
Law Firm Marketing

It has been my experience thus far 
working with lawyers that when it 
comes to business development, and 
where good first steps have been 
taken, for example giving presentations 
or networking at strategic events, if 
the ball is going to drop, it’s in the 
follow-up.

The following steps can be used 
for current clients to strengthen 
relationships as well as developing 
new relationships from prospects.

Within 24 hours

The first rule of follow up is to do it within 24 
hours (wherever possible) of meeting with 
someone. This helps you to stay top of mind. 
The longer you let it go, the less important 
it seems. Simply send a brief e-mail to your 
contact suggesting a time to meet to further 
discuss a topic or idea that you chatted about 
when you first met. Keep this simple and not 
about you. If there seems to be enough interest 
to move things forward suggest a reason to 
meet in person and skip the next steps.

Start with a casual meeting

Have an informal meeting to start. Ask 
questions and get to know this person on a 

personal as well as professional level. Look 
to find common interests or hobbies. Find 
out a little something about what makes this 
person tick. At this point you are filtering. You 
are merely trying to determine whether this 
person is of interest in a business sense and 
whether you should take the time to really get 
to know them.

We like to refer to this approach as a “mini” 
discovery. Following this meeting you should 
know enough about them to determine how to 
proceed. In other words, is there a reason to 
move forward?

Ask for the formal meeting

If there is a reason to move forward, ask to 
set up a more formal meeting at their place 
of work. Depending on the situation, you may 
even ask to get a tour of their facilities. The 
purpose of this meeting would be to go deeper 
to find specific needs and challenges. And 
make it clear before the meeting the reason 
you are meeting; to get as much understanding 
of them, their role, challenges and goals. You 
should prepare a list of questions ahead of 
time and also remain nimble in this meeting to 
follow their lead. The outcome you desire here 
is to get the big picture on this person so you 
would understand how you can help them.
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Keeping in touch along the way

These steps may not always fall into place so 
here are a few suggestions. Stay in touch with 
contacts and stay top of mind by sending them 
valuable information. Keep your eyes open for 
articles or bulletins that would be of interest 
and send them to them periodically. If you see 
an event that might be of interest to them, point 
it out. Look for ways to stay top of mind  and 
demonstrate your interest in them while providing 
some value.

Confirm needs

When you have had the formal meeting, type out 
your notes and e-mail them to your contact for 
confirmation. Give them the opportunity to correct 
or clarify your points until the two of you come to 
a consensus. Now that you have confirmed their 
needs and they agree with you there is only one 
last step to go…

Offer solutions

Now you can offer solutions based on their exact 
needs. So there is no “asking” for business; no 
pushing, no pulling and no hard sell. You have 
taken the time to get to know them and their 
needs and you have found a way or ways to help 
them. This is a comfortable approach for you and 
your contacts.

The timeline

There is no defined timeline to follow. This series 
of steps will take different turns and can happen 
as fast as a couple of weeks or up to a couple 
of years. It will depend on what your prospects 
or contacts need and being at the right place at 
the right time.

Other considerations

If it seems that the person you are following up 
with is showing no interest, use the 3 strike rule. In 
other words, if you have sent them a combination 
of three e-mails or left voice messages and they 
are not responding, they are likely not interested 
or too busy to communicate with you at this point, 
let it go and move on to your next contact. And 
don’t take it personally. 
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A. This question couldn’t be more 
timely. Professional services marketing is all 
about building close and trusted relationships. 
Now more than ever this is true and should be 
your primary guiding principle when choosing 
your marketing tactics.

If you couple this with the fact that clients are 
looking for more value – and have more time 
now to scrutinize it – you need to look for 
ways to differentiate yourself by the value you 
provide. When you do this, you will not only 
ride out this market cycle, your practice will be 
more profitable and more predictable on the 
other side of it.

This article explores the actions you can take 
to build relationships that have the most       
impact:

1. Meet with each of your key clients 

2. Raise your profile – strategically 

3. Understand your own SWOT 

4. Be innovative 

Meet with your clients

If you haven’t done this already, go out and see 
all of your key clients. Find out what they are 
worried about, what their current or immediate 
challenges are, and what they foresee as future 
challenges. What is going on in their day-to-
day operations? Be genuinely interested in 
them.

Here’s how it turned out for one of our clients: 
While on a call with a firm client, a junior  
lawyer learned of a pressing need. He commu-
nicated that need to his managing partner who 
immediately got on the phone with the client. 
Ten minutes later, at the client’s request, the 
managing partner met the client at this office 
and a few minutes after that, he secured a large 

mandate to help the client solve the problem 
the junior lawyer had learned about earlier that 
day. It can be that simple.

Get a pulse on what your clients are doing, 
what they need and how can you help them. To 
do that, you have to get out there and talk to 
them. The opportunity here is to create a value-
based relationship. The impact of your social 
relationship with a client is important but will 
only get you so far; watch what happens when 
you create a value-based relationship.

Raise your profile – strategically

Shotgun approach or strategic approach? 
That’s easy. Strategic. Don’t do what everyone 
else does (”show up and throw up”). Look at 
building your profile from the client’s         
perspective first, then your own.

Here’s how you can avoid the lacklustre results 
you get from a self-centred shotgun approach 
by being strategic about how you build your 
profile: First, be where your target market is; 
second, be relevant. How do you do that? Ask 
your current clients what events they attend 
and why. Ask them what they read and why. 
Ask them what content would be of value to 
them and why. Find out what’s missing.

Then, contact the associations and publications 
your target market attends and reads and ask 
them the same questions. This is a highly     
effective and strategic way of ensuring you are 
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