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Foreword 

 
I have written this book for intellectual property 
experts. The goal of this book is pretty simple: I want to 
help intellectual property experts to get more 
intellectual property clients and excel in their 
intellectual property careers. In order to succeed, we 
have to make a shift from being intellectual property 
practitioners into intellectual property rainmakers. 

Why? 

I was born in Finland in the 1990s, just after the 
recession, to an upper middle-class family. My 
childhood was happy—there were lots of friends, 
hobbies, and opportunities for a normal boy like me. 
But there was one thing that haunted me. I was 
absolutely terrified of public speaking. If I had a 
presentation at school, I would not sleep the night 
before. At all. On the presentation day, when I was 
about to speak in front of my classmates, my voice 
would become weak, my hands would sweat, and the 
paper I was holding in my hands would shake like a 
maple leaf. Needless to say, none of my presentations 
received positive praise from the teachers. 



 

 

I have always been interested in technology and math. 
Things that require logic and analytical thinking. 
Maybe that is one of the reasons I was also intrigued by 
legal questions. Early on I knew that I was going to be a 
lawyer. I thought that as a lawyer, if I chose my path 
correctly, I could avoid roles that required any sort of 
public performance and instead focus on legal 
questions. I was able to pull it off as I was admitted to 
the law faculty of the University of Helsinki. 
I loved law school from day one. There were a lot of 
like-minded people and interesting legal subjects. 
There were also many opportunities outside of 
schoolwork. 
During freshman week I was introduced to the musical 
theater production of the student association. If 
someone had told me that that theater production 
would change the course of my life, I would have 
laughed at them. Theater was the number one thing I 
should have avoided, based on my previous public 
speaking anxieties.  
After listening to the presentation about the production 
during the freshman week, I had very conflicting 
thoughts in my mind and every possible excuse to stay 
away from it. However, something about the 
production just wouldn’t let me off the hook. I couldn’t 
help but go to the first meeting and see what was going 
on there.  
In order to get a role in the play, every actor candidate 
had to go through an audition period that lasted three 
weeks. The audition period consisted of improvisation 
theater scenes in which you were given a character and 
you would have to act a scene with a random co-actor.  
Great.  



 

  

I had never done anything remotely connected to 
acting and the fear of stepping outside my comfort 
zone was overwhelming and bone-chilling. But 
somehow I was able to collect my courage and go 
onstage for the first time.  
I think I have been collecting a huge return on 
investment on that single step since. 
It would be an understatement to say that I bombed 
when I acted my first scene. My voice was weak, my 
posture was bad, I couldn’t hold my poker face. I had 
no idea what I was doing, and I was extremely 
ashamed of myself after the scene.  
When I returned to my seat, I swore to myself that I 
wouldn’t go on the stage anymore. Going home 
sounded a much more comfortable option. I beat 
myself up for bombing while watching the other 
candidates perform at their peak level.  
But after that terrible feeling faded, I discovered 
something profound. How on earth could I defend my 
clients in a public courtroom if I did not have the guts 
to fail in front of a small number of encouraging 
people? Instead of being afraid of failure, I decided to 
embrace it. I decided to enjoy failure. 
I went on that stage again. And I failed. And failed. 
And failed. But as I kept failing, I noticed that failing 
didn’t hurt that much anymore. It was still unpleasant 
to get onto the stage, but the fact that I was able to 
overcome that fear started piling up inside me as 
confidence.  



 

 

I started noticing that I was improving. The director’s 
feedback on my performance was not so harsh 
anymore. Other candidates in the audience even had 
some chuckles instead of awkward silences while I was 
performing. I actually started enjoying acting silly in 
front of the other actors. 
After the audition period I was happy that I managed 
to overcome my greatest fear of public performing, but 
I was also depressed because I was certain that I 
wouldn’t get a role in the play. There were just so many 
better actors than me—and I really couldn’t sing. 
A couple days after the last audition day, to my great 
surprise, I received an email from the director offering 
me a role. I accepted the role delightedly. Even though 
it was one of the smallest roles in the play, I knew that I 
had been right about embracing failure. This was just 
the beginning. 
Six years after my debut, I was the sole director of the 
same theater production. I had four successful acting 
roles under my belt, and I had learned how to rap, and 
sing—something that I would never have believed 
when I first entered law school. 
In the context of law and intellectual property, the 
ability to express myself through spoken words and 
performance became my differentiating factor. “Acting 
IP lawyer, huh? Never heard of that. That is 
interesting!” This is something I often hear. 
To be honest, to stand out with presentation skills 
among IP lawyers and engineers is quite easy—but to 
get there is not. 
I was never the best at IP substance. I was never the 
smartest. But I was different, and that was enough to 
present me with some awesome opportunities.  



