
Name:

Date:

Business
Development 
Plan



Building A 
Successful 
Legal Practice

A new way to 
think about 
marketing 
your practice

The answer is a 
2-Step Process

“How do I get more clients?”
is a universal question asked by 
lawyers across the globe. What 
do clients value when making the 
decision to select a lawyer? How do 
referral sources decide whom they 
should refer to? Both clients and 
referral sources consistently point 
to “trust in the lawyer’s expertise 
and reputation” as a top reason for 
selecting a lawyer.

How do you create a business 
development plan that reinforces 
your reputation, communicates your 
expertise, and builds trust among 
clients and referral sources?
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1. First, clarify your personal brand so you can
answer the question, “What do you do?” in a
way that resonates with the clients you want to
attract.

2. Second, create a focused business development
plan that consistently communicates and
reinforces your personal brand, so your name
is top of mind when a client or referral source
needs what you do best.

Everyone committed to building a successful law 
practice can attract clients who want and value the 
benefits you provide. The opportunity for building 
a successful legal practice begins with a focused 
and structured business development plan.

You can create the practice you want by 
scheduling time each week to do the activities 
that will move you in the direction of your most 
important goals. Please use this workbook to 
guide you in creating a business development plan.
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Business 
Development Plan

Successful business development is the result of a focused 
and structured plan that includes the following elements:

The workbook will assist you to create a business development 
plan to help you achieve your practice growth goals.

1. Building your Expertise

2. Networking & Relationships

3. Community Outreach

4. Digital Marketing

5. Exceptional Client Experience

6. Thought Leadership

Clarify (and Live) your Brand

Define your Vision and Goals

Create & Execute your Action Plan

Measure your Results

I.

II.

III.

IV.
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I. Clarify your Brand
Identifying, living and communicating your personal brand is the foundation for 
all business development activities. Your brand reflects who you are and what you 
stand for, which is visibly expressed by what you do and how you do it.

Define your personal brand by answering the following questions:

1.

2.

3.

4.

Who are you?
• Why do you do this work? Why do clients

benefit from your service? (Purpose)

• What do you stand for? (Values)

• What do you want to be known for? (Vision)

How do you differentiate?
• What is your natural talent? What comes easy

for you?

• What benefits do clients get in working with you
(that other professionals cannot easily provide)?

• What is unique about you?

Who are your clients? 
• Who are your best clients?

• What are the characteristics of your best clients?

• What client problems do you excel at solving?

What do you do? 
• How will you communicate your unique story?

(Your unique brand)

Your personal brand 
is about knowing 
what you stand for, 
living your values and 
consistently delivering 
on your brand 
promise.

Action Step: 
Schedule time in your 
calendar to review and 
answer the questions 
to the right. Taking the 
time to reflect and 
answer the personal 
branding questions is 
the first step in 
creating a focused 
business development 
plan.



II. Define your
Vision & Goals

Answer:

Vision
Vision is a clear image of your desired future. It is a picture of the future you 
seek to create. Vision is what you want your practice to look like and is built on 
your strengths, interests and values. Defining your vision will give you direction, 
focus and inspiration to achieve your most important goals.  

What does success look like for you in the next 3-5 years? What do you want to 
achieve in the next 3-5 years that leverages your strengths and opportunities, 
interests and values?

Include the following 
in your vision:

• What is your area
of specialization?

• Who is your target
market?

• Who are your
referral sources?

• What area do you
excel in?

• What have you
achieved?
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Goals
Setting goals and developing a plan for accomplishing them is one of the most 
important skills for achieving success. The purpose of planning is to help you 
become more intentional about building a rewarding and profitable practice. 

12-Month Practice Goal
What do you want to achieve in 20___?

Note: Select goals that will leverage your strengths and opportunities and minimize your 
weaknesses and threats. Define your goal in specific, measurable, time-bounded terms in as much 
detail as possible. Write in present tense, as though the goal was already a reality.

Year 20___
(Goal)

20___
(Actual)

20___
(Actual)

20___
(Goal)

Revenue

Other_____

II. Define your Vision & Goals (cont.)
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III. Create & Execute
your Action Plan

Once you define your brand and your goals, the next step is 
to create and execute an action plan to achieve your goals. 
Successful business development is the result of a focused and 
structured action plan that includes the following elements:

1. Building your Expertise

2. Networking & Relationships

3. Community Outreach

4. Digital Marketing

5. Exceptional Client Experience

6. Thought Leadership
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“To have more, you must first be more.” – Goethe

III. Create & Execute your Action Plan (cont.)

Building Your Expertise
Strengthening your expertise is one of the most important 
strategies for separating yourself from the pack. 
What skills do you want to develop that will increase your value to the clients 
you want to serve? What skills will build on your core interests and unique 
differentiator? What additional knowledge and information do you want to acquire 
that will position you as the best in your field?

