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ROAD MAP TO THE FUTURE? 

NAVIGATING YOUR PRACTICE TO SEIZE OPPORTUNITIES
Are you taking a road trip this summer? Once you decide where to travel, how do you get there? A map of some form, in our head or from Mapquest.com, typically helps get us where we want to go in our preferred style (e.g. efficient, scenic, or opportunistic enabling us to see our favorite aunt along the way). 

Do you have a roadmap for your practice? Do you know where you want to be in the future and how to get there? Have you considered the potential opportunities and challenges posed by some of the changes upon us?

· Increasing consumerism fueled by increased access to information and more self-service opportunities via the Internet plus educated, affluent, and demanding Baby Boomers? 

· The changing competitive landscape as boundaries blur with increasing global and virtual work, professionals come together in different ways to serve “legal” clients, more direct-to-consumer opportunities via the Internet?

How do you maximize the opportunities and manage the threats posed by the major societal/demographic, technological, regulatory and financial trends? 

Strategic planning can help and is most effective when the following conditions are met. 

· The creation of strategy is seen as a learning process characterized by:

· Candid conversations that enable all perspectives to be voiced, so that informed choices about the future direction are achieved. This requires trust among individuals involved in the process and it enables commitment and accountability as the strategy is implemented.

· Dynamism that involves setting a course and then continually staying abreast of changes that occur to remain nimble enough to adapt to change.

· The strategy is seen as:

· A shared agreement among leaders of the practice about the desired future and how to reach it NOT another stack of papers that collects dust.

· A topic essential to communicate widely via conversations (versus memos or presentations) that engage associates and employees to consider what the strategy means to them and how they can contribute.

· A guide for resource allocation and to engage and focus the energy and talent of the people in your practice toward a common purpose.

How do you create the map? Invite people within your practice to participate in conversations that address a few key questions and, in the process, set the strategy. 

· What are our basic beliefs about why our practice exists? This is the core of why you’re together and it is enduring. (Mission)

· Where do we want to see ourselves in the future? This is a “stretch” or a dream that draws you and the people with whom you work forward. (Vision)

· What is going on in the external environment and what are the potential implications (opportunities and threats) for our practice and its clients – societal/demographic, economic/financial, regulatory/legal; technology trends. (Environmental assessment)

· What are the major strengths and weaknesses of our practice?

· How do we build upon our strengths, address our most relevant weaknesses, manage the most relevant threats and seize the most credible opportunities to achieve our mission and vision? (Goals, Strategies) 

Once the strategy is agreed upon, to prepare for implementation:

· Prioritize the strategies and set target dates. 

· Create explicit agreements regarding implementation responsibility for each major initiative.

· Identify resources needed, in addition to the normal operating funds, and how will they be secured (Implementation plan).

Lastly, during implementation be sure to celebrate progress and explicitly renegotiate agreements about implementation, as needed.

In summary, think of a strategic plan as a simple roadmap, guiding you to your preferred destination. Even if you considered this years ago when you established your practice, a periodic update helps to consider the changes in the road e.g. that new stretch of road that will cut a half hour off the travel (change that presents an opportunity) or that area under construction that can add an hour of frustration to the journey (change that presents a threat to your mission).
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