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Are You a Lawyer Who Sells... Well?!

by Lynda C. McDermott, MSOD, C5P

‘Whatever stage you are in your career, it
is appropriate {o periodically step back and
ask yourself the guestion, “Where am I
going in my law career? and, more
specifically,

“Dao 1 wanat to grow my -practice to the
next level?”

.“Do I want to get promoted?”

“Do 1 want to become the “go to” person
in my field?” ’

H you answered “yes” to any of these
questions, it is impeeative that you become
increasingly proficient at the competency
we call business gnd client development.
In a recent suevey of lawyers, 91 percent
said that law schools prepared them not
well, very poorly or not at all to market
their law practice after graduation. So,
what's an ambitious lawyer to do?

First of ali, you must beconie comfort-
able with the idea of “selling” yourself
and your services. Cne of the key find-
ings in our researchi is that successfil
fawyers are not altaid of the idea of sell-
ing, ie,, looking for opportunities with
prospective clients to exchange value — to
provide their expertise o solve a clieat’s
problems in exchange for billable
hoursfrevenue.

Unfortunately, many lawyers subscribe
t0 a belief that I call the “Field of Dreams”
myth, Remember that movie with Kevin
Costner? He played an Iowa farmer who
believed that if he built the baseball stadi-
um of his dreams in his cornfield, people
wauld show up to watch basehall. “Build it
and they will come” was the main theme
of that movie. For a lot of lawyess, this
myth translates into a belief that scunds
likc this: “Do good work and they (in this
case — clients) wiil come.” This betief
affects what choices they make about what
they do and how they spend their time:

“F’ve got to get this done so I'H just can-
cel that lunch I've scheduled” or

“$ve got to finish this work — I'li be
here late enough as it is — 'm aot going to
that bar association meeting tonight™ ot

1 know 1 should probably iry to speak
at that confercace — but I don’t have time
to go and I really don’t want to fly out
there for that feng.”

Qne of the things we have learned in our
research on lawyers who are successful in
business development is that these lawyers
have what I call a “Calling Caxd.”

What shoukl be on your calling card? 1
want you to break out thal queston into
two paris as you think about your work.
First, what do you love doing in the field
of law? And then, the second question is:
‘What aspects of your work are you great at
performing? Both guestions will lead yon
to your cailing card. Successful lawyers
use their calling card to describe what they
do with geeat enthusiasan.

The next thing that reafly successfil
lawyers have is a group of people whe we
call loyafists. These are clients and col-
leagues who know them and love them.
Not only do loyalists want to work with
you because they vespect your experise
and perspectives, they also ialk about you
and your services proudly — “T've used
Shelly over at ABC law firm for that type
of work™ and they refer others to you fre-
quently. Successful lawyers cultivate a
garden of these loyalists, who think of
them as their “trusted advisors.”

Do you know who your loyalists are?
Are you just working with clients or are
you consciously cultivating them as your
loyalists? "Are you spending the quality

time you need with your clicnts to build a
Trusted Advisor relationship? These loyal-
ists ars your fixst source of continued and
new business. .

And finally, successful lawyers build
their visibifity and credibility with their
target  markets by  serving  oa
charitable/professional commitlees, speak-
ing at conferences, writing articles, etc.
They use whatever marketing/networking
siratcgies that are swited to their personal
and professional strenpths and interests.

A former client of mine who sought me
oul as a business development coach to
help grow her law practice recently wrote
me: “T'm now having client prospect
meelings and I'm actually getting work

from them..I'mi much more confident
now and that makes a big dilferentce!”
‘What made the biggest difference is that
she came to realize that the phone would
not just ring; she was going to have to
“sell” herself. So she started going to
conferences, asking for speaking opportu-
nities and networking over lunches and
dinners.

If yeu are o lawyer who bristles at ke
word “sell” but whe wants to ses progress
in your career, substifute the word with
alternatives, such as business development
or client development. No matter what you
call it, you are going to have to push your-
self out of your chair and get out on the
street. ..., with enthusiasm!
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