
 

 

 

 

Business development for accountants and solicitors: 
how to make winning new business a part of your day-
to-day activities 
The ability to generate business is not so much an afterthought for professional 
service specialists, but rather something that becomes increasingly important as they 
progress through their careers. For some this comes naturally, easily slotting in with 
their personality and lifestyle. For others, it is more of a challenge and the idea of 
‘managing a pipeline’ or ‘closing the deal’ feels artificial and forced. 

Marketers are regularly told by practitioners that “we’re really busy” and “we all have our ‘day 
jobs’ to do”. We fully appreciate the difficulties of fitting business development activities into 
an already packed work schedule, or worse still, be forced to allow BD to impact on the time 
you spend with family and friends. However, it is important if you want to build a sustainable 
practice and do more of the work you enjoy.  

Based on our years of experience we are sharing four key steps to save you time, and 
ensure what you do is more effective: 

Step 1 – Have a plan 
In our experience, the length of the plan is determined by the needs of the individual. This 
may be as simple or a complex as you like, depending on your needs and personal style – 
but focus on a few key things rather than trying to do too much. Set 3-5 goals and then 
identify the steps you need to take to achieve these – you can then knock these off in bite-
sized chunks.  

Bullet points 

Someone who is experienced may only require something as simple as a weekly checklist or 
a few reminders. Don’t forget to include deadlines:  

 



It may not seem like a lot of activity but if the local bank is a good source of business, it is 
crucial. If the journalist is from a publication that reaches your target audience, then it is well 
worth pursuing the relationship. Finally, it may be that incoming and outgoing referrals have 
been badly managed of late and need some following up. 

Quick reference checklist 

You may have weekly checklist from which you select a few activities: 

 

This is a good example of how to plan four hours or so of BD activity into a week without a 
dinner or networking event in sight. A number of the elements are about client care which is 
good for managing key clients. 

Detailed strategic plan and list of activities 

Others may want something more strategic. This can be particularly useful if you are 
launching a new service or practice group. We find newly appointed partners find more 
detailed lists useful as many have had little or no formal BD training and need the guidance. 
The individual plan would look at where you are now, and where you want to be. What 
strengths and weaknesses do you have? What are the opportunities – for example, perhaps 
you have language skills that can be utilised? The plan would set realistic objectives with 
clear KPIs such as 150 new targets (or an amount that is right for you) and four pieces of 
work by December. You may also want to set targets such as build relationships with sector 
or business press. Finally, the plan would outline all the activities that you need to do and 
when. 

 

This week… 
• Mon AM - Coffee with risk client after meeting 

(30 min) 

• Mon PM - meet with BD team to plan lead 

generating campaign (30 min) 

• Tues - call key media contact to discuss regulatory 

change (15 min) 

• Weds - write a 1 page article on recent regulatory 

change and how it will affect clients (1.5 hours) 

• Thursday - follow up invoices with a call to client 

to ensure they are happy with work (30-60 min) 

• Friday AM – deliver 5 minute presentation to new 

starters at induction to introduce team and how 

we can help clients (15 min including presentation) 

• Friday PM - update LinkedIn profile and choose 

recipients for Christmas cards (30 min) 
 

Approximate time = 4.5 hours 



Step 2 – Focus on your strengths and what you enjoy 
Our approach to advising partners and fee earners when selecting BD activities is to avoid 
those which feel like a chore. We’re not saying you can avoid everything but as there are 
many ways to win new work and build relationships. Our advice is for you to choose what 
you enjoy doing, so long as it helps to achieve your objectives. 

For example, if you don’t like writing articles or delivering presentations, steer clear. If 
networking is less appealing than a trip to the dentist then skip it. Choose activities that you 
enjoy, play to your strengths and then the BD won’t take up too much of your precious time 
(e.g. record a video or Podcast if verbal communication is a strength). Here are some other 
options: 

Deliver great work 

If the idea of networking is not your thing, focus on excellent client work and ask for referrals 
and recommendations. Here are a couple of ways to ask for referrals.  

Straight to the point: Do you know anyone else who might need our services? 

For larger organisations: Do you have any colleagues to whom we should speak about our 
products and services? 

For happy clients: You’re happy with our work and we get on well. Who else do you know 
who would benefit from working with us? 

Mix work and pleasure 

If you know who your target market is then be creative in how you reach them. Combine 
your ‘networking’ with other activities you like such as golf, art exhibitions or culinary 
pursuits. Your local yoga group or tennis club may be a good source of contacts. Politics, the 
environment, mentoring, charity work are all potential sources of new contacts. Being a 
school governor enables you to meet lots of interesting people, any of whom could be a 
potential client. There does need to be an element of thought and measurement here – like 
any activity you need to be getting results so be realistic. 

