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ABOUT CORDELL PARVIN 
 
Cordell Parvin practiced law for 38 years and developed a highly successful national 
construction law practice. During his career, Cordell has been a rainmaker and taught, 
mentored and coached young lawyers on their careers, work-life balance and rainmaking. 
Cordell was also a Practice Group Leader and worked with other Practice Groups helping 
them to develop their business plans and strategy. 

At Jenkens & Gilchrist, PC, Cordell initiated and directed the firm’s Attorney 
Development Program. He created a comprehensive program for associate development 
focused on skill development, mentoring, shadowing and career planning. Cordell 
motivated the leadership of his firm to get behind the associate development program and 
to focus attention on the importance of career planning. 

He has a passion for teaching and coaching young lawyers. He recognizes that each 
lawyer has unique skills, talents and dreams. He works with lawyers as individuals and 
seeks to inspire and energize them based on their individual career and life dreams. 
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What are your steps to getting hired?  
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PLANNING 
 

 

 

Having a plan will allow you to use your time most effectively. It will help you to prioritize, 
focus and execute.  There is great evidence supporting the conclusion that people with written 
goals and a plan to achieve them are far more likely to be successful. 

 

Most people aim at 
nothing in life and hit it 
with amazing accuracy. 

 Jim Cathcart 
 

What are your two most important resources? 

___________________________________________________________________________ 

___________________________________________________________________________ 
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How much non-billable time do you believe you should spend on your own career 
development and client development each year? 

 

100 hours 200 hours 300 hours 400 hours  500 hours 

List 10 things you want to achieve this year and then rank them in order of importance. They 
should be specific and measurable so you will know if you achieve them.   

Rank Goal 
  

  

  

  

  

  

  

  

  

  

 
What obstacles do you need to overcome to achieve your goals? Obstacles are generally of 
your own making. 

___________________________________________________________________________ 

___________________________________________________________________________ 

___________________________________________________________________________ 
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Make a list of who, both in and out of your firm, can help you? 

___________________________________________________________________________ 

___________________________________________________________________________  

For each goal, write down as many actions as you can think of to achieve your goal.   Then, 
for each goal write something you can do in the next week to get started.  

Goal Action items 
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What can you do to become visible and credible to potential clients? 

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________ 

Our success in client development can be a result of people with a rare set of gifts that help 
create “tipping points.” In his book The Tipping Point, Malcolm Gladwell discusses three 
types of people.  

Connectors know lots of people.  Connectors are important not just because of the number of 
people they know, but also the kinds of people they know.  They know people in different 
worlds.  Connectors are masters of “weak ties,” meaning many relationships that are not deep 
ones.  Connectors are important to use because they spread the word to a wide group of 
people with whom they have weak ties. 

A “maven,” is someone who accumulates knowledge.  They do the research most of us don’t 
want to do and they find joy in passing along what they learn.  If you have written an article 
about an important topic, a maven is the type most likely to find it.   

Salesmen, it turns out, deliver far more than just the message. They persuade others of the 
message's truth using subtle, hidden and unspoken communication techniques that are 
demonstrably more effective. A large component of this is referred to as emotional contagion. 

Based on the descriptions above, are you a connector, maven or salesman?  ______________ 

What can you do as a (connector, maven or salesman) to further your client development 
efforts?  

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________ 

 
 

HOW TO BECOME VISIBLE AND CREDIBLE 
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Writing/Speaking 
 

Studies show that business clients expect lawyers to understand their industry. Writing gives 
your clients a glimpse of your grasp of their industry.  It builds their confidence.  It conveys 
the depth of your understanding of their challenges. 

We’ve all heard the cliché that “necessity is the mother of invention.”  Obviously, the best 
inventions throughout history have been made by people who identified a pressing need that 
could be solved with a simple solution.  As a lawyer, your ethical responsibility is to have 
your finger on the pulse of the client industry so when challenges arise you can skillfully offer 
your client options.  

How do you decide on what topics to write and speak? 

___________________________________________________________________________ 

___________________________________________________________________________ 

Identify at least 4 potential article topics? 
 
_________________________________    ___________________________________ 

_________________________________    ___________________________________ 

 What is in it for your readers? 

______________________________________________________________________ 

 ______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 

What are the problems, opportunities, internal changes or external changes that your clients 
are encountering? 

______________________________________________________________________ 

 ______________________________________________________________________ 

______________________________________________________________________ 

______________________________________________________________________ 
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Become the expert in your industry.  Trey Ryder’s approach: 

Identify and explain target’s problem 
Prove a problem exists 
Identify one or more solutions 
Prove the solution works 
Build yourself into the solution 

 

1. Identify the problem 

_____________________________________________________________ 

 _____________________________________________________________ 

2. Prove the problem exists 

_____________________________________________________________ 

 _____________________________________________________________ 

3. Identify the solution 

_____________________________________________________________ 

 _____________________________________________________________ 

4. Prove the solution works 

_____________________________________________________________ 

 _____________________________________________________________ 
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Differentiating Yourself from Your Competitors 
(Speaking and Writing) 

 
What – Major Definite Purpose 
 
Your major definite purpose can be determined by understanding what you are really good at 
(Talent); what you love to do (Passion); and what client’s need (Need). 
 
