O n a daily basis (or, as in the case of

articles, on a monthly basis) we y
attorneys are bombarded with words of
“Measure twice, cut once;” pleces of
advice — “When you are working.
it’s always a good idea to
~ he may be gone after 2p.m. But keep in mind
that often he doesnt get in until noon;” and, final-
ly, what my mother refers to in Bengali as “gan” -
unsolicited advice meaningful only to the person
providing it — “When I was a young attorney, I
made sure I read the entire Ohio Revised Code
before I finished researching a topic..

People have the best intentions in giving us
this advice — mentoring, passing along the prod-
uct of their experience, fulfilling their role in
some sort of “rite of passage” — but their infor-
mation is often cryptic and, since it comes from
many sources, directly contradicts some piece of
guidance that came from someone else.

Because this section of the Cleveland Bar
Journal is full service, I have spent hours review-
ing these many tidings, and I have distilled all of
this collected knowledge into two simple rules.

Rule Number

Always make your client |

We are in a service industry, an
treat our clients well, make sure
better than they came and encour;
come back to our office the next
a legal issue. As you progress thro
career, you learn this rule has man;
ly because the definition of who your “client” is
changes over time.
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be helpful to
client. The first

2 a: a person who engages the professional
advice or services of another <a lawyer’s
dients> b : CUSTOMER <hotel dients> ¢ :
a person served by or utilizing the services
of a social agency <a welfare dient> d : a
computer in a network that uses the ser-
vices (as access to files or shared peripher-

als) provided by a server

Etymology: Middle English, from Middle
French and Latin; Middle French dient,
from Latin dient-, diens; perhaps akin to
Latin dinare to lean — more at LEAN

As I'm sure you have learned or recognized
from the definitions above, as young attorneys
you have many people that are dependent on you.
Initially, your primary clients will be the people
who assign you work: senior attorneys, judges if
you are a law derk, and, if you are in-house,
bustness people. I refer o this group of people as
“internal clients.”

The second definition of client is specific to
the legal profession and can be found in Ohio
Revised Code §2317.021:

“Client” means a person, firm, partner-
sbig corporation, o7 other association that,
dirett[y or tb’/ougb any representative, consults
an attorney for the purpose of retaining the
atiorney or securing legal service or advice

from him in his professional caparity, or con-
sults an attorney mp@ee for legal service or
advice, and who communicates, either directly

or tbrougb an agent, employee) or other repre-
sentative, with such attorney; and includes an
incormpetent whose guardian so consults the
attorney in bebalf of the incompetent.

The individuals and entities described above
are your “external clients,” and as you progress
through the stages of your career you will work
with them more and more. Invariably, your
external clients are your internal clients’ clients,
which is a very important thing to recognize

when your ultimate goal is to make your client
look good.

What Do Your Clients Expect? — The
Five Questions

Whenever you do anything for any of your
clients, you should ask yourself these five questions:

1. Why they are coming to me for help?

2. What are they specifically asking me to do?
3. What are they implicitly asking me to do?
4. What do they need but didnt know enough

to request?

5. And finally, How can I belp my client make bis
clients look good?

There is no question our jobs come with a
great deal of responsibility, but it is part and par-
cel of the career we have chosen, We all aspire to
become experts in the areas of the law that we
choose to focus our practice on. Developing an
expertise requires you to not only be proficient at
task skills — doing what others tell you — but to
also develop your analytical skills. This requires
you to evaluate not only the siruation directly
before you, but also all of the potential future
contingencies and what you should do in the
event they become a reality.



I think all faw professors tell you that dients
don't come into your offices with a “T” for tort
issue or “C” for contract problems on their
heads, and that is truth. You don't know what
will come through your door or across your desk
from one workday — and often Saturday and
Sunday — to the next, Because it is very rare that
any legal situation will fall into one discrete cate-
gory or another, you need to make that evalua-
tion to service your clients.

Luckily, most of your internal clients will give
you time to Jearn on the job and be understand-
ing when you fail to take all of these things into
consideration. Some will tell you exactly what you
need to do to answer the five questions, but the
best will not only explain what needs to be done,
but also tell you why it needs to be done — this is
called mencoring.3 The latter is the ideal situation;
however, like honeymoons, your grace period will
vary by individual and employer. Some people get
to take three weeks in Greece and some people
can only get time for a weekend at Niagra Falls.

