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Preface – How to use this Quick Reference Guide 

―A journey of a thousand miles begins with a single step.‖ – Lao-Tsu 
1

 
 

I know you don‘t have time for marketing.  You can barely find time to go home on 

Saturday. 

 

But you know that marketing is more important to lawyers than ever before. 

Whether you are focused on financial security, personal satisfaction, or becoming a 

great lawyer, the key to success lies in improving your service and your relationships.  

That equals marketing.  So you know in your heart that you MUST find a way to fit 

some marketing time into your overcrowded schedule.   

 

I have good news and bad news.   

 

The good news is that lawyers can achieve significant marketing progress in as little 

as an hour a week, as long as they limit their efforts to current clients and referral 

sources.  This won‘t produce new clients, but it may produce new revenue.  And 

even if it doesn‘t, it will protect your most important asset: the clients you already 

have.   

 

The bad news is that finding new clients is the hardest work you can do in a suit.  If 

that‘s your marketing goal, you will need to make a serious time commitment.   

 

But even here, there‘s some good news.  You can substantially increase your 

chances of success by focusing on the tactics that best fit your practice and your 

personality.  And even if you‘ve never thought of yourself as a marketer, you may 

find that you have the talent and interest to become a top rainmaker. 

 

Whatever your goal, the keys to legal marketing success are prioritization and 

follow-up.  You must prioritize tactics based on how quickly they will work for you, 

and then follow up with efficient action items.  This book provides tools which can 

help you become more disciplined about prioritizing and become relentless about 

following up.   

 

                                                 
1 Lao Tsu, Tao te ching (published in the sixth century BC; only the Bible has been translated more often), Verse 6. 
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The first edition of this book was written for our coaching clients, and was published 

under a different name (the LegalBizDev Desk Reference.)  This second edition has 

been updated extensively, and now also includes material that was previously 

published in the separate book Legal Business Development: A Step by Step Guide. 
 

The format has also been changed so that this book will be consistent with my Legal 
Project Management Quick Reference Guide, which explains one of the most 

important ways to protect client relationships: provide more value by increasing 

efficiency.
2

  This companion volume has the same ―jump right in‖ philosophy.   

 

This book is organized alphabetically to make it easy to find exactly the information 

you need, just when you need it.  Its checklists, samples, reports, and quick 

references will help you to increase new business more quickly.  Whether you need 

to create an elevator speech, improve networking, qualify a prospect, plan a meeting, 

increase client satisfaction, or begin another business development task, this book 

will provide ideas that will improve your results. 

 

I wish I could say this Quick Reference Guide will make business development 

easy, but I can‘t.  It takes a long time to build the type of relationships that lead a 

new client to hire a lawyer, and no one can build your relationships for you.   

 

So if you are looking for a magic cure, you should look elsewhere.  But if you are 

willing to put time into business development, this Quick Reference Guide will help 

you develop new business more efficiently by focusing on the activities that are most 

likely to produce immediate and practical results for your practice, your personality 

and your schedule. 

 

If you get serious about business development before your competitors do, you may 

be able to bring in some new business relatively quickly.  When we started working 

with lawyers seven years ago, we were frankly surprised at how often a simple action 

led to new business with current clients.  For example, a number of early clients 

whom we coached decided to offer a free meeting to current clients, simply to learn 

more about their business.  A surprisingly high percentage of them have walked out 

of those meetings with new engagements.   

 

In twenty years of training sales professionals in other industries, we had never seen 

a free meeting lead immediately to new business with a current client.  But with 

lawyers, we saw it over and over.   

 

In describing that success in the first edition of this book, I wrote: 

 

The activities we recommend are still relatively novel in the legal world, so 

there‘s a lot of low hanging fruit.  As more and more lawyers learn how to 

pick that low hanging fruit, everyone will have to reach higher for what‘s left. 

 

                                                 
2 See www.legalbizdev.com . That book describes how to deliver more value to clients.  This one explains how to find clients in the first place. 

http://www.legalbizdev.com/
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Which is exactly what happened.  Many of your competitors have gotten smarter 

about marketing, and it is harder than it used to be to find low hanging fruit.  