Why - Targeted Differentiators 
 
Define your competitive advantage.  You must identify what makes you different from your 
competitors and emphasize these advantages in your marketing.  It must be:  

• Unique 
• Strong 
• Believable  
• Simple 
• Easily Communicated 

 
How - Steps to Achieve 
 
How do you decide what to speak on? 
 

• Ask, “What is my point?” and “Who asked me to speak?”  

• If an organization asked you to speak, focus on marketing.  

• Are they lawyers or non-lawyers?  This will effect the language you use.  

• If they are non-lawyers, speak on something topical, relevant, or something from the 
news.  

• Ask, “What is important to the audience?”  and “What do they face daily?”  

• Go to the director of the group and ask what they would like to hear.  

• Find out what your clients perceive as a problem and try to address it—prove that the 
problem exists.  

• Some presentations are to build your profile and show you are the expert.  

• Be the first to market when addressing large “industry” groups.  

• Call clients and ask for ideas or concerns and use the opportunity to address their 
concerns right then. 
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Trey Ryder – “19 Steps to Building a Nationwide Law Practice” 
 

• Identify and explain target’s problem 

• Prove a problem exists 

• Identify one or more solutions 

• Prove the solution works 

• Build yourself into the solution 
 
Presentation Basics (Beyond Bullets by Cliff Atkinson is a good resource) 

 
• Don’t show title slide as people are walking into the meeting.  

• Don’t make slides your notes or outline.  

• Don’t use hard to read colors or fonts, such as yellow.  

• Create a visual of what you are trying to say.  

• The visual needs to be immediately recognizable so the audience will listen to you and 
not be distracted.  

• Use clip art from Microsoft, or websites, such as www.istockphoto.com.  

• Avoid using cartoons or dancing figures.  

• Put notes in “notes” section.  

• Have a Word document handout with more substantial notes.  Give it out after the 
presentation.  

• Put contact information on first or last slide. 
 

How do you deliver your presentation? 
 

• Entertain!  Get the audience involved by asking questions, or have them participate in 
an “icebreaker” activity.  

• Tell a story.  

• Convey an emotion.  The wider the spectrum of emotion, the better.  

• Don’t write your presentation as you create your PowerPoint.  First write a storyboard, 
and then make the PowerPoint. 

 
How do you start a presentation? 
 

• You have 90 seconds to connect with an audience. 

• Ask a question. 

• Give a roadmap of the presentation.  “The three things you need to know about _____ 
are…” 
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• Handout an outline with blanks, so the audience has to follow along to fill them in. 

• Tie yourself with the audience by making an observation of something in the room or 
from a speech preceding yours. 

• Don’t open by thanking them for having you. 

• Give a statistic. 
 

How do you close a presentation? 
 
• Don’t rush, even if the speakers ahead of you ran into your time.  Cut out something in 

the middle of your presentation. 

• Don’t ask for questions at the end; ask for them right before you begin your closing. 

• Give the audience a call to action.  Ask them what they are going to do with this 
information. 

• Humor 

• Summary 
 

What about NOT using a PowerPoint? 
 

• This is very effective because most everyone uses them. 

• To help you remember your speech, provide copies of your outline to people you 
know in the audience.  Have them raise their hand and ask a question if you skip a 
portion. 
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How can you better focus on contacts? 

___________________________________________________________________________ 

___________________________________________________________________________ 

Make a list of all your contacts from high school, college, law school, family, friends, etc. 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

________________________________ _________________________________ 

 
 

RELATIONSHIPS AND GETTING HIRED 
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Many clients still hire lawyers over law firms.  They look first to reputation to narrow 
selection (objective).  They ultimately decide based on comfort (subjective).  Recent 
studies/surveys of corporate counsel show that:  
 1) Legal expertise is assumed; and 
 2) Law firms need to focus on: 
 (a) Responsiveness and  
 (b) Innovation. 
 
What do you think your clients are looking for when they hire lawyers?  

___________________________________________________________________________ 

___________________________________________________________________________  

Building Rapport 

It is ESSENTIAL to build rapport, trust and long-term relationships. Building rapport requires 
effective communication, understanding the client’s personality, and understanding the 
client’s needs. 
 
What can you do to build rapport with your clients? 

___________________________________________________________________________ 

___________________________________________________________________________ 

What can you do to build trust with your clients? 

___________________________________________________________________________ 

___________________________________________________________________________ 

Client Relationships 

In surveys, 75% of clients are not satisfied with the legal service they are receiving.  What can 
you do to change that perception? 

___________________________________________________________________________ 

___________________________________________________________________________ 

___________________________________________________________________________ 

What can you do to better serve your clients? 

___________________________________________________________________________ 

___________________________________________________________________________ 
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Practical Success

Cordell M. Parvin

Practical Ideas On Client 
Development For Associates

 I have done a lot of  work helping associates with 
client development in my old firm and now as a 
coach. In this article, I want to share with you my 
practical ideas on associate client development.