 

  

The reason I tell my story is not to brag. I believe that in 
order to stand out of the pack, you have to become 
comfortable with being uncomfortable. You have to 
learn how to embrace failure. Thomas Edison said it 
best. When asked about the innovation process of the 
lightbulb he said, “I have not failed. I’ve just found 
10,000 ways that do not work.” 
If it was easy and comfortable, everyone would already 
have outstanding nosiness development skill sets. 
Everyone in the field of IP would be rainmakers with 
the charisma of Barack Obama and the personal brand 
of Steve Jobs.  
I didn’t write this book for your bedtime read. I wrote 
this book to challenge you to develop yourself. To 
become a more competent IP expert. To apply these 
things, iterate them, and modify them to match your 
purpose. 
We are all on this lifelong journey of learning—and I 
have had more than a few harsh lessons. 
My first sales pitch as an entrepreneur bombed big 
time. I had no idea what I was doing, and my prospect 
sensed that as he politely hung up on me. I felt the 
same shame of bombing the first time in the theater 
audition.  
I was down for a while but after swallowing the bitter 
loss, I had an “aha!” moment. It took me six years to 
develop from a completely rookie actor into a skillful 
director. Surely it must be the same thing with sales 
calls, right? And after many calls and the terrible 
feeling of rejection, I finally landed my first client. And 
the second. And the third. And even now there are 
hundreds of sales calls and clients to come. 



 

 

There is no finish line. I want to be the best in the world 
at what I do. There are many skills that I still have to 
develop and master. Writing a book is one of those 
things. 

University education is failing  

I do not like what universities are doing at the moment. 
They are not taking on the challenge of producing 
intellectual property experts who can meet the criteria 
of the future. 
Universities embrace theory but seem to forget the 
practical side of working life. They try to push the 
students into the mold of a researcher. If you try to 
break the norm, you are pulled back into line. 
Academic research in the technological and legal fields 
is extremely important, and I understand that. 
However, most students will not be researchers—rather 
they are going to practice the theory they have been 
taught. And often practice is quite different from what 
you learn in school.  
Sure, graduating IP students know everything about 
trademark theory and have memorized the whole 
Patent Act—but that is just one piece of the puzzle that 
leads to success. In the field of IP, it used to be enough 
that you were terrific with theory. Unfortunately, that 
is not how the field of IP operates anymore. We need 
new skills to match the demand of work life; but 
universities seem to be too bureaucratic to modernize 
their ways. 



 

  

When I was employed for the first time by an IP law 
firm, I had to learn everything from scratch, even 
though I had studied nearly all the available IP courses 
to that date. The same thing happened during my 
second role with another IP law firm. And then again 
when I worked in the European Union Intellectual 
Property Office. It was then that I realized that there 
was much more to working life than just the hard 
theoretical knowledge of IP.  
It is the business side that is missing from legal and 
engineering education. Law schools and engineering 
schools put their emphasis on the actual craft of law or 
technology. But in order to be successful in the IP 
profession you need to also have other skills.  
If you want to survive as an IP expert, you need to 
know, as a minimum, how to do one of the two 
following things:  
1. You need to know how to attract an IP client. If you 
have this skill, you can start your own IP business. But 
until you have a client, there is no need for your 
theoretical skills.  
2. You need to know how to sell your expertise so that 
you land a job. There is no need for your IP knowledge 
if you don’t have a job. 
If you know how to do either of these two, you will 
never go out of work. Literally, it is impossible. 
But is that something that is taught in law or 
engineering school? Nope. And based on the current 
atmosphere, I do not see that happening in the near 
future. 



