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INTRODUCTION 
One sure way for you as a service provider to increase the likelihood of making more 

money is to generate new revenue for your firm.  Creating new revenue increases your 

personal value.  The business model of a services firm is gravely jeopardized without the 

rainmaker—that critical individual who can keep business pouring into the organization.  

In our current economic climate, the competition to secure quality clients is as fierce as 

ever.  To secure the quality clients, you need to have any number of sales and marketing 

tools at your disposal.

During my many years as a partner with a mid-sized, entrepreneurial law firm, I have been 

fortunate to develop a personal approach to generating new business.  This approach is 

based on the concept of implementing sales and marketing strategies in ways that are 

100% unique.  One of the most promising of these strategies is participation in a business 

networking group.  By applying my thoughts on generating new business to networking 

groups, your focus becomes how to make a networking group unique to you.

The best way to make a networking group unique to you is to form your own group!  It’s 

easy once you think through the various aspects of both forming such a group and running 

it in a way that will insure the longevity of the group.  Maximize the power of your group by 

making it unique to you!  In this book, I will teach you exactly how to start a unique business 

networking group that can yield significant dividends to you and the other members.

1
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Chapter 9 
seleCtIon of group MeMBers

Selecting the right professionals to join your networking group is critical to its long-term 

success.  Invite only solid candidates into your group.  This chapter will discuss a few 

aspects of the member selection process worth noting.  While this process is inherently 

imperfect, you can gain an advantage by understanding what follows.

preferred size of your group

How many people should you have in a face-to-face business networking group?  There is 

no right answer.  Your group can be as large or small as you deem appropriate.  The real 

issue is making sure that you are not too small or too large.  If your group only has three 

members, you are likely not casting a wide enough net in the marketplace to generate 

the volume and quality of leads you desire.  Conversely, if you have too many people, it is 

difficult to keep everyone on track consistent with the overall goals of the group.  

Selecting the right professionals to join your
networking group is critical to its long-term success.

An initial and reasonable number of group members is ten.  If you can select nine 

other people to join your new networking group who are vetted properly based on the 

member criteria discussed below, you will be amply rewarded with many leads and a 

long relationship with quality people who will serve as your personal sales force in the 

marketplace.  It is not always easy to find nine solid candidates.  In time, there will be 

suggestions for the invitation of new members, because either you or your well-connected 

member colleagues will know of someone who might be great for the group.  Consider 

these people, and grow your group.  But do not get too large.  If your group reaches twenty 

people, you might want to really think hard before adding any more members.
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Member Criteria

As you bring other people into your group, use the following member criteria as a guide.  

This list is by no means all-inclusive.  Feel free to create other criteria important to you and 

not listed below.  But at the very least, do not invite a new member into your group unless 

he or she satisfies each and every requirement below.

Strategic Non-Competitive Service.  The proposed member must provide a service which 

does not compete with you (as for the first member you invite into your group), and to all 

other members thereafter.  For example, if you are an accountant, the proposed member 

should not be an accountant.  He should be any professional service provider other than an 

accountant, such as an attorney, banker, insurance broker, etc.  While this sounds simple, 

it is easier than you might think to make the mistake of inviting in competitive service 

providers.  An example might be two attorneys from different firms, one who practices 

corporate law, and the other who is a litigator. You might think that since these two people 

do not technically compete with each other, their co-existence in your group would be okay.  

But, if the corporate attorney has a litigation practice within her firm, she might be more 

likely to keep any litigation work in her firm by referring potential litigation work to one of 

her partners, in turn getting origination credit.  Thus, the litigator in your group misses out 

on an opportunity due to the conflicted interests of the corporate attorney in the group.  

However, if the corporate attorney’s firm has no litigation department, then there is no 

conflict.  Just be careful and ask the right questions about a proposed member’s business.

Familiarity.  A proposed member must be familiar to either you or another group member.  

The level of familiarity should be relatively high.  There is so much disparity of personality 

among people that you need to make sure the personality of the candidate is consistent 

with the personalities of other group members.  Someone who is very familiar with the 

candidate will be able to best assess the individual’s potential to be a good citizen within the 

group.  If you are not familiar with an individual, there is a much higher risk that the person 

will turn out to be someone no one expected.  In some cases it takes a while for the “real 

person” to come out, and during such time you are investing in that person by inviting him 

into your network of valuable contacts (as are the other group members).
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A proposed member must be familiar to either you
or another group member. The level of familiarity

should be relatively high.

Ambition.  The candidate must be ambitious.  Ambition is one of the keys to any sort of 

success.  Without it, your future relies heavily of fortuity.  Given the intense competition 

among service providers, it is wise not to rely on fortuity to pay the bills.  Ambition drives 

people.  It keeps them sharp and their focus where it needs to be.  People without ambition 

will not go the extra mile for you.  You need people who want to take things to a whole new—

higher—level.  Ambitious people want to raise the bar.  Once they hit a plateau, they want 

to set a new bar for themselves.  This is the sign of someone who is destined to succeed.  