1.

Answer:
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III. Create & Execute your Action Plan (cont.)

“All things being equal, people will do business with those who they know, like and trust.”        
– Bob Burg & John Mann, The Go-Giver

 Networking & Relationships
People will do business with those they know, like and trust. 
Thriving practices are built on relationships. Successful business development requires 
building and maintaining relationships with a targeted network of key contacts. This is 
accomplished by staying “top of mind” with referral sources and key professionals in 
your network. This means consistently providing value to your network. It also requires 
making connections to targeted professionals who are not in your network but should 
be. The outreach you do today will affect the quality of your referrals tomorrow.

Who are the professionals/referral sources you want to stay top of mind with? How will 
you stay top of mind with your key contacts? Who are the additional professionals you 
would like in your network? 

Consider your answers to these questions to help you determine what your Networking 
and Relationship goals are for 20___.

Example goals:

• Develop and maintain a list of key contacts

• Increase visibility among a specific group of professionals through speaking and writing

• Improve follow up to current referral sources, i.e. spend 15 minutes per week sending thank you notes,
contacting referral sources or contributing to referral sources ( writing a LinkedIn endorsement or making
an introduction to a prospective referral sources etc.)

2.

Action Plan:
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III. Create & Execute your Action Plan (cont.)

Building Your Professional Network 
Worksheet
Manage Your Contacts:
Creating a contact list will help you to organize your marketing activities and 
develop a focused business development plan. Below are six steps to building and 
maintaining your contact list.

1. Who are your contacts?
• Create a list of everyone with whom you would like to maintain some level of

communication with throughout the year. Attach list to marketing plan.

2. Prioritize your contacts.
• Create a short list of your most important (“A”) contacts that you want to focus

attention on in 20___.

3. Define your objectives.
• Once you have developed your list of contacts, be clear on why this contact is

important and how you will maintain communication.

4. Review your “A” list weekly
• Set a goal of reaching out to “A” contacts, including top referral sources on a

consistent basis.

5. Schedule information sharing meetings
• Learn about your contacts’ practice, including, what makes them unique and who

are their best clients.

6. Provide Value
• Send a referral, make an introduction, invite them to an event, make a

recommendation or promote them on social media. (See meaningful example
tips)
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III. Create & Execute your Action Plan (cont.)

Building Your Professional Network
Set a goal for making 2-3 meaningful contacts per week.  
Examples include:

• Send a hand-written note (birthday, congratulations, new baby, etc.)

• Send an invitation to join your LinkedIn network

• Comment on their blog or Linkedin post

• Send a referral

• Invite someone in your network to a professional or social event

• Send an email acknowledging a promotion or award

 - Review updates on LinkedIn for information on your network

 - Set up a Google Alert for key clients and referral sources

 - Review Bar Association newsletter/publication

 - Review Business Journal

• Send thank you note for a referral

• Email a relevant article or blog post

 - Review “LinkedIn today” for article ideas

 - Read legal and business publications for current information

• Put them in touch with someone who they would benefit meeting

• Make an introduction to a colleague at your firm or someone in your
professional network

• Write a recommendation on LinkedIn

• Re-tweet a post they wrote or “like” a post they wrote on LinkedIn or Facebook

• Write a blog or article and include someone in your network in the article
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"Personal relationships are the soil from which all advancement, all success and all 
achievement in real life grows." – Ben Stein

III. Create & Execute your Action Plan (cont.)

Community Outreach
The foundation for building your practice is based on 
relationships. 
The number one way to build relationships is to spend time contributing to your 
community and showing an interest in others. Who are the most important people, 
organizations and groups in your professional life? What is your plan to develop 
higher quality relationships with them? 

Consider your answers to these questions to help you determine what your 
Community Outreach goals are for 20___.

Be selective about the organizations you choose to be involved in. It is better to 
spend more time on fewer organizations that are in alignment with your interests 
and target market versus less time on a larger number of generic organizations.

Example goals:

• Pursue a leadership role in a targeted organization. (i.e. board member, committee chair, etc.)

• Become an active member in targeted civic or bar organization.

• Seek out teaching opportunities at targeted organization/universities.

• Provide pro bono services to targeted organizations.

3.

Action Plan:
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III. Create & Execute your Action Plan (cont.)

Action Plan:

Digital Marketing
The most important criteria clients name for hiring a lawyer          
is “expertise.” 
Clients conduct research on the internet to determine who is a good fit for solving 
their problem. One of the best strategies for increasing your online presence is to 
communicate your brand through a digital or “online” marketing strategy.

An effective digital marketing strategy involves posting relevant and informative content 
on the internet through blogs, video profiles, updated website profiles, a strong LinkedIn 
page and social media. 