 

 

That is where this book tries to make a difference. I am 
trying to give you fundamental knowledge to help you 
to succeed in your IP career—all without unnecessary 
bureaucracy. 
An intellectual property expert who stands out of the 
crowd is an expert who will always succeed. An 
intellectual property expert who knows how to attract 
and convert intellectual property clients will always 
succeed. These are the skills that intellectual property 
rainmakers possess, and that is why they are the ones 
who succeed. 
The book you are reading now is the first book ever 
written on the subject of client acquisition in the field of 
intellectual property services. There are some books 
written about legal marketing—some great, some not 
so great—but you are reading something completely 
unique, for now. 

The future is full of challenges 

Intellectual property experts are a diverse breed. They 
work in many different areas of intellectual property 
law including, but not limited to, trademarks, patents, 
copyrights, and designs. Many IP matters are 
connected also to litigation and contract law.  
There are some personality traits that seem to apply to 
many IP experts. The following is a generalization—it 
does not apply to all IP experts. 
Lawyers and engineers both have a very analytical 
approach toward their work and toward the world in 
general. They are as logical as a human can get. They 
are into facts, figures, and precision. 



 

  

Precision is always very important, whether the work is 
about legal definitions or technological advancements. 
The problems that are being solved are so critical for IP 
clients that there is no room for sloppy errors. 
IP lawyers and engineers are extremely ambitious and 
hardworking. This means long working hours but also 
stressful careers. Most IP experts are not braggarts; 
rather, they prefer not to make too much noise about 
themselves. That is why they do not like marketing, 
selling or personal branding very much. 
Lawyers and engineers are not usually the first people 
that come to mind when discussing exciting 
occupations. Intellectual property is a conservative field 
and being different is sometimes frowned upon. 
How can we fit the intellectual property practitioner 
into the future? 
The world is changing at a rapid pace, and the field of 
IP is no different. New technologies in the form of 
artificial intelligence, blockchain, and big data solutions 
have already started to gain ground in the daily work 
of an IP professional. It is interesting to see that 
although IP professionals protect the work of the most 
progressive people in the world, the IP field is not 
adapting as fast as one would assume. 
Some of the manual labor of IP law firms has already 
been replaced with technological solutions. Most of the 
filing systems throughout the world are already 
electronic. At the moment the European Union 
Intellectual Property Office is working on an AI-based 
search tool for figurative trademarks. The adaptation of 
digital systems is slow, but the pace is accelerating all 
the time. 



 

 

Overall, the manual tasks and substance work of 
intellectual property professionals—whether you are a 
trademark attorney or a patent engineer—will 
decrease. What will be the outcome? Some people say 
that the obvious consequence will be that we work 
shorter days. Who wouldn’t want to work six hours a 
day?  
I think that is utopia, however. 
The competitive nature of the field of IP will eat alive 
those IP law firms that do not take advantage of the 
free resources that are available for business 
development and client relationship management. The 
question is, how will these available resources be 
allocated?  
The purpose of any business is to make a profit. How 
does a business make a profit? Get more clients and 
expand existing client accounts, of course! Who would 
be better positioned to sell their IP services than the 
person who is actually conducting the service? 
If you want to be a successful intellectual property 
professional in the future, you have to know how to 
generate more IP business. If you know how to do that, 
you do not have to worry about losing your job to 
automation. You will gain more control over your time 
and work and—best of all—increased compensation. 
A challenge seems to be that lawyers and engineers are 
reluctant to promote themselves. It was not so long ago 
that lawyers and patent attorneys had a total marketing 
ban in some countries, and I think that is still the case 
in some conservative jurisdictions. 



 

  

IP law firms usually have a couple of IP rainmakers 
who know how to attract new customers. They are not 
only getting new clients for themselves, but they also 
refer them to the company’s other employees. Is it 
sustainable to rely on a couple of rainmakers in the 
future when the client relationship will be the most 
important thing in your IP service? Wouldn’t you 
rather have a team full of people capable of generating 
new IP business? 
The other problematic thing seems to be that IP 
professionals in general are afraid of being different. 
Personal branding seems to be a curse word, especially 
for those IP professionals who have introvert 
tendencies.  
Fame does not equal success if you have nothing to 
back it up with. Personal branding without providing 
value to your audience is only annoying and is not 
likely to attract any new clients. However, if you want 
to succeed in the future in the field of IP, you have to be 
able to differentiate yourself in the marketplace.  