Get support 

Work with your marketing team to deliver a targeted campaign. They can do the hard work in 
finding leads and sending collateral, leaving you to attend sales meetings. 

Build a profile as a media spokesperson 

Get yourself known as the go-to person for a particular area of law or business. It will take 
time but you will reap benefits in the long run.  

Build relationships with colleagues 

This is particularly useful in large firms where they may not be aware of who you are and 
what you do. Think about delivering a presentation on what you and your team do, 
explaining how it can benefit their clients, and what they do. You can attend meetings, have 
informal lunches, doorstop colleagues or go out for drinks. You may be a part of an 
international network or association – find out who the contact is and go global with your 
relationship building. 

 



Skip dinners 

Avoid lunches, dinners and after work events. Instead, have breakfast meetings or early 
morning coffee with contacts. They’re less costly and will leave you with the entire day to get 
your work done and go home to your family.  

 

Step 3 – Avoid the easy stuff 
If you need to do marketing and BD activity, do it properly. Be strategic. Be focused.  

Networking events 

Networking events are an easy way to waste time. If you’re at an event don’t chat to 
colleagues at the expense of ignoring other attendees (and potential contacts or clients). If 
you are going to attend a networking event, make sure you are focused on seeing who you 
need to see and then getting out. In addition, if that breakfast networking club you have been 
attending for the last five years has not been fruitful, then it is probably time to cancel. 

How often do you check your email? 

Most of us probably check our email more often than is truly necessary to get our job done. 
At certain times, checking email less frequently is simply not an option. However, making an 
effort to resist visiting your inbox as often as you feel compelled to do may keep you focused 
on the bigger picture (and probably a little less stressed too). You may even try turning your 
email client off for a few hours. 

Proposal churn 

A high number of proposals is all well and good if your conversion rate is high but if you are 
not winning them, then you need to rethink your strategy. Better still, avoid getting into the 
proposal game at all if you can and just get the work. 

BD meetings 

Objectives, outcome, actions are needed for both the meeting and the next steps. If your BD 
meetings lack focus and actions then it is time to rethink your approach. One firm of 
accountants ran meetings with people from different practice groups and sectors every 
month or so. The task of the attendees was simply to come up with a ‘hot topic’ that may 
trigger a response from a particular audience. The marketing team then did the rest of the 
work sending the collateral and following up via a telemarketer. It was a great ongoing 
campaign that helped raise the profile of the firm, clean data and build the pipeline. It didn’t 
take up a great deal of fee earner time and led to some great wins.  

 

Step 4 – Integrate yourself with wider firm activities 
If you are in a firm with a marketing function, there will be various marketing and BD 
activities occurring as a matter of course: the website, the corporate brochure, PR, social 
media, campaigns, CSR activities, events, awards and (hopefully) targeted campaigns. Find 
out what is going on and then integrate yourself into these activities. 

 

 



First point of call: your boss 

Try and get permanent marketing support for you and your team. If it is a small team or 
practice group, it may only be part-time but it is better than nothing. Have regular meetings 
with your marketing person and make them a part of your team, rather than just a business 
cost. 

Second point of call: the marketing department 

Start by building a relationship with the marketing team and being available to support when 
needed. If you’ve had a recent win or done something different to win new work, let 
marketing know – they’ll happily share this with the wider firm.  

Make some noise 

If a newsletter is going out, make sure there is a mention of your team, your practice area, 
sector or industry group. Content is always hard to find and the marketing team will be 
grateful. Announce the appointment of new team members and activities via PR releases. If 
you are involved in a charity raising activity, ensure you get a mention. 

Run campaigns 

Work with marketing to run profile raising and new business campaigns. Help design a 
survey or thought leadership project and get some PR. Try and integrate your activities 
across a number of channels. 

Be available 

Offer your services to help proof a proposal or brochure, or come up with a topical issue 
affecting your clients. In return, you will quickly find yourself the go-to-person for quotes, 
ideas, referrals, dinner invitations and more. 

It’s sad but true: business development has traditionally been overshadowed by more 
sophisticated marketing communication tactics. Yet as firms and individuals become 
increasingly sophisticated in the way they win new business, it’s never been more important 
to be truly focused about understanding exactly what it is they want to achieve. Business 
development is about unlocking growth now. How firms might interpret or act on that 
definition will vary, but having a clear understanding of what business development means 
for both individuals and the firm allows business leaders to develop a shared vision of how it 
can be used to capture value. 
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