However, that does not change the steps you must take to satisfy clients.  Instead, it 

means that it is more important than ever to keep your clients happy, before 

somebody else does.  (For more, see the section on Defensive Marketing.)   

 

Can every lawyer really learn to succeed at marketing?  Absolutely.  Only a few will 

develop into the great rainmakers who bring in new clients, year after year.  But any 

lawyer who has clients can learn, and must learn, to build stronger relationships.   

 

Do you need to do this yourself?  Yes.  Many lawyers have tried to hire people to 

market for them, so that they can spend all their time on the law.  This will not work 

in the current environment.  Mind you, I am a professional marketer, so of course I 

believe that people like me are an important part of any business development team.  

But I also know that marketing professionals can‘t do it alone.   

 

The only way to grow legal business is to grow personal relationships.  Your 
personal relationships.  If you need to exercise, you can‘t hire somebody else to do 

your pushups.  And if you need more marketing, you can‘t hire somebody else to 

build your relationships. 

 

Do you want to devote time to developing new business?  Frankly, it doesn‘t matter.  

Sure, it would be wonderful if you loved marketing. The more you enjoy it, the 

more likely you are to follow up and succeed.   

 

But if you want to get paid for working as a lawyer, you must have clients.  Your 

competitors are getting better at marketing, and trying to take your clients.  The only 

way to defend yourself is to become a better marketer, whether you like it or not.   

 

Once you start having some success, I think you will like it.  Until then, just put it in 

the same category as exercising and do it. 

 

If you would like to start with a big picture overview of legal marketing, start by 

reading these sections: 

 Summary – Everything you need to know in seven words 

 Current clients – A checklist of best practices to increase satisfaction 

 Listening – Five steps to becoming a better listener 

 Meetings – Checklist to increase results from your next meeting 

 Advances – How to increase results by planning advances 

 Prioritizing – Why you should ignore good ideas 

 Action plan – A two-page action plan to define your next steps 
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Better yet, don‘t spend any time reading the basics.  Just jump right in and ask 

yourself the question: What should I do today to increase new business?  Avoid 

over-thinking, and pick something to try. 

 

Scan the table of contents, find a section that fits an immediate need, define an 

action item, and do it. 

 

After you‘ve actually tried a few action items, evaluate the results and ask yourself 

again: What should I do today to increase new business? 
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Action plan – A two-page action plan to define your next steps 

PAGE ONE – PRIORITIES AND TIME COMMITMENT 

 

Name ______________________________________________   Date ___________ 

 

How many hours will you devote to business development every week? ___________ 

 

Current clients and referral sources  Your priority: High   Medium   Low 

This should be the highest priority for most lawyers.  List the names of key clients and referral 

sources here, and action items on the next page. 

 

 

 

 

 

 

 

 

New clients     Your priority: High   Medium   Low 

For most lawyers, the most effective tactic for finding new clients is to build on relationships with 

people you already know.  (See New clients – Ten steps to find new clients.)  On this page, list or 

describe ideal new clients.  On page two, list action items to build relationships with them. 

 

 

 

 

 

 

 

 

 

 

Increased visibility    Your priority: High   Medium   Low 

For some lawyers, especially litigators and those with limited repeat business, the best way to find 

new clients is to increase visibility, so that very large numbers of people could potentially find you 

if they needed your services.  If visibility is critical for you, on this page list the general tactics that 

best fit your practice and personality, e.g. speaking, writing, networking meetings, professional 

associations, publicity and press releases, or other.  Then list action items to increase visibility on 

the next page. 
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PAGE TWO – TO DO LIST 
 

Update this To Do list often.  Plan advances that are SMART: Specific, Measurable, 

Achievable, Relevant, and Timed.  Verify that your priorities are consistent with the 

previous page, and can realistically be accomplished in the amount of time you have 

committed to business development.   
 

Who? Priority What 

Example: Jane 

Smith at Wylco  

 

High Schedule a free visit to discuss how the current 

economic climate is affecting Wylco‘s business 
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Action plan – What if your plan doesn’t work? 

Suppose you create a two-page action plan and follow up consistently for at least 

three to six months, but you don‘t bring in any new business.  What should you do 

then?   