Your external clients expect you to know what
you are talking about at all times. In fact they
expect you to be as good at your job as they are
(or perceive themselves to be) at theirs. In order
to truly service your client, you need to know not
only what your external client’s current problem
is, but how this situation fits into his overall
business. This requires you to learn about your
external client’s business and who their potential
internal and external clients are. This can only be
done by doing research and asking questions.
Because client relations and development is such
an tmportant aspect of our business, it may be a
while before your internal clients put you in front
of their clients, but when that happens you know

you've taken an important step in your career.

How Can | Make My Client Look Good?

Once you've answered the five questions you
have the information you need to make your
client look good. You know why they are coming
to you, everything they expect of you, and most
importantly, you know everything they need to
know — including a lot of information your
client didn't realize he needed. Being able to iden-
tify and understand this last subset of informa-
tion is essential when your ultimate goal is to
make your client Jook good.

For example: Your internal client — a partner in
your firm — comes to you with a question about
a contract between his external client — a local
company — and an out-of-state party. He asks
you to analyze the contract to determine if his
client’s actions breach the agreement.

Why this partner came to you may be the
result of many factors: You impressed him on the

Jast project you worked on, you have experience
with contracts in this area of business or you
were the only free hand he could find. You
should consider the first two reasons as affirma-
tions that you doing well. You should view the
third reason as an opportunity to excel.

Cleatly, the internal client has specifically
asked you to analyze the contract; however, the
process of answering questions three, four and
five is how you make your client look good.

For example, an implicit question is what law
applies — Ohio law or the law of the other state.
Even though your internal client didn't ask you
to consider this specific issue (or didn't realize
that it may be relevant), it is just one of the many
factors that needs to be addressed in order to sat-
isfy your internal client’s needs. More important-
Iy, it may be an issue the external client did not
consider in the context of this particular situa-
tion, but one that may also be relevant to other
contracts he has with other parties — relation-
ships you learned about through your own
research and by asking educated questions.

Considering all aspects of the situation pre-
sented to you, taking the next step and anticipat-
ing potential issues and solutions gives your client
~ and his client — the tools to help themselyes

now and in the future. THIS MAKES THEM
LOOK GOOD TOTHEIR CLIENTS. The
concept is not rocket science, but it seems elusive
to many attorneys, young and old. Making your
client fook good demonstrates a respect for their
limited time and resources. More importantly, it
demonstrates a skill set and vision that internal
and external clients are always looking for to sat-
isfy their immediate and future needs.

I know you :
dering when I would get to rul . So
here it is:

Never forget rule
Re-read the foregos
your practice. I

useful pieces of

Richth Sarkar practices in the business litigation and finan-
cial snstitutions, securities and broker-dealer groups of Ulimer
& Berne LLP. His practice is focused on representing parties
complex and class artion litiation, appellate litigation, adminis-
trative proceedings and alternative dz’spute resolution in com-

| property and public law matters.

mercial, product liability, rea

DyWhile this is a slight exaggeration, you should keep in mind that when people are criticizing young atrorneys for not having a
complete grasp of all the law, it is likely that when the person who is pontificating was a young attorney, much less [aw actually

existed than does now.

2 1 know what you're thinking: “his last article had a lot of definitions in it. Does he think we're stupid?” The answer to that ques-
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tion is NO. However, when examining an issue it is best to begin at the beginning and identify exactly what it is that you are tatking
about. The fact that these definitions also help fill my recommended word count is just serendipity (you can look that definition u
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yourself, watch the movie, or contact me at rsarkar@ulmercom and I will provide it to you).
3 The subject of mentoring will be addressed next month in my article “Mentoring Is in the Why?” which will be available on your
) g Y >4 y }

newsstands in December. Thar said, I'm not sure if we offer the Cleveland Bar Journal on newsstands, although if we did I'm sure
that my mom would buy alf of them, so you really need to join the Cleveland Bar Association to make sure you get your copy.
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