Set Yourself  Apart
 Client development is more challenging today 
for a variety of  reasons. First, business clients are 
no longer local or loyal and there are many more 
lawyers from which to choose. Sec-
ond, you have less time but more 
choices of  client development ac-
tions. Because you have too many 
choices, you may either never get 
started, or become ineffective in 
your efforts.
  However, if  you have a plan, 
become visible to your target mar-
ket and find ways to become a 
valuable resource and advisor for 
those clients and potential clients, 
you can become very successful. It 
is important that you start your efforts as early in 
your career as possible.

Client Development Myths
 Associates seem to buy into client development 
myths and this stifles their efforts. Here are several 
of  those myths:

•  You either have it or you don’t.  I can tell you 
from my personal experience that I did not have 
it. Knowing that drove me to work at it and de-
velop my skills;

•  Just do good work, get a Martindale AV rat-
ing, and wait for the phone to ring. There are 
thousands of  lawyers in your city or area who 
do good work. Client development is a contact 
sport. It is about building relationships and add-
ing value beyond the good work;

•  Too young, and inexperienced to.…” Lawyers 
should start learning client development skills 

as early as possible. This is a mara-
thon not a sprint and even though 
you may not bring in a client now 
that fits your firm’s client profile, you 
are building towards doing so later;
•    You have to be an extrovert and 

know how to work a room. I 
know lawyers who are very out-
going and do poorly because 
they talk about themselves and 
do not listen. I know introverted 
lawyers who do very well be-
cause they ask great questions 
and listen who do very well;

You have to “ask” for business. Lawyers who • 
are good at asking for business do not come 
across as needy or greedy. I, personally, was un-
comfortable asking so I tried to be the “go to” 
lawyer who would be sought by clients in my 
target market; and

Cordell M. Parvin built a national construction practice during his 35 years of practicing law. In 2005, Mr. Parvin left the 
!rm and started Cordell Parvin LLC. He now works with lawyers and law !rms on career development and planning and 
client development. You can subscribe to his Blog at http://www.lawconsultingblog.com/, connect with him on LinkedIn at 
http://www.linkedin.com/in/cordellparvin, join his Facebook Fan Page at http://www.facebook.com/pages/Cordell-Parvin-
Lawyer-Coaching/222291473905?ref=ts, and follow him on Twitter at http://twitter.com/cordellparvin. 
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Associates in big firms do not need to learn cli-• 
ent development. At the very least, associates in 
big firms with institutional clients need to learn 
about those clients and find ways to become 
more valuable to them. As expressed above, 
institutional clients are no longer loyal, They 
can’t be counted on as they have been in the 
past. So learning the skill set to get new clients 
is more important today than before.

What Successful Associates Share In Com-
mon

 Here are some of  the characteristics that I have 
observed over the years in the most successful as-
sociates:

They are patient, persistent, and perseverant;• 
They focus client development on things they • 
are passionate about;
They have a plan for their non-billable time as • 
well as written goals;
They regularly work on client development;• 
They are seeking to become more visible to • 
their target markets;
They are getting feedback on their ideas and • 
how they are doing;
They find ways to hold themselves account-• 
able;
They all wish they had started their efforts ear-• 
lier in their careers.

What Differences Do Associates Have? 
 Several associates with whom I have worked 
are “connectors.” Those lawyers are active in their 
communities and/or active in the Bar. Other asso-
ciates enjoy writing. They are writing articles that 
are published. When supported by their firms, they 
are blogging. Those lawyers are using writing as a 
way to get speaking engagements in front of  their 
target markets.
 Associates I have coached do their planning 
in a variety of  ways. Some associates begin their 
planning looking forward five years and then work-

ing back. Others emphasize setting 90 days goals. 
Several associates use weekly plans and journals as 
their method of  holding themselves accountable.
 Successful associates do not “find” time for cli-
ent development. Instead they make time. Each as-
sociate develops different ways of  making it. Sever-
al associates with whom I have worked spend time 
on client development after their children go to 
bed. Some associates work on client development 
on weekend mornings.
 Some associates are using LinkedIn, Facebook 
and Twitter as tools to reconnect with classmates, 
firm alums, friends, and potential clients. Others 
are reaching out by phone.

Deliberate Practice
 Practice things you want to get better at doing. 
Examples might include:

Treating your supervising lawyers like clients, • 
figuring out what they want and need and ex-
ceeding their expectations;
Finding out what is going on that impacts your • 
clients;
Networking;• 
Working on your elevator speech/questions;• 
Identifying future issues impacting your cli-• 
ents;
Writing articles for a business audience de-• 
signed to get you hired;
Public speaking;• 
Questions for clients and potential clients;• 
Active listening;• 
Building the team and assigning work;• 
Supervising and giving feedback.• 

 Reading an article like this has very limited 
value by itself. It has to be translated into practice. 
If  you want to get something out of  the article ask 
yourself, “What can I do based on what I learned?” 
If  you want to share your plan with me, I would 
enjoy hearing from you.


