
The Online 
Business Development Academy 
A fresh and engaging approach to winning work and client development

www.businessdevelopmentacademy.com
T: 44 (0) 20 7488 4419 

25+
BD Campaigns – regular 
campaigns to keep client 
development at the front of 
senior fee earners’ minds

60+
E-learning modules 
grouped within 4 key areas 
of business development 
– Networking, Developing 
Profitable Relationships, Pitching 
For Work and Winning Business

40+
Videos – 2 minute tips on how 
to tackle common BD  issues

120+
BD Tools, worksheets, 
checklists and toolkits
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GOOD VS BAD THOUGHT LEADERSHIP EXAMPLES

For thought leadership to generate new business and work discussions with clients,

its activities need to resonate with them in some way. Thought leadership needs to

comment on topics clients are currently focused on and give insight and help in a way

they find valuable. So ensure your thought leadership efforts focus on the client

rather than your firm.

Examples of good thought leadership activities:
• Articles and published expert comment that give practical advice rather than theory or general

observations.
• ‘How to’ guides and pamphlets.• The findings of research studies and what the results mean for the clients.

• Benchmarking studies – comparing sectors or organisations always goes down well.

• Electronic newsletters and publications that discuss issues the client is facing and give practical tips,

rather than a bland overview.• Contributions to business discussion forums on specific issues on sites such as LinkedIn.

• White papers.
• Round table discussions that bring people together either from the same sector (if there’s no conflict)

or from similar roles in different sectors (if they are all facing a similar challenge).

• Aide memoires or very practical ‘gadgets’ that help tackle a specific task or action.

• Software applications that aid a particular task.
• Workshops and seminars on specific topics – again very practical in focus.

• On the job training – going to their premises and helping them with a particular challenge. 
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BUILDING THE DISCUSSION QUESTIONS

Which of these questions can I use to gain the commitment of

my clients and contacts?

Tick those you could use

Identifying the relevant decision makers

• Who, apart from yourself, also needs to be involved in the discussions?

• What’s your thinking on the next steps here?

Assessing what they want from you and others

• What are you looking for from the advisers you will be working with?

• How will you decide who to use for this work? Have you got specific

criteria in mind?

Homing in on the budget

• What would you expect to spend on this?

• What budget do you have in mind for the work?

• How important is price to you on this assignment?

Checking if the work is competitive

• Who else are you talking to about the project?

• What’s your process for making a decision on this?

Testing the seriousness of their intention

• Where does this fit in your current priorities?

• How important is it for you to achieve the results you are looking for?

• When do you want to start on this?

20+
Winning Business 
Digests – Best practice tips to 
tackle common situations

Winning Business Digest Insight, tips and ideas on how to win more high value work

ways to keep in  

touch in between 

deals and 
assignments

Without a deal, assignment or instruction 

on the go (and with numerous active clients 

to keep happy), many professionals find it 

difficult to keep in touch with a client in a 

way that is well received.

But by failing to keep in touch, you can miss 

opportunities or (worse still) lead the client 

to believe you don’t care - prompting them 

to canvass a competing firm’s advice. So how 

can you maintain appropriate and relevant 

contact with a client to keep you and your 

firm fresh in their mind?

This is one of the Winning Business Digest 

series providing practical tips on critical 

areas of business development for senior 

professionals.

Diarise reminders for yourself so you maintain 

regular contact with your client and don’t go for 

weeks or months in silence

Action 1

8
1 Commit to regular contact, not simply 

when you need new work

When busy and pre-occupied, professionals can convey a 

slightly rushed manner and ‘busy’ persona. When times are 

quiet and they are in need of business, they can convey a 

hunger for work in fake interest, jumping on opportunities 

to sell and trying to ‘push’ their way back into a client’s life. 

Clients and contacts are naturally very intuitive. As one 

Managing Director recently complained... ‘Why else would 

they contact us now? We haven’t heard from the firm for 

months. It’s clear they just want to sell.’  If you only keep in 

touch when there’s the possibility of work, then clients will 

see through that strategy.

This article is written by John Timperley and Andrew Warren. Our Winning Business Digest series 

features practical tips on a range of specific business development topics WBD – Dec 2012 – Issue 7

Winning Business Digest Insight, tips and ideas on how to win more high value work

ways to successfully cross-sell a colleague’s expertise

The last few years have forced many professional services 
firms to look to their existing client base as the main source of 
increased revenue. However, professionals often admit that 
they are uncertain about how best to introduce colleagues 
into their client relationships. 

In this Winning Business Digest, we give practical tips on how to 
introduce a colleague’s expertise to your clients. 

Practical tips on critical business development and work-winning 
approaches for senior professionals

8
This is one of the Winning Business Digest series whose articles give practical tips on a range of specific business development topics WBD – May 2013 – Issue 11

This can help you to strengthen the relationship with your 
client, as they will then draw on a wider range of support in 
your firm – it can also assist you to forge more contacts within 
the client organisation. 

Often professionals find that by recommending their colleagues 
to clients, they soon experience a reciprocal gesture which 
helps reduce the time and effort they have to spend to seek out 
new work for themselves.

With fewer new clients on the horizon, firms recognise how important it is to win more 

business from their existing portfolios.  

30+
Podcasts and BD scenarios  
(and how to solve them)



A valuable learning tool 
that actively supports a 
professional’s BD objectives

The Academy can sit on our server 
or the materials can be drawn into a 
client’s LMS.  All of our materials are 
SCORM compliant

1.	 Tried and tested practical advice from 
recognised specialists

2.	 Use as ‘just in time’ support or as a more 
formal learning resource. Professionals 
can complete the modules in their 
own time

3.	 Can be tied into an individual’s 
Development Review or 
appraisal process

4.	 You can add your own tools and 
resources to the Academy

5.	 Ability to download tools that will 
speed up the thinking process and 
ensure current ‘best practice’ actions

6.	 A professional’s appraiser can prioritise 
the modules and resources that are 
most relevant to the fee earner

7.	 Professionals can download podcasts 
to listen to at a convenient time eg 
when travelling

8.	 Activity can be monitored and reports 
produced at the touch of a button

8 key benefits of The Online Business Development Academy

Used by a number of international 
professional services firms to help Partners 
and other professionals with ‘just in 
time’ advice as well as CPD supporting 
e-learning exercises. 

We can also offer course sign up,  
pre-and post-work monitoring, CPD  
analysis etc.  This is accessible on iPhone, 
iPad and android mobile devices.

www.businessdevelopmentacademy.com
T: 44 (0) 20 7488 4419 
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