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FIRM GUIDANCE

The Magic of Networking

Taking advantage of the relationships one

This is no time to be coy — attorneys should
tap all of their contacts in order to bring in
continued business in this economy.

By Tracy Olmstead Williams

n today’s environment, everyone needs to be re-

sponsible for generating revenues for themselves

and their clients. Traditionally, public relations

helps attorneys get quoted in newspapers and

legal trade publications, and secures them an
NPR interview or a spot on CNBC. PR helps identify
and set up speaking opportunities to raise the profile of
the firm and its individual attorneys spotlighting their
successes and expertise. But in the current economy,
the best strategy is less about building an image or
branding a firm and more about creating relationships
between clients and contacts.

Attorneys typically do not want introductions and
meetings to be too transactional. They like to keep the
marketing at arm’s length. Those days have passed.
The present demands a new straight-forwardness.

This is not a time to be coy. It’s time to call all of
your contacts, meet people for breakfast, lunch, coffee,
drinks, dinner and host events, join networking groups
and be out in the world meeting the other people still
doing business in the current downturn. It’s also time
to get everyone in your firm to engage in this effort.
It should be transparent to them, but first you have to
make it transparent to yourself by clearly identifying
who refers business to you, what business they've re-
ferred and most importantly, how you met. This forms
the Venn diagram of your referral network, a roadmap
for business development.

Identify Your Sources

Our public relations firm recently conducted a survey
of attorneys, financial professionals and marketing
directors to examine their referral networks. The
study found that seven out of 10 attorneys and other
professionals couldn’t identify the source of their new
business leads consistently or answer to the specifics
of the relationship. That’s a problem because the details
are important when you’re building out a referral net-
work aimed at establishing a pipeline of new business
leads. With proper execution, you'll lessen the impact
of chance and take charge of your luck.

Start by asking yourself, “Who, not what, is the
source of our current business?” Go through your client
list and question, “How did I meet this person?” Pin it
down. A board? A committee? A club? A school? A char-
ity? The YMCA, even your neighbor, perhaps?

Then, dig through your list of contacts and look for
people who share common characteristics: area of busi-
ness, part of town, even perhaps how you know them.

Some key groups to target as you probe for pros-
pects:

Existing clients and customers: Ask existing clients
and customers for referrals to potential clients you have
identified. It’s not mysterious. Just be specific with your
language: “I'd like to meet that friend of yours. Will you
set it up?” It isn’t a random request, because you have
already done your homework and identified something
you have in common. Your client will be delighted to set
it up. Wouldn’t we all be?

Vendors/professional service providers: Ask the
same of your accountant, your PR and marketing firm,
your banker — and yes, even your dawn boot camp drill
sergeant. They’ll be pleased because you are recogniz-
ing them as a valuable resource. Plus, they anticipate
a potential two-way street when you later refer a client
to them.

Junior associates and office staff: You hired the junior
associates and office staff because they suit your firm.
Tell them what youre doing, ask for their help and
expect them to give it. You want them out in the com-
munity, meeting people, expanding your firm'’s identity.
Encourage them. Reward them.

The media: Don’t neglect the local media. Make
friends, offer your expertise, become a source. The
one-to-one meeting is a lot easier when your name is
recognized.

The result will be a personal, highly specific dossier
of individual prospects.

Make the Calls

Picking up the phone, e-mailing and persistent follow
through sound easy but require a leap into unknown
territory for educated, erudite professionals with an
ingrained belief that we are hired only because we're
good. Being the best is important, but being connected
points the business your way, gives you the opportunity
to prove your worth and gain even more business pros-
pects through additional referrals.

It’s hard to make these calls and ask people for help,
but it makes them feel great. It’s strong recognition that
they are important members of your team. They won’t
think poorly of you. They’ll think you're proactive,
smart and the leader of a winning team — a team they
want to be connected to in some way.

You will create numerous new business opportunities
by reaching out to the prospects you identify. Apply
these to a calendar and push yourself to make these
happen weekly if not daily:

Matchmaking meetings: Introduce your clients to
direct business leads and other referral sources. Each
match effectively doubles your network.

Speaking engagements: Showcase your expertise be-
fore groups of peers, clients, conferences and industry
tradeshows. Not only will you reach countless new busi-
ness prospects, you'll meet other leaders who also are
speaking and become a part of their referral networks.