ROI 

You bought this book to make a return on investment—
an investment in the long term. Most people think in 
the short term. They think about getting clients now, 
instead of building a brand, reputation, and authority 
in the long term so that the IP clients would rather 
come to them. 



 

 

This book is not for IP professionals looking for a quick 
fix to their client acquisition problem. Nothing 
remarkable is going to happen in the short term. In 
order to get the full advantage of this book, you have to 
be able to stick to these principles and, most 
importantly, take action over a long period of time. 
Most people who read an instructional book just read it 
and then forget most of it. In order to succeed, make 
sure you implement and practice the knowledge in this 
book. 
This book is the combination of the knowledge of the 
best reputation building, personal branding, marketing 
and sales books from the last 100 years, many 
interviews conducted with “IP rainmakers”, and my 
personal experience as a professional marketer and 
salesperson in the field of intellectual property law.  
I want to emphasize that I am not a guru. Instead, I am 
obsessed with this subject. I want to deliver you the 
best of the best knowledge that other authors have 
communicated in their work, as well as what I have 
found useful in building my own business and helping 
my clients to get more IP clients. 
This book channels this priceless knowledge solely for 
intellectual property services. You can see the full list of 
sources in the back of this book if you are interested in 
further reading of sales and marketing classics that 
work like magic whatever market you apply them to. 
When applying these concepts to your IP business, I 
ask that you use the knowledge revealed in this book 
with integrity. The principles are very powerful 
because they are based on human psychology and 
biology. 



 

  

Let’s make it rain! 

The concept and legend of a rainmaker is intriguing. 
Now I have the chance to explore the topic in the best 
possible context—the field of intellectual property law. 
I am on a mission to figure out on what makes an IP 
expert successful. This book is my first attempt to try 
laying out a picture of how the scenario is functioning. I 
want to keep learning. I want to become the rainmaker 
of my own IP niche.  
 
 



 

 

 
 

Chapter 1: What is an IP 
Rainmaker? 

 
Let’s start by defining an IP rainmaker. 
If we begin with the dictionary definition, a rainmaker 
would be “a person who attempts to cause rain to fall 
by rituals.”  
The rainmaker would be the person who tries to 
summon the rain in order to save his or her tribe from 
starvation. 
In the field of intellectual property law, the rainmaker 
summons new intellectual property clients, small and 
large, effortlessly and on a consistent basis. That is why 
IP rainmakers are crucial to their IP firms. If there are 
no IP clients, there is no IP firm. Just as if there is no 
rain, there is no food left to eat for the tribe. 
The term rainmaker has been around in business for 
decades. However, there still seems to be a belief that 
rainmakers are naturals at generating new business for 
their companies. The legend of rainmakers is that they 
would possess some extraordinary qualities that mere 
mortals lack.  
To some extent that might be true. Some of the 
characteristics of an IP rainmaker may be more natural 
to some personality types than others.  
However, research done by Heidi Gardner from 
Harvard seems to indicate that the characteristics and 
skills that make a rainmaker can be learned. 



 

  

The most important finding has been that in order to be 
or become a rainmaker you don’t have to be an 
extremely extroverted person. Introverted and 
ambiverted (in the middle of the scale) professionals 
seem to have many advantages in creating new 
business for their IP firms when compared to 
extroverted people.  
There is one very important but surprisingly obvious 
reason for that. Introverted and ambiverted people are 
on average better at listening and reflecting than 
extroverted people. They are more curious about the 
problems of their client prospects and they can more 
easily relate to their thinking. Where an extrovert might 
respond with the first thing that comes to mind, the 
introvert takes time to reflect on what he or she is going 
to respond. 
For further reading on the topic I recommend you read 
Gardner’s book, Smart Collaboration: How Professionals 
and Their Firms Succeed by Breaking Down Silos. 
Whether you are an introvert, extrovert, ambivert or 
any other vert on the scale, one thing is for sure. IP 
rainmakers generate more business to their IP law firm 
by bringing in new accounts and expanding existing 
accounts.  
If you know how to generate more IP business or know 
how to sell your expertise, you will never be out of 
work. Let’s take a look at the basic structure of client 
attraction and conversion. 
There are six different levels in client attraction process 
that every intellectual property expert should master in 
order to become the IP rainmaker. 
They can be presented in the following way: 
 



