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to call. Tt means being proactive: help-
ing clients audit their needs; suggest-
ing actions; and providing informa-
tionn abour the full range of services
your firm can offer.

The passage of the Sarbanes-Oxley
Act, and cthe Healcth Insurance
Portability and Accountabilicy Acr,
with their laundry lists of regulations,
can present a great excuse to pick up
the phone and build new business.
Caldwell, Leslie, Newcombe & Pettit, a
14-arcorney litigation shop in Los
Angeles, saw the passage of Sarbanes-
Oxley as an opportunity to approach
existing clients and offer the firm’s
services to conduce internal investiga-
tions to assure compliance and hunt

- for potential hot spots.

Something as simple as a clienc
survey — or

responsiveness.

“We learn more about the client’s
needs and style,” says Rubin. “It just
builds the relarionship and frequently
we get more work.”

Another way to strengthen rela-
tionships with exiseing clients: Bring
them with you ro an industry confer-
ence or seminar. Rutherford &
Christie, 2 12-lawyer firm with offices
in Atlanta and New York City, has a
substantial insurance defense liviga-
tion practice. This April, firm lawyers
will arrend rhe Georgia Self-Insurers
Associarion annual conference, and
the firm will pay for a few clients to
join them at the three-day seminar.
Clients appreciate the opportunity to
stay on top of new developments, and
conference attendees are likely co

have similar con-

requesting  for-
mal feedback —
can also open the
door te
business.
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Meetings with clients
to get feedback can

cerns.

“I's a good
way to cultivare
client  relation-
ships,” says
Atlanta partner

litigarion firm of ; Vince Toreno.
Butler  Rubin Strengtben tzes dnd “And a satis-
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operating officer Audrey Rubin,
a member of SFB Editorial Advisory
Board, The 30-attorney firm sends its
COO and a partner (but not the
billing partner) te meet with the
client. This provides an easy way to
broaden rhe client’s ties with the
firm. It can also enhance credibilicy.

Whar client would not welcome the
chance to discuss performance by its
legal ream?

The meeting helps the partner
identify what's working, and’ defuse
any problems before they fester. And it
affords the chance ro gently probe, to
assess how the firm's performance
compares with other firms that the
cliene may be using. The sessions can
be used ro solicic feedback on every-
thing from billing procedures to

Knowing where your business is
coming from can be imporrant for two
reasons. First, if someone is sending
business your way, it's good business
practice to thank them. Second, your
firm should reciprocate referrals
whenever possible.

Take a look ar Charleston, 8.C.s
Richardson, Parrick, Westbrook &
Brickman. The firm is one of the split-
offs of Ness, Motley, Loadholdt,
Richardson & Poaole, which had a
highly publicized break-up in 2002,
and is known for its expertise in
asbestos and tobacco litigavion.

The 28-lawyer firm makes ic a
prioriey to strengthen its relarionships
with other law firms and experrs. This
spring, it plans to host 300 actorneys,
experes and cheir spouses at irs first
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