Nonprofit boards: Participate, but choose carefully
your gift of time and knowledge. Your civic commit-
ment will be rewarded by boosting your reputation only
if you really contribute your heart and your resources.

Staff members and employees: We ask every em-
ployee at our firm to develop a “marketing me” plan
that details how he will get out into the community
to represent both us and them. The goal is to develop
new business connections from alumni events, board
involvements and volunteer work. Their world is our

world. Believe me, your people will quickly understand
their multiplier effect for the organization, themselves
and the community. We don’t measure it in referrals but
in the higher sense of being “out there,” fully engaged
in our life and times. Remember, when someone meets
one of your staffers, it’s the same as if they’ve met you,
which further builds the network.
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Marketing and PR: Your marketing and public
relations teams want to help grow your bottom line.
That’s why they're there. Work with them by keeping
them updated about your targets and objectives. Then,
unleash their power to find new and creative ways to
connect you.

Your Clients’ Bottom Lines

Keep in mind that the economic health of your clients
is the lifeline for your firm. Bring economic value to
them on a consistent basis. Invite them to events to
meet new business sources. Make matches. Put your
energy and that of your staff into it. Set up meetings
with a warm handoff. Sometimes you'll need to be there
in person to act as an agent and later on to follow up.

Learn to spotlight the economic value of your busi-
ness relationships. Nobody forgets your value on pur-
pose or for nefarious reasons. They just simply forget.
Don’t just send them a bill each month. Keep and e-mail
memos, activity reports, even notes about how the
meeting went. When you've brought them business,
make sure they know it and track the relationship.

Say “thank you.” Cognitive dissonance begins when
you fail to properly thank someone who has helped you.
Say thank you to everyone who helps you. Send notes,
cookies and bagels for the office, buy lunch, tell others
how much someone helped you. It all makes you look
good and makes people want to refer business to you.
Gratitude will help keep those referrals coming as you
continue to build your bottom line.

Tracy Olmstead Williams, president and CEO of Olm-
stead Williams Communications, works with law firms
and other professional services firms to build their
reputations and bottom lines through public relations.
Contact Williams at tracy@olmsteadwilliams.com.

already has is the best way to make new ones,
including ones that could pay off with jobs.

By Karen Kaplowitz
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ost professionals land new jobs through
their business and professional networks,
not through job listings or recruiters.
Online social networks have exploded but
don’t change the rules, which may seem
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old-fashioned, for the basic one-to-one interactions that
are at the heart of successful networking.

Start by making a list of the people who think highly
of you. Initially include everyone who meets this stan-
dard, including clients, co-workers, adversaries, judg-
es, family, friends, neighbors, classmates and members
of groups to which you belong. The groups can include
professional, business, community, sports or religious
groups. Be inclusive. Creating this list is empowering
because it is evidence of the strength of the relation-
ships and reputation you have built. The people on this
list, your inner circle, are the strongest assets you have
in your quest for a new job because this group can vouch
for your skills, energy and integrity based on their per-
sonal experience of you.

Not everyone on your list is of equal value. Your
parents may be your biggest fans but may not have
personal experience of your quality as a lawyer or
strong networks of their own to whom to introduce you.
Prioritize your list based on the likelihood people can
help you expand your network. Which people are active
in relevant business and professional circles? Which
people have broad networks? Which people are good
connectors, people who are comfortable and adept at
making introductions within their networks? Which
people are LinkedIn? Which people care about you and
are likely to invest some effort in helping you?

First, be clear about the help you want from your in-
ner circle. If any of your biggest fans happen to know
of specific job opportunities, you have hit the jackpot.
But don’t expect them to know of jobs, and don’t limit
your discussion to job openings. The goal is to get your
inner circle to help you expand your network through
their networks to new people who may need what you
can provide.

Do not plan to start off with a pitch about yourself.
Networking to find a job is a process of discovery and
matching your talents to law firms or other organiza-

tions that need your help. It does not matter how skilled
you are if you are not talking to people who need those
specific skills. Therefore, the focus of every conversa-
tion is asking questions to uncover who needs what
you do.

Your conversations will be more fruitful if you have
a full picture of each person you approach. Before you
contact people, do your research. Check them out in
LinkedIn and Facebook and also Google them and
their businesses. Look at their businesses’ Web sites
and public filings. Consider talking to other people you
know in common for background information.