 

 

 
 
The IP rainmaker is aware of human psychology 
because client attraction is all about guiding your client 
prospect to say yes to you as a professional and to your 
intellectual property service. The IP rainmaker knows 
how and why we make decisions, what drives human 
behavior, and what are the basic six persuasion 
principles. 
The IP rainmaker recognizes the fact that she cannot be 
everything to everyone. She needs to specialize in a 
certain field of intellectual property law to become the 
obvious choice in that field. She not only specializes in 
the theory of her niche; she also possesses wide 
industry knowledge and connection networks. 



 

  

IP rainmakers have an impeccable reputation, which is 
carefully built over time. They are seen as the thought 
leaders and authorities in their markets. Even though 
they possess extremely deep knowledge in their IP 
niches, they know that they also must be perceived as 
the best professional in their field of IP.  
IP rainmakers are remarkable. They are not afraid of 
differentiating themselves from the herd. They have a 
distinct professional brand that reflects their values and 
their stories, how they operate with clients, and how 
they work. The emotions that their brand evokes in the 
potential client are compelling and positive. 
IP rainmakers know how to optimize their marketing 
efforts in such a way that they create the greatest return 
on investment, and the most quality leads. They are 
aware of the most profitable digital marketing 
channels—but they also know that it is easier to expand 
an existing client account than to attract new  clients. 
The IP rainmaker knows that all previous efforts are 
useless if he cannot sell his service to his client 
prospect. He is familiar with how to sell to the “buying 
brain” of the prospect and how to actually close the 
deal with the new client with integrity. 

Structure of the book 

In this first introductory chapter, we have familiarized 
ourselves with the concept of the IP rainmaker. The  
book will follow the six-point funnel demonstrated 
previously. 



 

 

In Chapter 2 we will take a deep dive into the 
psychology of persuasion—the psychology of why we 
say yes to an offer instead of no. It is fundamental to 
understand the human decision-making mechanism 
when we are trying to make sense of how intellectual 
property clients choose their intellectual property 
experts and why people buy intellectual property 
services in the first place.  
In Chapter 3, we will discuss the advantages of carving 
out your own IP niche. We are also going to discuss 
how to actually do it and how to get full control inside 
your niche. 
In Chapter 4, we’ll look at how to build an impeccable 
reputation in the field of IP. In the long term, it is your 
reputation rather than your practical skills that will 
make you extremely successful. Don’t get me wrong 
here, you still need incredibly good skills—but if no 
one knows about your work, you are not going to 
attract any new IP business. 
In Chapter 5, we will go deeper into professional 
branding. Professional or personal branding is 
something that many IP experts frown upon. However, 
in order to be remarkable in the highly competitive 
marketplace, you have to know how to differentiate 
yourself from your competitors. In this chapter we will 
discuss how to make your story and brand 
recognizable in a professional way. 
In Chapter 6, we will shed light on the concept of 
marketing of intellectual property services. I am going 
to share with you the secrets to successful marketing 
campaigns in the field of intellectual property as well as 
how to expand your current client accounts.  



 

  

In Chapter 7, we will reveal the ultimate sales methods 
applied to the field of IP. This chapter contains the 
information on how to prepare and structure your sales 
pitches, what things to avoid while pitching, and 
finally, how to close your new clients to your IP law 
firm. 
In Chapter 8, we will summarize everything that we 
have been discussing in the book and discuss how to 
put your marketing plan into action.  
Now it is time to start to make it rain. Let’s go! 



 

 

 
 
 

Chapter 2: Psychology of 
Buying and Selling 

 
We buy with emotions and justify our decision 
afterwards. 
And this happens almost every single time we make a 
decision on whether we should buy something or not. 
I know that a lot of you are objecting to that statement. 
But ask yourself, did you really need to buy that latest 
iPhone or piece of jewelry? We all, even the most 
analytical patent engineers, are driven by our emotions 
and instincts. 
Why do we buy? This is an important question we have 
to answer before we can start figuring out how we 
should sell intellectual property services. 
The second chapter is constructed with that aim as we 
are going to dig deeper into why we like to buy things. 
And more importantly in the context of this book, why 
do people and companies buy intellectual property 
services. When we have the answer to that question, we 
are closer to understanding how we can persuade 
potential clients to buy our IP service. 
What makes us desire things? Why are companies 
always after new inventions? Don’t we already have 
enough material, love, and success? Nothing seems to 
be enough. We are in a constant loop of progress. We 
are never satisfied. We are always chasing for the next 
shiny object.  