 

I recommend asking yourself five questions: 

1. Have I strengthened relationships with important clients?  Even if your 

marketing activity never brings in one dollar of new business, it is 

extremely valuable to the firm if you help protect large clients in an 

increasingly competitive environment.  If your activities are leading to 

stronger relationships, keep going.  And make sure that others in the 

firm are aware of what you‘ve accomplished, so they can offer the 

congratulations and support you deserve. 

2. Am I patient enough?  Marketing always takes more time than people 

want, and maybe you just need to keep doing what you are doing a while 

longer before evaluating the results.  Ask others in the firm what they 

think, then give yourself a deadline and another chance. 

3. Could my meetings be more effective?  Everyone can do better.  But if 

you feel that you need to do much better, see the tools throughout this 

book, especially the section on Coaching – Could a business 
development coach help you?    

4. Am I meeting the right people?  Evaluate your last few meetings with the 

questions professional salespeople use to qualify their prospects: Will 

they buy?  Will they buy soon?  Will they buy from me?   If the answers 

are mostly no, re-think the list of people to meet with. 

5. Should I reduce the time I spend on marketing?  Notice that this is the 

last question you should ask.  But the time may come to ask it.  Not 

everyone will become a great rainmaker.  A large law firm needs many 

skills to succeed, and your strengths may be in a different area.   

Notice, however, that I said reduce, not eliminate.  As long as you have clients, you 

have human relationships that are important to the success of the firm, and those 

relationships must be nurtured. 
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Advances – How to increase results by planning advances 

Many lawyers increase results by adapting the concept of ―advances‖ from Neil 

Rackham‘s research on sales professionals.  Rackham‘s book SPIN Selling is the 

most systematic research ever conducted on the sales process.  It was derived from a 

study of 35,000 sales calls over twelve years, and the system has been used to train 

salespeople at more than half of the Fortune 500.  (For background, see the section 

on SPIN selling.) 

 

One basic idea from SPIN Selling is that if you measure the success of a sales 

meeting by whether or not you close a sale, you won‘t see much success.  Only 

about 10% of the sales meetings that Rackham studied led to a decision, pro or con.  

Instead, success should be measured by whether you are able to move the 

relationship forward, or achieve a behavioral advance. 

 

Lawyers love this idea because it is backed by evidence, logical, useful, and easy to 

implement.  One implication is that you should prepare for every meeting and call 

by planning the advance you would like to achieve.  Another is that you can measure 

your short term business development success by the number of advances you are 

able to achieve. 

 

An advance is a specific action taken by either party that moves the sale forward.  
This could mean scheduling a meeting, getting introduced to a decision maker, or 

being asked to provide a summary of past experience.  

 

One big mistake that novices often make is they try to push for too much, too soon. 

The best salespeople are experts at judging what advance can realistically be 

achieved at any stage, and getting it. Which creates a natural progression to actually 

getting new business.  

 

Successful rainmakers often plan the advance they hope to achieve at each meeting.  

The trick is to predict the largest possible advance that is realistic, and to also have a 

second easier ―backup advance,‖ in case it is not possible to achieve the first choice. 

 

There is no generic solution to this problem; specific advances must be defined for 

every client and every situation.  Sales professionals spend a significant amount of 

time with their managers brainstorming these situations, and lawyers can be more 

productive if they too brainstorm with colleagues and coaches before key meetings.  

Here are two examples for lawyers. 
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Example 1, in the table below, shows possible advances for an intellectual property 

lawyer who is doing about fifty percent of the patent work for a client, and would 

like to increase the percentage. 

 

The advance (specific action that 

moves the sale forward) 

Moves 

sale 

forward? 

Easy to 

achieve? 
Choice  

Get a meeting with the new technical 

person who may be involved with 

patents 

A little Easy  

Bring new team associate to next 

meeting; stress this is strictly to intro-

duce her—no charge for her time 

A little Very easy 2
nd
 

choice 

Schedule satisfaction review, to include 

questions about how your legal services 

compare to other firms 

A lot Hard 1
st
 

choice 

Provide progress review of patent work 

at the next meeting of the client‘s board 

of directors 

A lot Very 

hard 
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Example 2 came from a brainstorming session with a lawyer whose firm had recently 

been added to an approved vendors list.  He expected to see his primary contact at a 

conference, and was trying to figure out what he should try to achieve. 