LinkedIn and other social networks can provide great
information on the people you know, and job informa-
tion, too. But it is always easier to approach people you
know directly who have experience with your work.
The further away you get from people who know you,
whether using online social networks or offline con-
tacts, the harder it is to get people to pay attention.
Unquestionably, start with people you know when you
launch your job search.

Have a strategy for each phone call, including spe-
cific questions you intend to ask; how you plan to pres-
ent yourself; which people in their networks you would
like them to introduce you, if any; and other help you
intend to ask for.

Ifyou are calling people with whom your relationships
are stale, then be prepared to resume the relationship
first. Pick up where you left off. Try to remember some
common denominator or experience, like the outcome
of the case you handled; the opposing lawyer or judge; a
class you had together; or mutual friends. Do not swoop
in to attack your self-interest first.

Do not expect most people you contact to come up
with good ideas on their own of organizations or people
for you to approach. You need to ask informed, leading
questions. When people get stuck and say they have no
one else to suggest you talk to, ask the ultimate ques-
tion: “If you were in my shoes, to whom in your own
circle would you talk?”

You want people to relate your situation to their own
lives and in the process of empathizing with you, to dig
deeper into their own resource pool.

Once people identify other people you should contact,
do not ask everyone to make introductions for you. That
is a trap that leaves you hanging until you can verify
that the introduction has been made. How many times
have you had to chase someone to find out if they made
the call or sent the e-mail they promised to? To avoid
this problem, when people suggest people for you to
talk to, ask for contact information and for permission
to use their name with their contacts.

Do take advantage of reliable people who will follow
through if they say they will make a phone call or send a
note. It is very powerful when people call on your behalf
and vouch for you to new people. Just don’t assume that
everyone is reliable and set yourself up for the limbo of
waiting for introductions.

To get appointments with new people, call the per-
son’s office and explain to the assistant that you were
referred to her boss by your mutual friend and would
like her help getting on her boss’s calendar for a short
conversation. Then ask for the assistant’s e-mail ad-
dress so you can send a short note explaining who sent
you and for what purpose. You are engaging with the as-
sistant and also insuring the full message gets through.
Tell the assistant you will call her back if you don’t hear
from her. When you tell peoplethis, it is easier to make
the second call without feeling like a nuisance.

Ask for a short meeting on their turf, or ask to set a
time on their calendar for a 15-minute phone conversa-
tion. Do not propose lunch unless the person is close to
you and you think he or she would appreciate meeting
for lunch. Meeting at their offices is particularly helpful
if you want to meet other people they work with. If your
conversation turns to someone in their own organiza-
tion, you can seize the opportunity to ask if they would
walk you over to meet that person right then and there.
When people suggest other people for you to talk to,
try to get their contact information on the spot from
their assistants, too. If you are on a phone call, ask to
be transferred to their assistant for the contact informa-
tion.

“Engage” is the critical word. Consider what will draw
new people to be interested in your quest. The answer
is virtually always something that relates to them, not
you. Great networking conversations are ones in which
you are talking about the people you contact or you are
getting them to talk about themselves. As you prepare
for each conversation, think about what you have to of-
fer in the exchange. Does talking to you reinforce their
relationship with the person you know in common? Are
you conveying information that is important to them?
Are you a potential resource to them? Can you appeal to
their pride in their own success?

Prompt follow-up to each meeting or conversation is
essential. Always circle back to the people who made
the introduction to let them know you connected and
that their contacts were helpful to you.

Make the new people you meet a permanent part
of your network. If you have learned ways you can be
helpful to them, follow through, with introductions or
information. Get them onto your mailing lists and in
your database.

Once you have exhausted your first round of contacts,
of course keep going to new layers of your network
— but don’t forget your inner circle. As your search
continues, you can circle back to them, too.

When you land a new position, go back to everyone
who has been helpful to you in your quest for a new job
to thank them and let them know where you landed.
Some of them may be great prospects as clients, too.
Then stay in touch, always looking for ways to give back
in exchange for the generosity of the people you met
when you needed help.

Karen Kaplowitz is president of The New Ellis Group,
a business development strategy, training and
coaching consulting firm that provides transition ser-
vices to law firms and lawyers. She can be reached at
kkaplowitz@newellis.com.
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