 

  

The thought of progress seems to be imprinted very 
deeply into the human subconsciousness. Without the 
drive to progress we wouldn’t have been able to build 
this amount of wealth into the world.  
If there was no progress, there would be no intellectual 
property either. You wouldn’t be reading this book, 
that is for sure.  
So how is this philosophical outburst connected with 
buying? 
We do not buy things or services, we buy futures and 
outcomes. We buy progress. We buy because we want 
to have it better tomorrow than we have it today.  
When I go to a barbershop, I do not buy a haircut for 
the sake of getting my hair cut. I go to the barbershop 
to get the benefits that a nice haircut service gives me—
a feeling of freshness, confidence, and quality 
conversation with the barber.  
A company or person who wishes to obtain intellectual 
property protection does not buy your service because 
of the sake of intellectual property. Obtaining 
intellectual property protection is the service, not the 
outcome.  
Companies and people buy intellectual property 
services for peace of mind, legal certainty, for financial 
gain, and for the growth of their company. They invest 
in intellectual property in the hope of a better future.  
This is a very important distinction to make. People do 
not buy features. They buy benefits. And this is the trap 
many sales professionals and intellectual professionals 
fall into. They try to rationally sell the features of their 
service to buyers who are buying the benefits 
emotionally. 



 

 

Integrity 

When you are selling your intellectual property service 
to anyone, the fundamental principle you must follow 
is integrity. You should only sell to prospects who are 
in need of your help and who you know you can help. 
Nothing is more important than to give a damn about 
your clients and client prospects. Treat them with 
respect when you help them to make purchase 
decisions.  
It’s also important to remember that when you are 
selling your IP services, you cannot always be 100% 
certain that your client prospect will obtain the 
protection they are looking for. You cannot always 
predict the outcome of the litigation your IP client is 
entering into. Be realistic with your prospect about the 
chances of success. 
Selling someone something they don’t want or need, or 
tricking them into doing business, is unforgivable. In 
the long run it will affect your reputation. Your 
reputation as an IP professional is way more important 
than the short-term benefits you might get by tricking 
someone into a business relationship. 

Start with the perspective of your 
prospect 

Let’s begin this part of the chapter with some stone-
cold facts. Your prospects and your clients do not care 
about you. They do not care about your firm, your 
career, your appearance, your awards, or anything else 
about you.  



 

  

There are just three things your prospects and your 
clients care about. They care about their IP problem, 
whether you are able to solve it, and whether you are 
good to work with. That’s it. Nothing else.  
This straightforward truth should be the starting point 
of all your marketing and sales efforts. The perspective 
of your IP client is your square one. 
There are very few companies that see intellectual 
property protection as the end goal of their business 
efforts. You are an expense rather than contributor for 
their success as your work seldom increases the bottom 
line of the company. 
Intellectual property protection is not something that 
companies absolutely desire to have. Rather, 
intellectual property services are designed to fix or 
prevent problems—big and important problems that 
may be detrimental to the company’s future.  
Now that you have the correct starting point for 
building your IP client acquisition techniques, you are 
ahead of most of your competition. Most IP experts try 
to push their IP services without realizing that the 
client prospect is the most important piece in the sales 
puzzle. 
Human nature is self-centered. We like to talk about 
ourselves, our own achievements, and our own 
problems. Successful IP rainmakers realize this 
fundamental “flaw” in human behavior and put the 
perspective of the customer first.  
The average IP expert talks about the different firms he 
has worked with and tries to convince the IP prospect 
that he or she is the best shark in the ocean. He talks all 
the time but is not in control of the conversation. 