 

The advance (specific action that 

moves the sale forward) 

Moves 

sale 

forward? 

Easy to 

achieve? 
Choice 

Request clarification on the step-by-step 

process for beginning a new engagement, 

after an assignment is made 

A little Very easy 2
nd
 

choice 

Meet with the General Counsel (the 

decision maker) 

A lot Very 

hard 

 

Meet with other in-house staff (who 

influence decisions) 

Moderate 

amount 

Hard 1
st
 

choice 

Get an assignment for the first 

engagement under the new contract 

A lot Very 

hard 

 

Discuss the specifics of several recent 

engagements that went to other firms, to 

get a sense of how decisions are made in 

this organization 

Moderate 

amount 

Hard  
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Alternative fees – The nine most common types 

In the LegalBizDev Survey of Alternative Fees, we identified the nine types of fees 

that are most commonly used by AmLaw 100 firms.   

 

Fee caps In a fee cap, hourly rates are charged up to an agreed maximum 

amount for a particular matter.  Beyond that, if additional work is 

required to complete the matter, the law firm pays for it.  Of 

course, this is really just hourly billing with a twist: a hard limit on 

the maximum.  While this arrangement clearly benefits the client 

more than the law firm, some firms see it as an important way to 

get new work. 

 

Fixed fees for single 

engagements 

A fixed fee for a single engagement sets a firm price for a set of 

well-defined services.  In order to succeed with this approach 

over the long run, firms must do many such deals, since they will 

surely win some and lose some.  This arrangement can be risky 

with new clients, before mutual trust and understanding has been 

established. 

 

Fixed fee menus 

 

A fixed fee menu provides a list of fees for related services, or for 

segments of a particular matter.  For example, a fee of $25,000 

might be quoted for a particular type of real estate transaction.  

Then charges would be added to this base for different situations, 

such as plus $5,000 for assumption of an existing loan, $5,000 for 

a joint equity partner, and $7,500 for new financing. 

 

Portfolio fixed fees Portfolio fixed fees set a single price for a large number of 

matters, such as all of a Fortune 100 company‘s US labor and 

employment cases in a single year.  As in other fixed fee 

arrangements, the key to success is to have a large volume of 

matters, so that there will be enough wins to offset the inevitable 

losses. 

 

Retainers 

 

A retainer is a fee that a client agrees to pay every month, or on 

some other regular basis, in return for specified services.  These 

have been in place for many years, but may become more 

frequent when alternative fees grow in influence.  Many firms see 

them as a great marketing tool, since clients are more likely to 

pick up the phone than they would be if they were paying by the 

hour, and this can lead to discussions of other new business.   
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Partial 

contingencies/Success 

fees 

 

In a partial contingency arrangement, a law firm typically receives 

part of its normal hourly fees as a matter proceeds, and a lump 

sum—or success fee—at the end of the matter, depending on the 

result. Criteria for success fees are sometimes spelled out at 

length, and sometimes left entirely to the client‘s discretion.  

Clearly this can have the benefit of aligning the interests of clients 

and their law firms.  

 

Holdbacks 

 

A holdback is a type of partial contingency arrangement in which 

the law firm is guaranteed part of its fees, but the other part is 

contingent upon the case‘s success.  For example, a firm may 

receive 80% of its normal rates while a matter is underway.  At 

the end, it may be given the remaining 20%, or less, depending 

on the client‘s satisfaction with the result.  This may also be 

combined with a success fee that provides a bonus for a positive 

result. 

 

Full contingencies 

 

In a full contingency arrangement, fees depend entirely on 

success.  This approach has long been used by plaintiffs‘ lawyers, 

but it is now becoming more common for the defense to use as 

well.   

 

Risk collars Lawyers use the term risk collar to refer to an hourly billing 

arrangement built around an estimated budget for a particular 

matter.  The client pays a bonus if work is completed under 

budget and/or gets a discount if the work goes over the budget.  

Like a fee cap, this is really just a variation on hourly work, but 

unlike a fee cap it may align interests and offer incentives to both 

clients and law firms. 

