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MAKING IT RAIN WITHOUT GETTING MUDDY:  

DEVELOPING BUSINESS THE ETHICAL WAY 

 The panelists will discuss different approaches to business development, including 

lawyer advertising, law firm websites, social media, beauty contests, and wining and dining, and 

factors that may influence the effectiveness of various approaches.  Examples will be used to 

illustrate business development methods and explain how the Model Rules of Professional 

Conduct apply to the methods being discussed.  

I. COMMON METHODS OF BUSINESS DEVELOPMENT. 

 A. Print media. 

• Yellow Pages. 

• Newspapers. 

• Magazines. 

• Professional journals. 

• Print directories.  

• Brochures. 

• Business cards. 

• Newsletters. 

• Direct mail. 

 B. Electronic media 

• Television. 

• Radio. 

 C. Internet. 

  1. Web sites. 

• Search engine optimization (SEO). 

• Cookies. 

• Links. 

  2. Blogs. 

  3. Social media.  

• Facebook.  

• LinkedIn. 

• Twitter. 

• Instagram. 
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• Snapchat. 

4. On-line directories. 

• Ratings. 

• Peer reviews. 

• Client reviews. 

5. Targeted e-mails. 

• Listservs. 

• E-mail blasts. 

• Newsletters. 

 D. Personal contact. 

  1. Beauty contests.   

• Can law firms market jointly with financial advisors (i.e. “package 

deal”) when interviewing to represent a creditors’ committee or any 

other prospective client? 

  2. Wining and dining. 

  3. Referrals. 

  4. Existing clients. 

  5. Family. 

  6. Friends. 

  7. Former colleagues. 

  8. Cold calls. 

 E. Other. 

  1. Speaking engagements. 

• Professional groups – peers. 

• Professional groups – other professionals. 

• Non-professional groups – chambers of commerce, men’s or women’s 

clubs, church groups, etc. 

2. Publications. 
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• Articles for professional journals. 

• Op-ed pieces. 

3. Giveaways. 

• Typically consists of item with name or logo of party providing the 

gift. 

II. THE MODEL RULES OF PROFESSIONAL CONDUCT. 

 A. Rule 7.1: Communication concerning a lawyer’s services. 

 B. Rule 7.2: Advertising. 

 C. Rule 7.3: Direct contact with prospective clients. 

 D. Rule 7.4: Communication of fields of practice & specialization. 

 E. Rule 7.5: Firm names & letterhead. 

 F. Rule 7.6: Political contributions to obtain legal engagements or    

  appointments by judges. 

III. EFFECTIVE BUSINESS DEVELOPMENT. 

 A. What works and why?   

• Differences between debtor practice and creditor practice, between sole 

practioners, small firms, medium size firms, large firms, and boutiques. 

 B. Measuring effectiveness – not just dollars and cents. 

 C. Are introverts doomed to failure? 

 D. Finding what’s right for you. 
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