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DLA Piper, IPT Associates, Business Development Programme 
 

Aims of the programme: 
 
To help Associates to: 
1. Decide what business development they should do and with whom 
2. Confidently and skilfully build profitable relationships with new and existing clients and contacts 
3. Make the most of every client interaction – for themselves, for DLA Piper and for the clients/contacts 
4. Plan their BD efforts for greatest effect, making the best use of the limited time available 
5. And thereby to build the motivation to buy (and to refer/introduce/re-buy) in all their existing and 

potential clients and contacts 

 
Structure of the programme: 
 
Initial phase: 
1. Three short workshops over three months - introducing ideas and key skills, developing confidence and 

skills and planning actions 
2. Implementation of actions with clients and contacts 
Second phase: 
1. Initial workshop - planning actions and setting focus areas and goals for each Associate – see appendix 
2. Ad hoc telephone and email support on specific issues and specific situations and opportunities 
3. Scheduled (2x) telephone discussions over three months with each Associate to review progress, 

provide coaching and plan next steps 
4. Final workshop: 

a. Guest speakers discussing PR support and opportunities and DLA WIN-Win programme; 
b. Final review of progress and focus on specific skill areas, as agreed with team. 

 
Progress: 
 
Some highlights include: 
1 Specific instructions from new clients 

2 Better structure and handling of client (target 
client) meetings 

3 More comfort in developing ‘friends’ into 
contacts/clients 

4 More speaking opportunities 

5 The arrangement of a number of significant client 
events 

6 Carrying out ‘tepid calling’ to generate 
meetings/interest – leading to brand new 
instructions 

7 More (planned) engagement with specific clients 
and contacts – including meetings, lunches, 
conferences etc  

8 Fostering links with potential clients on ‘the 
other side’ of current deals 

9 Organising social events with key clients 

10 Two ‘skeleton’ articles 

11 More involvement in marketing initiatives 
including “Changing Landscapes” 

12 Contribution to webinars 

13 Focus on improving client alert 
programme 

14 More engagement with old contacts, 
including one who is now in a senior 
position with a target client 

15 More presentations to clients 

16 More engagement with colleagues both 
inside and outside the IPT group 

17 Joint training planned 

18 Making sure all DLA ‘touchpoints’ with 
clients and contacts are exactly right 

19 ‘Pruned’ some problem relationships 
which has freed up time to focus on 
bigger clients 

20 Targeted new clients 

21 A much stronger bond with one core 
client 

22 The initial development of a sub-sector 
plan 



 

Next steps: 
 
Next steps should include: 
a. Continued progress in agreed individual focus areas and the development of new focus areas as the plans 

develop 
b. Scheduled reviews with Partners, including specific focus on agreed BD objectives and focus areas – with 

specific aims - in planning and review (appraisal) meetings 
c. The group (or at least those who feel they would gain from it) should get together for one hour in 

(perhaps) three months time to review where they are and share progress, ideas and motivation 
d. PD to take email questions on specific issues and opportunities and to send relevant articles as 

appropriate 
e. Paul Amit to maintain a watching brief, to communicate ideas as to potential contributions by Associates 

to marketing plans and to provide marketing support.   
 
 
Areas of greatest benefit: 
 
Among the greatest benefits Associates have gained from their involvement in this programme are: 
a. Greater confidence to ‘do something’  
b. A greater ability to plan the right actions 
c. A clearer focus on business development 
d. Real encouragement and motivation 
e. The opportunity to discuss specific opportunities, issues, barriers and challenges 
f. Improved core client engagement/development/’selling’ skills, including better understanding of when to 

talk and when to listen – and how to avoid ‘the pounce’ 
g. Regular contact from PD prompted actions that would not have happened otherwise 
h. Opportunities to discuss ideas with colleagues and to learn from their experiences 
i. Ideas on how to find time to do the actions – and to make sure (as many as possible of them) happen 
 
 