 

The actual discounts and bonuses vary widely.  The table below 

includes six examples of actual deals described by survey 

participants. 
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Examples of different types of risk collars 
 

 If work is completed under 

budget, firm gets: 

If work goes over budget, 

firm offers: 

Example 1 Normal hourly rates, no bonus 

First 15% over budget for 

free, then ―at a very reduced 

rate‖ 

Example 2 Normal hourly rates, no bonus 
25% discount on all hours 

over budget 

Example 3 

Normal hourly rates plus a 

bonus if they are more than 

10% under budget 

Discounted rate on hours 

more than 10% over budget 

 

Example 4 
50% of the savings on all hours 

under budget 

50% discount on all hours 

over budget 

Example 5 
50% of the savings on all hours 

under budget 

First 20% over for free, 75% 

discount on 21%-40% over, 

50% discount on 41% over 

or more 

Example 6 
75% of the savings on all hours 

under budget 

25% refund for any hours 

over budget 

Arguing – When developing new business, don’t argue 

I‘m sure you‘ve heard of the book How to Win Friends and Influence People.  It 

was published in 1937 by Dale Carnegie, has sold over 15 million copies, been 

translated into 16 languages, and to this day often appears on business bestseller 

lists. 

 

But have you ever read it? 

 

Until a few years ago my answer was no, because I always thought the title sounded 

silly and manipulative.  Then I opened the book and became its biggest fan.  In fact, 

I have learned more about everyday human behavior from this book than from all 

the books I read to get my Ph.D. in psychology from Harvard.  It‘s now near the top 

of my list of the top business development books for lawyers. 

 

One senior lawyer who read the book on my recommendation told me that this 

book ―changed my life.‖  All right, he was pulling my chain, but just a little.  I know 

because he recommended the book to several of his partners.  And one of them 

found it so valuable that he kept it in his bedside table for nighttime reading. 

 

Some of the most valuable advice for lawyers is found in Carnegie‘s chapter on ―A 

Sure Way of Making Enemies,‖ starting with the story of an attorney who argued the 

case of Lustgarten v. Fleet Corporation before the US Supreme Court.  When one 

of the justices said, ―The statue of limitations in admiralty law is six years, is it not?‖ 

the attorney replied, ―Your Honor, there is no statute of limitations in admiralty.‖ 
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―A hush fell on the court and the temperature in the room seemed to drop to zero,‖ 

the lawyer later reported. ―I spoke better than I ever spoke before. But I didn‘t 

persuade.  I made the enormous blunder of telling a very learned and famous man 

that he was wrong.‖
3

  The lawyer may have won the argument, but he lost the case.  

 

Of course, in many situations it is a lawyer‘s job to argue.  But when the time comes 

to win friends, influence people, and develop new business: 

 

You can‘t win an argument...If you lose it, you lose it; and if you win it; you 

lose it.  Why?  You will have made [the other person] feel inferior…he will 

resent your triumph.
4

 

 

Or, as Ben Franklin put it: 

 

If you argue and rankle and contradict, you will achieve a victory sometimes; 

but it will be an empty victory because you will never get your opponent‘s 

good will.
5

  

 

When my colleague and friend Joyce shopped for new kitchen cabinets, she found 

the lowest price at a lumber store about a mile from her dream house.  But the 

designer in that store argued with her about having two separate sinks in her kitchen, 

and told her that the shaker-style cabinets she wanted had become a cliché.  Now 

Joyce may be even cheaper than I am, and she tried to convince herself to ignore 

the argumentative salesperson and save money by buying at this store.  But she 

ultimately decided to pay a little more and buy the cabinets elsewhere, just to avoid 

working with that designer.  In fact, she even tells her friends to avoid the place. 

 

If you‘d like to read dozens of other examples of arguments that backfired, just 

Google ―winning an argument‖ and scan the blog accounts of arguments with 

spouses, relatives, and friends.  You will find one piece of evidence after another for 

Carnegie‘s central idea: The only way to get the best of an argument is to avoid it.  

Especially if you want to develop new business. 

