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The best piece of advice I have ever received about networking is that qualitymatters more than quantity.
Instead of shaking hands with everyone in the room, I was encouraged to take my time to get to know a
few people on a personal level. Meaningful conversations open the door to authentic friendships, which
are the best possible outcome for networking efforts. Friends go out of their way to promote and support
each other; shallow acquaintances don’t. I’d rather walk out of an event with a few meaningful connections
than a purse full of business cards from people that I don’t remember meeting.

Create a referral list that you can go to, whenever a client needs.  You want to appear to be the most
helpful, most resourceful, most responsive resource in the world to help you stay top of mind.  This can be
legal (family, criminal, forming LLC, immigration) to non-legal (personal shopper, petsitter,
babysitter/nannies, pediatrician, doctor, dentist, roofer, hair person, nail shop).  The WHY behind the list –
so you don’t have to send email to your contacts to find a referral when you get the ask.  You already have
a list you regularly update at your fingertips.

In a sea of lawyers, make sure that you are not commoditized as just another service provider. A great way
to do this is to figure out how you can add value to the client or potential client, on a personal or professional
level. Do they need referrals for a new attorney in their group? Do they need advice on the best
neighborhoods for families because they are relocating to Dallas? Do they want to be on a nonprofit board,
and if so can you help with an introduction? Figure out how you can make their lives easier, and you will
be viewed as far more than just another [finance] attorney asking for work.

Business development takes time and it involves more than just business. Follow-up consistently. But, not
all of your emails have to ask for work. Consider sending the potential client an article they might enjoy or
send a hand-written note to ask how they are doing. The goal is to connect with your potential client on a
personal basis and get to know them. While you are waiting to develop business, increase your visibility on
social media and build your reputation in the legal community. Get involved in bar association committees
that interest you, or consider taking on a pro bono case. 

As an associate at a firm, start by getting to know your firm’s clients well.  This comes naturally in a setting
like deposition or trial prep, where you may be holed up in a conference room with your clients for days
on end.  Do you live in the same neighborhood?  Do you both love spin class?  Are you both planning a
wedding?  You’ll find common ground sooner than you think.  That way, when your trial is over and months
go by, you can still have an authentic conversation over lunch about their home renovation or their
wedding planning.  You become friends, not just colleagues. MONICA SMITH
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What’s the best piece of business development advice you’ve ever received?


