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“NALSC has provided me an invaluable resource
for networking, education and professional cama-

raderie.”

“Members of NALSC enjoy the luxury of having
search firms across the country that we consider
our partners. As we are all bound by and abide by
the NALSC Code of Ethics, we know that trust and
the capabilities of these partners are never in

question.“
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Dear NALSC Members,

For our upcoming NALSC Annu-
al Conference, we are excited to
return to California where the
climate, location, and views are
truly breathtaking. You won’t want to miss this rare op-
portunity to receive great industry-specific content in an
interactive, hands-on training format. In addition, you
will enjoy fantastic networking opportunities with some
of the top recruiting professionals in North America while
relaxing in a five-star, luxurious, waterfront resort. Los
Angeles has a great deal to offer from business to pleas-
ure. So consider extending your stay in order to enjoy
both the NALSC® program as well as the gorgeous
beaches and varied California attractions.

Join colleagues and friends for an exciting three-day pro-
gram featuring many of your requested topics. The pow-
erful presentations and interactive discussion sessions
will provide practical solutions for strengthening your
recruiting business. Launching our Conference, commu-
nications experts Judith Gordon and Lee Broekman delve
into “the power of listening skills and non-verbal commu-
nications to enhance the search process.” Completing
the afternoon, we engage in recruiting conversations at
our lively Roundtables. Friday sessions cover critical top-
ics such as The Importance of Building Strong Client Rela-
tionships; Avoiding Employment Law Minefields: Ask the
Experts; Partner Placements/Nuts & Bolts Breakouts; and
Building Resilience Muscles: How to Thrive In Spite of Ad-
versity. In addition, we are honored to have dynamic
Keynote Presenter John M. lino, Esq., Partner and Global
Chair, Diversity & Inclusion at Reed Smith LLP, speak on
the topic “Thinking Differently about Diversity.” Finally,
Saturday’s spirited Town Hall Meeting will address cur-
rent recruiting topics, sensitive situations, and all of your
burning questions. Overall, our program will inspire and
energize you with a diverse range of topics appealing to
both veteran and new recruiters.

Relax with friends and colleagues at our Welcome Cock-
tail Reception on a beautiful promenade overlooking the
marina; get your game on with poker, blackjack, and rou-
lette in the Hospitality Suite; enjoy a Friday outdoor
luncheon and exciting door prize drawing; shop at our Si-
lent Auction; and toast to a memorable event over Friday
Cocktails and Gala Dinner offering dramatic marina views
and splendid sunsets. Enjoy mingling with our sponsors
and vendors, catching up with fellow recruiters and meet-
ing our newest members. This is a Conference you won’t
want to miss.

Also, we thank our generous sponsors for their continued
support of NALSC®. Our Platinum Sponsors are ALM
and lawjobs.com; Gold Sponsor is Kelley Drye & Warren

President’s Message:

California Conference Prospectus

by Kenneth E. Young, Esq.
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LLP; Silver Sponsor is Leopard Solutions; and Bronze Spon-
sors are Above The Law, The Cluen Corporation, Evergreen
Contract Resources, Firm Prospects, LLC, Greenberg Trau-
rig LLP, Invenias, Kirkland & Ellis LLP, Kortivity, Legal-
lyLooking.com and TFI Resources. Also, our law firm Hon-
orary Sponsors are Akerman LLP; Bilzin Sumberg Baena
Price and Axelrod LLP; Cadwalader, Wickersham & Taft
LLP; Dechert LLP; Duane Morris LLP; Gibson, Dunn &
Crutcher LLP; Lowenstein Sandler LLP; Michelman & Robin-
son, LLP; Mintz, Levin, Cohn, Ferris, Glovsky and Popeo,
P.C.; Nixon Peabody LLP; Orrick, Herrington & Sutcliffe LLP;
and Seyfarth Shaw LLP.

Conference details, registration form, hotel room block in-
formation and sponsor profiles are available on
www.nalsc.org.

Best regards,

Kenneth E. Young, Esqg. - President of NALSC®

ABOUT THE AUTHOR:

Ken Young is President of NALSC® and a Principal of Young
Mayden, LLC

P:704-366-8546

E: kyoung@youngmayden.com

W: www.youngmayden.com



NALSC Membership Growth

by David S. Garber, Esq.

Legal search professionals increasingly recognize the im-
portance of membership in NALSC. New members are

“
attracted by our commitment to upholding the highest OUI' members Oﬁen

ethical standards and they value the opportunity for pro- . . . .
fessional growth offered by the robust programming at 'dent'fy relat’onSh’P
our annual conference and our fall symposium in New

York. Our members often identify relationship building building and busi-
and business collaboration with other legal search pro-

fessionals throughout the United States as very real and ness collaboration

tangible benefits of NALSC membership.