You want to align yourself with someone like this.  The alternative is someone who is not 

constantly taking his career to the next level.  Members who lack ambition will not be out 

there trying to always meet new people.  They will not go up to that stranger at a cocktail 

party and exchange business cards.  And they will not aggressively look for opportunities 

for you and the other group members.  They will not do so because they lack the drive that 

ambitious people possess.  You need to ask proposed candidates about what they have 

done in the past to get to where they are today.  Have them explain exact steps they have 

taken to grow their business.  While there is no precise test for identifying an ambitious 

person, typically the answers to the above questions will make it obvious to you whether 

someone possesses that drive or not.

Same or Greater Existing Level of Success.  Candidates for admission to your group should 

have gained the same level of success as you (and the other members, on the average) or, 

preferably, a greater level of success.  You have likely heard the old saying that goes something 

like this:  if you want to be rich, it helps if you hang around rich people.  Similarly, if you want to 

grow your network, originate new business, and make more money, hang around people who 

have grown a solid and respectable personal network of contacts.  Hang around people who 

have a history of bringing in business for their firms. And hang around people who are making 

good money!  These are the people who have the potential to provide the most value to your 

group.  The alternative is someone who has a limited network of contacts, has not originated 

a lot of business, and who is not converting his efforts into take-home pay.  Is this the type of 

person in which you and your other group members want to invest valuable resources?
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Candidates for admission to your group should have gained
the same level of success as you (and the other members,
on the average) or, preferably, a greater level of success.

There is one important exception to this idea, namely, there may be a candidate who simply 

screams “future rainmaker.”  Typically, these are younger professionals who have not been 

able to satisfy the above criterion regarding the extent of past success because they have only 

been practicing their craft for a short period of time.  If the person gives you a strong comfort 

level, there could be good reason to invite that person into your group.  You might want to do 

so before another business networking group snatches him up!  So before you make a formal 

invitation to a new member, ask some direct questions about that person’s success in terms 

of converting business development efforts into new clients.  Usually people who have been 

successful in this area will not be shy about sharing their successes with you.

Depth and Breath of Existing Network.  An individual might have a lot of people in his 

network of contacts, but that does not necessarily mean that such a stable of contacts 

will be beneficial to your group.  How strong are the relationships that person has with 

his contacts?  How long has he known his most important contacts?  How many of the 

candidate’s contacts are actual clients of his?  Is he the primary contact for his firm with 

those clients?  Are many of the contacts related?  For example, are 80% of the candidate’s 

contacts in a particular industry?  Ask these questions.  You want people who have very 

strong relationships with their base of contacts.  This will provide a higher likelihood 

that those contacts will be receptive to your pitch to them.  You want people who have 

many contacts across a number of different industries and areas of specialty.  This will 

exponentially expand your reach within the marketplace.  Cast a wide net when mining for 

new business.  Get fishermen on your team who will help you cast that net.  Ask candidates 

to describe some of the relationships they have with their best contacts.  Ask them to give 

examples of various business contacts they would introduce to other group members if 

admitted to the group.  Will this person help you and the other members of the group cast a 

wide net?  

A related question is:  What existing loyalties does the proposed member have to outside 

service providers who are in competition with existing group members?  Oftentimes service 
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providers—especially the ones who are successful—have friends who are also service 

providers.  If such friendships are strong, then those outside friends are much more likely 

to get valuable referrals than members of the group, purely based on strong, pre-existing 

relationships with such outside service providers.  The risk of outside referrals being made to 

the detriment of group members exists.  So ask proposed members about their pre-existing 

relationships with other service providers.  While having such pre-existing relationships may 

not preclude a proposed new member from entry into the group, a group’s understanding of 

this dynamic will allow the existing members to make an informed decision about whether 

or not to invite the proposed new member into the group.    

Involvement in Business Community.  You want people in your group to be involved in the 

business community.  Such involvement will cause them to meet more people, become a 

more respected authority in their respective fields of expertise, and will put them into more 

situations where they might be able to help you.  On the other hand, people who are not 

actively involved in the marketplace will miss out on opportunities to grow their business, 

and, in turn, your business.

Cast a wide net when mining for new business.
Get fishermen on your team who will help you cast that net.

Ask potential members about the business organizations in which they participate.  Ask 

them if they hold any leadership positions in these organizations.  Ask them how often they 

go to charity functions, or how often they go to social functions where they have ample 

opportunity to meet new people.  You want members who are “out there” in the world 

meeting new people on a regular basis, growing their networks, and becoming better known 

for what they do.  This will only provide a more solid foundation upon which they can help 

the entire group in its quest for growth and maximum success for its members.