Google your name and review the information that comes up on page 1. Does the 
information communicate your value and expertise? Does it distinguish you from other 
lawyers in your field? Is the information relevant to clients who are looking for a solution 
to their legal problems?

Consider your answers to these questions to help you determine what your Digital 
Marketing goals are for 20___.

Example goals:

• Build online reputation. (i.e. write blogs on topics of interest, tweet relevant articles and information, add
updates to LinkedIn profile)

• Improve online profiles. (i.e. update accolades on all online profiles, review profiles to make sure you effectively
communicate your personal brand, add video profiles)

• Increase client recommendations on Avvo and Google Plus

• Improve online brand message so the content on page 1 for your name tells the story you want clients to hear.

4.
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 "Trust is the most essential ingredient in effective communication. It’s the foundational 
principle that holds all relationships together.” - Steven Covey



“We make a living by what we get, but we make a life by what we give.” 
- Sir Winston Churchill

III. Create & Execute your Action Plan (cont.)

Exceptional Client Experience
Satisfied clients are the best source of referrals. 
Superior client satisfaction requires a focus on providing outstanding service, 
consistently communicating with clients and delivering remarkable value to clients. 
How can you ensure you are delivering an exceptional client experience? 

Consider your answers to these questions to help you determine what your 
exceptional client experience goals are for 20___.

Example goals:

• Develop a Center of Influence network. (i.e. expand referral network to include professional who bring
value to clients.)

• Excel at personal service (know the needs, interests and goals of clients).

• Return phone calls within 24 hours. Provide ongoing consistent communication to client.

• Maintain follow up and contact with targeted former clients.

• Send client evaluations after the case.

5.

Action Plan:
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III. Create & Execute your Action Plan (cont.)

Action Plan:

Thought Leadership
Prospective clients and referral sources are looking for lawyers 
who have the expertise to help them achieve their goals or solve 
their problem.
Clients and referral sources learn about your expertise through the blogs and 
articles you write, the presentation or talks you give, and your leadership in targeted 
organizations. How can you increase your visibility for your area of expertise, so your 
name is on the top of the list when clients and referral sources need and want what you 
do best? What are you doing on a consistent basis to reinforce and communicate your 
area of expertise?

Consider your answers to these questions to help you establish important thought 
leadership goals for increasing your visibility and communicating your expertise.

Example goals:

• Write articles for publications read by your target client and referral sources

• Write a series of blog posts on your area of expertise

• Write a guest blog post on targeted websites

• Create a video on your topic of expertise

• Write a book/e-book/whitepaper

• Speak at targeted events on your area of expertise

6.
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“Thought Leadership is about becoming an authority on relevant topics by delivering the 
answers to the biggest questions on the minds of your target audience.”

– Michael Brenner



IV. Measure
your results

What gets measured gets done. Take time each month to track and 
measure your success. Clarify where you are today and where you 
want to be in the next 12-24 months.

Consider tracking the following:

• New client consults/month

• Referrals/month

• Monthly financial targets

• Weekly action plan—how consistent are you in
meeting the 2-3 meaningful contacts per week?

• Achieving quarterly action plan goals—are you
achieving the 90-day goals you defined?
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Strategies Action Steps Deadline

Action Plan
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Create a Legal Practice 
That Stands Out.
Helping lawyers and law firms achieve accelerated growth 
At Ferris Consulting we help lawyers and law firms to achieve genuine standout in the ever-changing 
legal marketplace.

Through strategic planning, marketing, branding and business development, we give you the tools 
and strategies you need to build a practice that is both profitable and highly rewarding.

With more than 18 years’ experience advising top law firms across North America and the UK, we can 
help you maintain and grow market share – reaching better clients, not just more of them.

About 
Elizabeth Ferris
Elizabeth is the founder of Ferris Consulting. With 
more than 25 years’ experience in marketing, business 
development and strategic planning and 18 years in 
legal marketing, she has advised some of the most 
successful North America and UK law firms. She has 
particular experience in advising law firms specializing 
in family law, estate planning, personal injury, business 
law, criminal defense and employment law.

Elizabeth and her team created the brand for 
Collaborative Law, significantly increasing awareness 
and demand for this dispute resolution process across 
the globe.

She is a frequent speaker and writer on the subject of 
growing a legal practice.

Contact Elizabeth at eferris@ferrisconsult.com to schedule a business development consultation to 
learn how you can create a practice that stands out, attracts the right client.

Create the practice you want.

414-828-5862   |   eferris@ferrisconsult.com    |    www.ferrisconsult.com

Copyright Ferris Consulting, LLC. All rights reserved.

https://www.ferrisconsult.com/contact-us/
mailto:%20eferris%40ferrisconsult.com?subject=
http://www.ferrisconsult.com