NALSC welcomed 15 new members in 2016 and, as of Wlth Other Iegal
January 2017, we have 128 search firm members, 1 affili-
ate member, 8 branch office members, 5 individual mem-
bers, 18 supporting members (law firms) and 3 associate

members (vendors). throughout the

search professionals

Our new members in 2016 are geographically diverse, re- United States as

flecting a continuing trend as our organization is recog-
nized as the standard bearer in the legal search profes-
sion. Following is a list of our new members in 2016 and
the states in which they are based:

very real and tangi-
ble  benefits of

NALSC member-
David Associates - DC

GROVER | BOND - DC ship. 7
Laurence Simons - IL

Lenigan Consulting - TX

LRG International - NY

Pemberton Whiteman & Hill LLC - MO
Schneider Legal Group - FL

Schoen Legal Search - NY

Walker Associates Inc. - NY

Regular Firm Members & Affiliate Firm Members:

Associate Members (Vendors):

Evergreen Contract Resources - TX

ABOUT THE AUTHOR:

David S. Garber is the President of Princeton Legal
Search Group (www.princetonlegal.com). David
serves on the Board of Directors for the National As-
sociation of Legal Search Consultants and is the Vice
President of Membership. David can be reached at
dgarber@princetonlegal.com or 609-730-8240.




GCs Have Moved S4B Worth of Work
In-house in 2016, Study Finds

by Kristen Rasmussen, Corporate Counsel - September 14, 2016

“..It's easier to
go out and hire a
new firm or bring
it in-house be-
cause they don't
have to rely on a
third party for

institutional

knowledge."

Citing dissatisfaction with the services they receive from
their outside attorneys, general counsel have moved a
whopping $4 billion in legal spending back in-house so far
this year, according to a recent survey by BTI Consulting
Group.

BTI unveiled the eye-popping statistic in a September 7
post to its blog, the Mad Clientist. BTI came up with the
estimate by interviewing 330 chief legal officers and gen-
eral counsel at Fortune 1000 companies and global com-
panies with an annual revenue of at least $1 billion.

The rationale for moving work in-house is simple: saving
time and money. The GCs interviewed by BTI are fed up
with "increasing rates, runaway scopes of work, and an
inability to leverage the relationships they have in place
to benefit from their current firms' institutional
knowledge," according to BTI's blog post.

"The top decision-makers talked about not getting what
they want from their law firms," BTI president and found-
er Michael Rynowecer said in an interview. The firms "are
inconsistent and not keeping up with [their corporate cli-
ents'] needs. It's easier to go out and hire a new firm or
bring it in-house because they don't have to rely on a
third party for institutional knowledge."

More commercial litigation and intellectual property liti-
gation is getting done in-house, BTl found, as well as in-
vestigations, environmental matters, real estate trans-
actions, licensing deals and smaller mergers and acquisi-
tions matters. As a result, corporate law departments are
bringing on more in-house attorneys and legal staff and,
at least at larger companies, having in-house lawyers
make court appearances in litigation matters, Rynowecer
says. But in further attempts to save money wherever
they can, most companies increasingly are trying to set-
tle matters out of court, he adds.

With the exception of last year, which Rynowecer de-
scribes as an "aberration," the money moved back in-
house so far this year is part of a decade-long trend. Alt-
hough 2015 saw about $3 billion in outside legal spend,
$1.1 billion was brought back in-house in 2014. In 2013,
the figure was $500,000, and in 2012, it was a stagger-
ing $5.8 billion, Rynowecer says.

"In all but two of the last 10 years, [GCs] have brought
money in but typically not this large of an amount,” he
says of the amount in 2016 so far.



To BE FEATURED IN THE UPCOMING NALP NEWSLETTER —_———

If you work in attorney recruiting, you have probably
heard of NALSC™ (the National Association of Legal
Search Consultants). Founded in 1984, NALSC is a na-
tional organization for the legal search profession with
more than 160 members from the United States and Can-
ada. In addition to attorney recruiting firm members, a
range of law firms are Supporting Members of NALSC.

Because of NALSC’s unique governing role within the at-
torney search industry and, more specifically, its formu-
lation of the NALSC Code of Ethics®, we wanted to pro-
vide for your reference a summary of the Code’s key pro-
visions.

I. What is the NALSC Code of Ethics?

The NALSC Code of Ethics is a code of conduct that every
member of NALSC is required to abide by. The Code is
divided into four Articles (i.e., sections): (1) Relations with
Employers; (2) Relations with Candidates; (3) Relations
Among Members; and (4) General.

As an example, Article 1 (Relations with Employers) re-

quires the following:

1. Information provided to employers shall be the most
accurate information known to the search firm.

2. No search firm shall withhold candidate information
which the employer would reasonably consider es-
sential to its hiring decision.

3. Candidates shall be submitted only (i) with prior au-
thorization of the employer or (ii) where the search
firm, based on previous direct communication with
the employer, reasonably believes the employer
would accept the submission.

4. Confidential information relating to the employer
shall be treated accordingly.

5. No search firm shall solicit any attorney from the
office of an employer in which it has made a place-
ment for a six-month period following that place-
ment, unless the search firm reasonably believes such
arestriction is not required by the employer.