  

                                                 
3

 Dale Carnegie, How to Win Friends and Influence People, Revised edition (New York: Pocket Books, 1981), 126. 
4

 Carnegie, 117. 
5

 Carnegie, 118. 
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Associates – Eight steps to keep business development on track 

Step by step: 

Associates 

 

 Associates face special challenges in business 

development, primarily due to their lack of time 

 Tactics that are exactly right for other lawyers may be 

wrong for associates, because they distract them from 

more urgent tasks 

 This eight-step process will help assure that associates do 

first things first 

 

Step 1: Review your firm’s policies and expectations  

Different firms have different policies regarding associate marketing, and you need 

to start by understanding exactly what is expected of associates at your level. So, 

before you do anything else, speak to several people about how your firm sees the 

associate role in marketing.   

 What would the firm like you to achieve? 

 How much time can you devote to business development?   

Limit this step to a few hours.  In some firms, that will be more than enough time, 

because the answer is straightforward and clear-cut.  But if you find that different 

partners have substantially different views on this, just find out what a few key people 

think, and move on to the next step. 

Step 2: Schedule at least an hour or two for business development, every week 

If it‘s not on your calendar, you probably won‘t do it.  So if you decide to invest two 

hours per week in developing new business, pick a block of time such as 12-2 PM 

every Tuesday, and put it in your appointment software or book.   

 

We recommend choosing a day early in the week, so that you can reschedule it if 

something else comes up.  And the middle of the day is a good time, because some 

of your activities may involve lunch.  For more details, see Planning – How much 

time do you need for business development?  

Step 3: Track the time you actually spend on business development, every week 

As management guru Tom Peters put it, ―What gets measured gets done.‖  So if you 

are serious about developing new business, you will need a continuing system to 

track your time and your efforts.   

 

If your firm will support your efforts and has a time code that fits, tracking it in the 

official system can be useful.  But whether you do it on the record or off the record, 

you should keep a simple list like this on your bulletin board to remind yourself of 

exactly where you stand: 
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Week of Hours on biz dev 

GOAL 3 

6/4 4 

6/11 0 

6/18 3 

6/25 1 

7/2 3 

 

If you like to graph things in Excel, do it, because a picture like this is worth a 

thousand words: 

 

 
 

You may be thinking it would be better to track time every month.  Great minds 

think alike: that‘s what I said to my first sales coach.  What he said to me was: 

―Doing it monthly makes it too easy to put it off, and to fall behind.  Do it every 

week.‖   

 

For more details, see Follow-up – Sample reports to improve tracking.  

Step 4: Define your long-term goal 

Develop a long-term plan for defining your legal identity, the niche services you 

want to provide, and how to become visible to potential clients.  For more details, 

see Planning – Define your niche and Planning – Define your ideal clients. 

Step 5: Develop an “elevator speech” 

As you begin to talk to others about your goals and activities, it is often helpful to 

have a sentence or two ready that summarizes your background and/or what you 

want to achieve.  For more details, see Elevator speech – Do you need one? and 

Elevator speech – Six steps to create or improve your elevator speech.   

0
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Step 6: Get advice from other lawyers 

 Go to lunch with a mentor or your practice group leader to discuss the 

firm‘s approach to marketing, the role of associates, and how you can 

help partners meet their goals 

 Talk to senior associates and to partners about how business 

development really works in your firm. Get them talking about how they 

found their top clients, what has worked for them, and what hasn‘t.  

 Schedule a meeting with someone in the firm‘s business development or 

marketing department to discuss resources available to you and how they 

can help you achieve your goals 

 Ask other lawyers: 

o What organizations should I join? 

o What should I read? 

o If you were in my position, what would you do? 

Step 7: Prioritize relentlessly 

For time-limited associates, prioritizing is by far the most important step.  Start by 

listing action items based on your research and/or the items below.  Then decide 

which action item is likely to provide the best return on your time, and start there. 

 Build personal and professional relationships with others at your level in 

client organizations.  (But talk to others in your firm first to make sure 

you understand what types of contacts are encouraged for associates, and 

what types are not.) 

 Consider the importance of ―internal marketing‖ within your firm 

o Your most important ―clients‖ may be the partners and senior associates 

you work for 

o Ask them to rate their satisfaction on a scale from 1 to 10.  Then ask how 

to increase that rating, even if you are already a 10. 

o Make sure you know the partners who do the sort of legal work you want 

to pursue, and make sure they know you 

o Get to know the administrative and business staff who can make your life 

easy.  Recognize the help they provide, and thank them for it. 

