
 

 

Basic Business Development 
There are dozens of di f ferent act iv i t ies you can undertake to develop business, from 
‘schmoozing’ over lunch to del iver ing seminar presentat ions.  

The act iv it ies you select should be dependant on your personal i ty and ski l ls ,  your 
c l ient ’s  personal i ty, industry and business approach, the stage of the decis ion making 
process your cl ient is in and your immediate object ives. The fol lowing matr ix can be 
used as a guide for brainstorming and select ing appropr iate act ivi t ies.  

The c lass i f icat ion of these act ivit ies should be used as a guide only – use your 
imaginat ion to ‘ tweak’ an act iv i ty to achieve the outcome you want.  This matr ix is not 
exhaust ive. There are lots of other act iv i t ies you can undertake: your choice of act iv it ies 
is l imited only by your imaginat ion. Brainstorm other act iv i t ies and categorise them 
according to which object ives they can ass ist  you to achieve.  

You can also make a very strong, posit ive impact by being innovative with your business 
development act iv it ies. In a competit ive market,  other service providers are approaching 
your target c l ient as wel l  so do something dif ferent to stand out from the crowd.  

The Golden Rules 

There are a couple of golden rules to remember for al l  market ing, no matter what 
act iv i ty or tact ic you have selected. 

Golden Rule Number 1: Market to the r ight people 

The people you market to must be one of the fo l lowing targets: c l ients, prospects, 
col leagues or inf luencers/referral sources. If  your contact doesn’t  f i t  in to one of these 
categories, you are not market ing. 

Golden Rule Number 2: Market with the r ight object ives 

In a l l  your market ing, make sure you address these fundamental object ives: bui ld 
re lat ionships,  prove your professional credibi l i ty,  demonstrate your business and 
industry knowledge, and ask for the business.  

Be Persistent 

Winning new cl ients isn’t  easy but i t  is  s imple. Fol low the above step-by-step formula 
and be prepared to use a number of act iv it ies to eventual ly win a new cl ient.  A standard 
rule-of-thumb across a l l  industr ies is  that i t  takes at least 6 interact ions to make a new 
cl ient.  Work at i t  and i t  wi l l  happen. 
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Matrix of Appropriate Business Development Activities 
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S o c i a l  mee t i ng  –  co f f ee ,  
b re ak f a s t ,  l unch ,  d i nne r  ♦  ♦  ♦  ♦  ♦     ♦  ♦  

Soc i a l  e ven t  –  spo r t ,  c u l t u re ,  
e t c   ♦  ♦       ♦  ♦  

Te l ephone  conve r sa t i o n  ♦    ♦  ♦  ♦  ♦  ♦  ♦  ♦  

F o rma l  mee t i ng  ♦  ♦  ♦  ♦  ♦  ♦  ♦  ♦  ♦  ♦  

S i t e  t ou r   ♦  ♦  ♦  ♦   ♦  ♦   ♦  

I ndus t r y  d i s cus s i on  
f o rum/ne two rk i ng  e ven t  ♦  ♦  ♦    ♦  ♦  ♦  ♦   

I n v i t e  c l i e n t  t o  p re sen t  a  CLE  
t o  you r  t e am  ♦   ♦        

Ho s t  a  f i rm  sem ina r   ♦  ♦  ♦   ♦  ♦  ♦  ♦  ♦  ♦  

Conduc t  a  f i l e  r e v i ew     ♦  ♦  ♦   ♦  ♦  ♦  

Submi t  a  f o rma l  p ropo sa l  ♦  ♦     ♦  ♦  ♦  ♦  ♦  

A r r ange  a  se condmen t   ♦  ♦  ♦  ♦  ♦   ♦  ♦  ♦  

Send  news l e t t e r s  o r  f i rm  
pub l i c a t i o ns  ♦  ♦    ♦  ♦      

Send  newsc l i pp i ng s      ♦  ♦  ♦  ♦  ♦  ♦  

W r i t e  an  a r t i c l e  f o r  a  r e l e van t  
pub l i c a t i o n  ♦     ♦  ♦  ♦  ♦   ♦  

           

           

           

           

           

           

 