 

 

On the other hand, a successful intellectual property 
rainmaker wants to know everything about her 
prospect and their problem. She listens carefully but is 
in control of the conversation. The customer-centric 
approach is what makes rainmakers stand out from the 
regular intellectual property experts. 

The psychology of buying 

The previous chapter laid the foundation for the rest of 
the book. In order to succeed in reputation building, 
personal branding, marketing, and sales, you have to 
start from the perspective of your prospective client. If 
you don’t do that, you are going to fail. It is their 
desired future that dictates whether you are going to 
get their business or not. 
Let’s explore deeper the reasons why we buy futures 
rather than features. In this chapter we are going to 
investigate the basic motives that affect our decision-
making. These motives are ingrained into everyone,  
and they are an inseparable part of human psychology.  
When we understand these motives, we can connect 
them to our clients and prospective clients and figure 
out why they would buy intellectual property services. 
Knowing these fundamental motives, we are in the 
position of understanding—and therefore helping—our 
potential clients better.  
As we established earlier, we like to think that we are 
rational creatures when it comes to buying and making 
decisions. That couldn’t be further from the truth.  



 

  

Based on research, it is actually our subconscious mind, 
rather than rationality, that drives our decision-making. 
And not by a small margin. It is estimated that over 
95% of our brain activity is subconscious—we have no 
control over it. Ninety-five percent! In one research 
study the subconscious brain activity was estimated to 
be more than 99%. That statistic might be a shock to 
someone believing that humans are completely 
rational. For further reading on this topic I suggest The 
Buying Brain by Dr. A.K. Pradeep. 
Buying decisions are therefore heavily influenced by 
our instincts and emotions. This is especially true in 
consumer marketing and advertising.  
Perhaps you think this does not apply in a business-to-
business setting because it is a company making the 
final decision on whether to invest in a product or 
service.  
But companies are composed of people who are as 
vulnerable as consumers to their motives, desires, and 
fears. 
Many businesses have boards of directors and 
departments that are the decision makers. Whatever the 
case, the final decision is always made by a person or a 
collective of persons. And people are always (even 
though they claim otherwise) subject to their emotional 
and instinctive tendencies when it comes to decision-
making.  
In the future, I predict we might have some AI-based 
technology that would do the decision-making for us. 
Until then, we have to rely on the unpredictable human 
nature.   



 

 

Whether selling to a person or a company, marketing 
and sales should first appeal to the emotional and 
unconscious needs of the client prospect and then back 
it up with solid data and facts.  
Masterful salespeople paint a detailed picture of the 
desired future to the mind of the client prospect. Then 
they back up their claims with proof.  
The right elements for painting that picture have to be 
available for the salesperson. As the advertising genius 
Eugene Schwartz has said:  
“The power, the force, the overwhelming urge to own that 
makes advertising work, comes from the market itself, and 
not from the copy. Copy cannot create desire for a product. It 
can only take the hopes, dreams, fears and desires that 
already exist in the hearts of millions of people, and focus 
those already existing desires onto a particular product. This 
is the copy writer's task: not to create this mass desire—but 
to channel and direct it.” 
An advertisement or marketing campaign or selling 
effort cannot create desire for a product or service. It is 
impossible. These basic motives we are going to discuss 
are the fundamental power that you have to be able to 
direct to your marketing, sales, and personal branding 
efforts. If you succeed in this, you will be invincible in 
IP client acquisition. 
In the context of this book, we can formulate the above 
quotation to the following: 
“You cannot create a desire for intellectual property services. 
You can only channel the existing motives, desires, and fears 
of the prospective intellectual property clients and channel 
them to point to your IP service.” 



 

  

It is your job as an intellectual property professional to 
find those motives within your prospective IP clients 
and offer your product as a solution to their problem. If 
you can harness the power of these motives and 
channel them correctly, you are unstoppable.  
So, what could those desires and fears be for your 
prospective IP clients and what different angles could 
you use to make sure your service is going to fulfill 
some of the most primitive motives of a person? 

The basic motives that dictate our 
buying decisions 

According to Napoleon Hill, author of several famous 
books including Think and Grow Rich, there are nine 
different basic motives. These motives dictate our 
decision-making, as they are the fundamental drivers 
behind our behavior. 
The basic motives are in the rank order from the 
strongest to the weakest:  

1. Self-preservation 

2. Financial gain 

3. Love  

4. Sexual urge 

5. Power and fame  

6. Fear 

7. Revenge 

8. Freedom of mind and spirit 

9. Creativity 

Obviously, not all of these motives apply to your 
prospective IP client, and to try to use some of them 
would be considered very unethical. 