Reputation.  Our reputations are everything.  A good reputation goes a long way.  A poor one 

also goes a long way, but in the opposite direction.  You want to identify professionals who 

have worked hard to establish and maintain a great reputation in their professions, and the 

marketplace as a whole.  Once someone becomes a part of your group, you start to become 

identified with that person.  You will be judged on the quality of your friends and associates.   
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If there is any taint on the reputation of a member of your group, it will end up tainting all your 

members.  If you introduce someone with a tainted reputation to one of your best clients, and 

your client learns about the poor reputation of the person you recommended, the consequences 

could be harsh.  The level of trust your client had in your judgment has just been reduced, if not 

eliminated.  Why risk such a result?  Make sure you or someone in your group really knows the 

person you are inviting in, and vouches for her reputation.  Ask some of your trusted friends who 

may have a reason to know of a candidate and find out what the perception of that person is in 

the marketplace. Is she known to be honest? Trustworthy?  Hard working?  If not, take a pass.

100% Approval of Other Members.  Perhaps the most important criterion for new 

members is that every proposed new member should have the complete support of each 

and every then-existing member of the group.  100% approval is prudent.  If one or more 

group members are sincerely opposed to the admission of a proposed new member, there 

is probably something that member(s) is seeing that the others are not.  The nuance of the 

various criteria described above can be daunting.  It is practically impossible for everyone to 

pick up on or sense all aspects of a candidate’s profile. There is something to be said about 

collective wisdom in this situation.  

You want to identify professionals who have
worked hard to establish and maintain a great reputation

in their professions, and the marketplace as a whole.

If everyone is in agreement, chances are that you have properly vetted the candidate’s 

potential to adequately contribute to the group as you expect.  If one or more members doubt 

that potential, move on.  There are other quality people that will come your way in the future.  

There are a lot of great people out there looking to grow their businesses.  Wait for the right 

people for your group.  Further, by having 100% approval, you ward off the situation where 

things do not turn out the way you hoped, and some members of the group are blaming the 

members who wanted that person in the first place.  Avoid such a scenario, as it may create 

unnecessary resentment among group members.  If you, as founder, are picking the second 

person for your new group, then the idea of collective wisdom is a stretch, but use your good 

judgment and make the best decision you can.  Try to select a person who is particularly close 

to you, to completely avoid the risks described above.
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Identifying and recruiting Members

Now that you have a firm understanding of the member criteria discussed above, you are 

ready to recruit your first members.  The first thing to do is get out your contact list.  Go 

through all of the people you already know, and decide which contacts satisfy all of the 

member criteria.  In some cases, the first person to invite into your group will be someone 

with whom you are close already.  If that person satisfies all the member criteria, then you 

may just have your first member.  Otherwise, take some time to go through your list of 

existing contacts, and think about who might be a good fit.  Remember, this is not an exact 

science.  It will be impossible to know 100% that you have selected the right person.  But, 

given your grasp of the member criteria, you will be able to inquire of your potential member 

as to the various components of the above criteria.

You should have a frank and honest discussion with your first potential member about 

your goals for the group, and your personal goals for growing your business.  After you 

recruit your first member, then the two of you should repeat this process for the next 

potential member, and so on.  As you continue to add members, the collective wisdom of 

the group will increase, thus further reducing the risk that you will make a poor decision 

on member selection.

Once your group is up and running, you will soon realize that there are certain areas of 

expertise your group is lacking.  You should look to fill these gaps with quality people.  

Everyone in the group should reconsider their respective contact lists and determine if 

anyone within such lists is a potential candidate for membership.  If not, then you might 

suggest to the members that everyone seek recommendations from trusted friends about 

potential candidates who might possess the desired area of expertise.

As you continue to add members, the collective wisdom
of the group will increase, thus further reducing the risk
that you will make a poor decision on member selection.
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If you take this route, the members’ level of familiarity with such an individual will be less 

(if not non-existent), but if the recommendation comes from a trusted friend of an existing 

member, and your group properly interviews the candidate, you will, in fact, reduce the risk 

from unfamiliarity as much as possible.  If the person otherwise satisfies all the member 

criteria, it is probably worth taking the risk to move forward.

. . .
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ConClusIon

Start a networking group right now!  Start thinking of the people you would initially invite 

into your group.  A great networking group can provide both younger and more seasoned 

professionals a platform to exponentially grow their personal networks and business 

originations.  But care must be taken with respect to the selection of members, the 

operations of the group, and maintaining member accountability.  Members should use 

the group as their personal sales force in the marketplace, looking for opportunities to 

make referrals and introductions.  Each member would be well served by treating all other 

members like their potential and existing clients.  Grow deep and unique relationships within 

the group, and watch your business take off!

. . .
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