How to Attract

Higher-Value Clients

" & DEFINE “HIGH-VALUE” AND NARROW YOUR FOCUS

r ;e
'/‘\k High-value clients are typically those with complex, repeat, or high-stakes
P matters and the budget to pay for specialized help. To attract them, define
A an Ideal Client Profile by industry, matter type, size, and triggers (i.e.,
“middle-market manufacturers facing multi-jurisdictional product liability
claims”).

QUALIFY AND PROTECT YOUR BANDWIDTH

Attracting higher-value clients also requires time management and politely
saying no to misaligned work. Using intake criteria (matter size, fit, fee
alignment, strategic value) and minimum fees creates space to serve your
best clients at a higher level and reinforces your positioning as a premium
option.

LEVERAGE REFERRAL AND PARTNER NETWORKS

Premium matters often move through trusted networks - GCs, other firms,
accountants, bankers, brokers, and consultants. Intentionally cultivating
these relationships, staying top-of-mind with targeted updates, and being
clear about the kind of work you want makes it easier for referral sources to
send you higher-value clients.

DESIGN A PREMIUM CLIENT AND REFERRAL SOURCE
EXPERIENCE

High-value and referral sources clients equate responsiveness, clarity, and
predictability with competence and are sensitive to friction. Clear
engagement terms, proactive communication, and smooth billing and
payment processes signal that you are built to handle sophisticated work
and protect their time.
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BE PRESENT WHERE PREMIUM CLIENTS ARE AND LOOK

- ! Corporate and affluent clients vet counsel and provides online, so a strong
s@ digital presence is non-negotiable. A modern site, optimized for the
?@‘ > specific problems and industries you serve, plus SEO and GEO and around
g @M high-intent prompts and questions, increases inbound from clients who
already value and can afford specialized help.

SHOW UP IN THE RIGHT ROOMS

Higher-value clients and referrers cluster in specific industry conferences,
trade associations, and executive-level events. Speaking, moderating
panels, and hosting small roundtables for those groups positions you as a
peer-level advisor rather than a vendor.

POSITION AS A SPECIALIST, NOT A GENERALIST

Larger and premium clients gravitate toward professional who demonstrate
deep expertise in a narrow slice of an industry or issue, often paying a
premium for specialization. Publishing focused insights, case studies, and
speaking

on specific problems (instead of broad topics) signals that you solve those
exact high-value issues regularly.

BUILD AUTHORITY WITH THOUGHT LEADERSHIP

High-value buyers research extensively and want evidence of sophisticated
thinking before they ever reach out. Regular articles, webinars, CLEs, and
conference presentations on nuanced topics (e.g., "Al-driven IP risk for
med-tech startups”) help you show depth and attract more serious, informed
inquiries.

USE SOCIAL PROOF AND CONCRETE RESULTS

High-value clients are risk-averse and want proof you can deliver at their
level. Specific testimonials, matter descriptions, and data-driven case
studies (within ethics rules) help de-risk hiring you far more than vague
claims of “full-service" or “aggressive representation.”
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