6. No search firm shall solicit a candidate it has placed
while that candidate remains with the employer that
paid the recruiting fee.

The NALSC Code of Ethics®
- Answers to 8 Frequently
Asked Questions

by Dan Binstock, Esq.
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Continued on page 6



Continued from page 5

sides have the opportunity to present the facts
and positions.

1  After the hearing, the Ethics Committee deter-
mines whether the complaint should be dismissed
or whether a violation occurred.

1 If a violation occurred, the Ethics Committee de-
cides appropriate sanctions for the member search
firm (the sanctions can range and vary depending
on the circumstances, and can include censure,
suspension or expulsion from the Association).

V. Can | file a complaint against a potentially violating
search firm who is not a member of the NALSC and
therefore not bound by its Code of Ethics?

No. Why? The essential element of the NALSC Code
of Ethics is the enforcement process outlined above,
which only applies to member search firms. If a search
firm is not a member of NALSC, they cannot technical-
ly abide by the Code of Ethics since they are not agree-
ing to be subject to the enforcement process. Of
course, non-member search firms can choose to follow
the principles of the Code of Ethics, but they cannot
technically “abide” by the Code of Ethics without being
subject to the enforcement process, which only applies
to members. One primary goal of NALSC is to elevate
the standards of the legal search profession, and a key
element is the Code of Ethics and its enforcement
mechanism.

VL. If a search firm violates its agreement with us, can
we utilize the Code of Ethics?

If the behavior potentially violates the Code of Ethics,
then yes. It is important, however, to clarify that the
enforcement mechanism in the Code of Ethics does not
take the place of or supersede contractual causes of

action that
NALSC can
determine
and, if so, af
tion.
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Help Your Laterals Settle In for a

Successful Placement

by Valerie Fontaine, Esq.

to ensure a good start in the new work environment. The
process begins during the interviewing and negotiation
phases of the search and continues throughout the can-
didate’s first several months, or more, on the job.

Manage expectations

Unmet expectations on the part of either the attorney or
the hiring firm, or both, cause many lateral failures.
Therefore, help both your client and your candidate fully

Continued on page 7



Continued from page 6
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“Therefore, help both
your client and your
candidate fully explore
and clarify all expecta-

tions, both objective

and subjective, during
interviews and offer
negotiations. ‘Fit’ is an
important aspect of a

placement’s success.”

Prove Themselves

Senior candidates, especially, sometimes forget that they
are unknown quantities and must prove themselves to
new colleagues. Warn associate candidates that their
first few assignments may be less sophisticated than
they handled at their former firms but, nevertheless,
must be done cheerfully, efficiently, and well. Once they
demonstrate that they can produce excellent work con-
sistently and in a timely manner, partners will be com-
fortable giving them more interesting projects. Likewise,
even senior lawyers should expect to see their work edit-
ed until they adapt to the new firm’s style.

Participate

Advise your lateral candidate to be a good “firm citizen”
and present themselves as part of the team. They should
get on all appropriate e-mail and distribution lists to learn
of relevant committee, department, practice group, or
firm meetings, and make sure to attend, including any
training sessions and social events. Suggest they work
with as many partners as possible and volunteer for firm
committees, write for the newsletter, or contribute to
client or in-house seminars, so others get to know them
and their work. They also should join in the firm’s pro-

Continued on page 8
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your candidate avoid missteps along the way.

Every firm has its politics. You might have shared some
inside information during the interview process, but ad-
vise your candidate to keep their eyes and ears open
and mouth shut until they figure out the true lay of the
land. They should be on the lookout for unwritten rules,
the real power structure, alliances, conflicts, social or
political “in-groups” and outcasts. They need to deter-
mine which partners, practice areas, and clients are
most valued at the firm, and where the backwaters lie.
Recommend they read internal and external firm com-
munications and note who and what is in the spotlight.
They must

respect any formal or informal hierarchies within the
firm. Once they have an idea of where the power lies,
they can begin building their mentoring network among
the established ranks of the firm.

Integrate their practice

Warn your senior or partner-level laterals that there
may be some territoriality or resentment about the
newbie’s place in the pecking order and possible effect
on others’ opportunities for advancement. The candi-
date must be sensitive to those feelings and respect
their new partners’ relationships with existing clients.
Propose that the lateral take the first step in sharing
their knowledge, contacts, and assignments so that
their new colleagues will be comfortable sharing busi-
ness in return.

Build their book

A successful lateral move for both the lateral lawyer
and the hiring firm is one in which two plus two equals
much more than four. Remind your senior candidate to
let their new colleagues know about their expertise and
clients. They should explore cross-selling opportunities
for the lawyers in their new firm, help with client pitches,
and invite new
colleagues along
on client meetings
and marketing
calls. The lateral

must quickly
learn how new
business is

brought into the
firm, new matters
opened, and work

assigned, and
follow those pro-
cedures.

Continued on page 9