 Make a list of all the people you should keep in touch with, from law 

school classmates to college friends and acquaintances, and establish 

simple systems and habits to stay ―top of mind‖   

o With your peers, recognize that it may take years before they rise to 

positions where they could hire your firm 

o Nevertheless, now is the time to keep developing those relationships 
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o For details, see Follow-up – A checklist of best practices for keeping in 
touch and Re-connecting – Six steps to reconnect with past clients and 
colleagues 

 Consider joining a trade association or community group where you 

could meet potential clients 

 Consider whether speaking and/or writing is a good way to increase your 

visibility, and whether it is the best use of your limited time.  (For details, 

see Speaking – Six steps to increase results from speeches and 

Publishing – Five steps to increase results from writing articles and 
books.) 

 Consider becoming active in your local bar association 

o This can have many benefits above and beyond business development, 

but it can also take a lot of time 

o On the plus side, many lawyers find this to be a low stress way to begin 

networking 

o On the minus side, depending on the nature of your practice, most of the 

people you meet may be competitors who would never send work to your 

firm 

o Ask yourself how likely you are to get new engagements through the 

people you meet, and whether this is the best use of your limited business 

development time 

 For ideas on how to increase business with current clients, see Current 
clients – Four steps to protect and increase business with current clients 

 For more ideas on how to find new clients, see New clients – Ten steps 

to find new clients 

Step 8: Follow up consistently 

The single most important factor is developing new business is following up, week 

after week, month after month, and year after year.  For details, see Planning – A 

three-step process to improve business development results.  It won‘t always be easy, 

but it will work. 
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WHAT THE EXPERTS SAID  
ABOUT EARLIER EDITIONS 

 

 

The Legal Business Development Quick Reference Guide combines and updates information 

from two previously published books, Legal Business Development: A Step by Step Guide and the 

LegalBizDev Desk Reference.  Here are a few of the things that reviewers said about them: 

 

 

―This book belongs in every business development library, and will be a valuable 

reference for every rainmaker – and everyone who wants to be one.‖  

– CATHERINE ALMAN MACDONAGH, CO-FOUNDER AND PRESIDENT, 

LEGAL SALES AND SERVICE ORGANIZATION  

 

―The number one question that lawyers ask me about business development is 

‗How do I get started?‘ This is the first book I‘ve found that provides an answer, 

with practical, achievable steps that every lawyer can fit into their schedules.‖ 

– ALLISON NUSSBAUM, BUSINESS DEVELOPMENT MANAGER, NIXON 

PEABODY  

 

―If you plan to purchase one book to support your business development efforts, I 

recommend that Legal Business Development be the one. Hassett‘s approach is 

direct and is designed to get maximum impact from the relatively small period of 

time that most lawyers have available for business development activity. Most 

importantly, Legal Business Development provides the tools and the ‗kick‘ to move 

consistently from planning to execution.‖ – JULIE FLEMING, ESQ. 

 

―This book is grounded in practical tools and suggested actions at the perfect level 

for busy lawyers. Unlike so much of law firm sales literature, Legal Business 
Development: A Step by Step Guide avoids overloading lawyers with opaque sales 

theory, instead providing them action steps they can put to work right away.‖ 

– STEVE BELL, CHIEF CLIENT DEVELOPMENT OFFICER, WOMBLE 

CARLYLE 

 

―This easy-to-read guide drives home the fact that client relationship building and 

new business development is not rocket science, but rather about understanding 

client needs and seeking ways to add value to the clients‘ business by providing 

specific solutions to those needs.‖– JOSÉ CUNNINGHAM, CHIEF 

MARKETING & BUSINESS DEVELOPMENT OFFICER, CROWELL & 

MORING 

 

―Very effective as both a reminder and as a learning tool. It helped me to focus my 

attention on best practices, and it has already paid for itself in new work. I keep it out on 

my desk, and refer to it often.‖ – MARK MANSOUR, PARTNER, AKIN GUMP 
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