chairman and Chief 
Executive Officer of Petroplus, remarked, “We are excited about acquiring the Ingolstadt 
refinery, Esso Bayern and the Industrial and Wholesale marketing business in Germany. 
ExxonMobil has formed a professional and high-quality refinery management and operational 
team and we look forward to welcoming them into the Petroplus organization. We plan to 
continue the excellent track record of reliable and environmentally safe operations of the 
refinery established by ExxonMobil.”  
 
Mr. O’Malley continued, “Furthermore, the acquisition of the Bavarian Industrial and 
Wholesale business and Esso Bayern will grant Petroplus entry into a high demand market in 
Southern Germany and the surrounding regions.”  
 
Petroplus International B. V. is the largest independent oil refiner and petroleum product 
wholesaler in Northwest Europe. Petroplus owns refineries in Belgium, Switzerland and the 
United Kingdom with a combined refining capacity of 355,000 barrels per day.  
 

Petroplus Announces Resignation of Three Board Members 
14.02.2007 

ZUG, Switzerland--(BUSINESS WIRE)--Feb. 14, 2007--Petroplus Holdings AG (SWX: PPHN) 
today announced that Peter Backhouse, N. John Lancaster and Baran Tekkora have resigned 
from Petroplus's Board of Directors. Mr. Backhouse has served on the board since November 
2006 and was a member of the Nominating and Corporate Governance Committee of 
Petroplus. Mr. Backhouse has also served as a member of the advisory board of 
Carlyle/Riverstone Global Energy and Power Funds. Mr. Lancaster has served on the board 
since August 2006 and was a member of the Compensation Committee of Petroplus. Mr. 
Lancaster is a managing director of Riverstone Holdings LLC ("Riverstone"). Mr. Tekkora has 
served on the board since November of 2006 and was a member of the Audit Committee of 
Petroplus. Mr. Tekkora is a principal of Riverstone. Petroplus Holdings AG intends to 
nominate new board members for election by the shareholders at the Annual General 
Meeting. 

 

Petroplus Announces Full Year 2006 Results 
12.02.2007 

ZUG, Switzerland--(BUSINESS WIRE)--Feb. 12, 2007--Petroplus Holdings AG (SWX: PPHN) 
today reported net income of $74.1 million, or $1.81 per share, from continuing operations for 
the year ended December 31, 2006. These results compare to a net loss of $28.1 million for 
the period ended December 31, 2005.  

Thomas D. O'Malley, Petroplus's Chief Executive Officer, commented on the company's 
results, "The reorganization that took place during 2006 was extensive and designed to 

That affects a change 
in Client

•People 
•Process 

•and Profit

Here a 2006 news reports a buy out 
of refinery infrastructure in S. 
Germany- by Client ( Process)

Followed by 2007 reports of full 
year results of Client ( Profit), and 
then resignations from the board of 
client. (People)



Competition

• What would your competitor be doing?
• How would you take this prospective 

opportunity to a “client”?



Litigation partner trends
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Tracking 3 competitor firms – using Martindale.com

Why is this 
happening?

Tip:- Simple Metric – easily tracked

Firm A

Firm B

Firm C

Martindale-Hubbell



Coming soon “Client Review” at 
martindale.com

Confidential online survey

Martindale-Hubbell



Additional or 
‘testimonial’

Feedback

Martindale-Hubbell



Agenda
• Introduction  - LexisNexis & client 

development
• Competitive intelligence overview
• The competitive intelligence model
• Practical examples
• Summary points and take-aways
• Questions



The CI Execution Plan

Focus on  - Client - Climate -Competition

Decide 
on a goal

Do your 
research 

Select a 
course 

of action
Act on it!

Keep a
record

Modify 
with 
experience

Stick 
with it

Review &
adapt
approaches



The CI Execution Plan
5. Keep a record of what you do

5. Re-use sources to update
6. Measure success

6. Periodically review and adapt 
approaches

5. Are your methods still working?

7. Stick with it
5. Monitor over time – look for 

trends

8. Modify program periodically
1. Adapt with real life view
2. Prioritize
3. Segment and select

1. Decide on a goal
1. What, where, why, when?
2. Metrics – what will you measure?

2. Do your research
1. Sources: online, print, people, 

kinetic (senses)

3. Select a course of action
1. Now you know, what will you do 

differently?

4. Act on it  - with intensity!
1. Look for opportunity
2. Ask intelligent questions
3. Check and verify with object of 

research



Goal Checklist

Questions:
Why am I researching this 

client?
Can I identify 3  business 

goals?
What information am I likely 

to need?
Can I track changes, and 

identify opportunity easily

Prompts:
Do they fit the strategic 

profile for new business?
Is research time justified?

Will it be easy to find?, or 
available to access?

Is there a simple metric for 
measuring trend/change



Research Checklist
Questions:
What Online resources are 

available?

Can I identify business journalists 
with subject expertise?

Have I contacts in my personal 
network to ask?

Do I need to visit? Ask 
neighbours? 

Have I, or can I ask the client?

Prompts:
Internet, Lexis-Nexis etc?
- Keep links for future use

Who is willing to trade 
information?

Can I check and verify 
intelligence?

Am I asking the right questions?



Questions to ask yourself

• What models of competitive intelligence 
systems are out there? http://www.scip.org/

• What are others doing?
• Skills, processes and software (CRM) –

what are your resources?
• What else makes for an effective system?
• Do you need a cross-dept commercial 

Intelligence unit to drive this?



Q&A



Links
• Asia
• www.lexisnexis.com
• www.wisers.com.hk (resource to largest Chinese 

news, journal, & business publications in the 
world);

• www.chinaeconomicreview.com
• www.ft.com
• www.economist.com
• www.eiu.com/
• www.wsj.com





Thank you!

Derek Benton  - Director, International Operations
LexisNexis Client Development
Derek.benton@martindale.com

Martindale-Hubbell