 

 

Different personalities operate from different motives. 
Not everyone is interested in financial gain. It is your 
job to discover your prospective client’s motives and 
position your IP service as a solution to that problem. 
Always know how to answer the question: “What’s in 
it for me?” 
Next I am going to discuss the motives that have the 
most relevance as you market and sell your IP services. 
 
 

The motive of financial gain 

The motive for financial gain is the most important 
motive under which your intellectual property client 
prospect operates. All business owners have financial 
gain as at least one of their motives when they establish 
their business in the first place.  
The urge to have more and more financial power is 
something that has always been built into the human 
psyche from the very beginning of our species. 
Whether it is a good thing or a bad thing is always 
subject to debate. 
Financial gain is always desirable for businesses. More 
cash means more potential investments and growth. 
When the shareholders are satisfied, usually the 
company is doing well. 



 

  

Financial gain is not only desirable for the business, 
rather it is also desirable to the company executives 
who are making the decisions. When they make good 
decisions for the company, they gain promotions, 
bonuses, and pay rises. For some people, being in 
business is all about making money. That is something 
that can never be changed. This personality type is 
always operating from the perspective of “What’s in it 
for me?” 
Intellectual property can contribute to the financial gain 
of a company—but in the financial sheet it is nearly 
always seen as a cost. You need to find a way to 
demonstrate to your potential client that by offering 
your intellectual property service, it is not just an 
expense, it also has potential for tangible financial 
profit. When you can demonstrate how much your IP 
service adds to or saves from the bottom line of the 
company, you are on the track of converting your 
prospect to an IP client. 
When the decision maker gets enough credit for 
success, that means promotion and a raise in the 
paycheck. Financial gain is the number one motive and 
that should be your number one angle when you are 
marketing or pitching your intellectual property 
services. 
The same thing applies to an entrepreneur and 
inventor. When you can demonstrate that your 
intellectual property service actually can positively 
affect the bottom line of their company and thus 
increase their financial gain, you have a better chance of 
landing their business. 



 

 

The motive of desire for power and 
fame 

The second basic motive is the desire for power and 
fame. This motive is quite self-explanatory. It is closely 
connected to the motive of financial gain that we 
discussed earlier.  
From the beginning of time, people have wanted power 
and recognition. And it has not always been pretty. 
Men and women have used ferocious ways of getting 
control over other people and resources. 
A reflection of this primitive motive can be seen today 
in people on reality TV shows who are trying to get 
famous—whatever it takes. 
Intellectual property protection is beneficial for most 
companies and can contribute to their power in the 
marketplace. More importantly, recognition of wise 
business decisions will contribute to the power of the 
person making the decision, whether their company 
will invest in your intellectual property service or not. 
People in business are ambitious, and they want 
recognition. You want to make the decision maker 
proud that it was him or her who made the deal with 
you. You want them to brag to their coworkers about 
the deal that they made with you. Wouldn’t you brag 
about a great deal you made last time? 



 

  

The motive of fear 

The third motive we are going to discuss is the motive 
of fear. Most of us prefer to feel secure and comfortable. 
Fear is the complete opposite of security and comfort. 
Fear is chaos and uncertainty that is beyond our 
control.  
Intellectual property rights have been partly developed 
for ensuring certainty to creative individuals. 
Intellectual property protection is there to protect the 
initial investment of developing a product or service,  a 
brand or a work of art. Intellectual property rights exist 
to bring peace of mind to the creators of innovative 
advancements.   
One of my biggest fears as an entrepreneur is that 
someone would take undue advantage of my 
intellectual efforts. I have made a great financial 
investment in my company, but I am also emotionally 
invested in the success of my company. If someone 
used my brand or abused my other intellectual 
property rights, I would be very upset and angry.  
Therefore, in my own case, the most important motive 
for buying intellectual property services has been that I 
would not be able to forgive myself for not protecting 
my intellectual assets. 
On the other hand, when there is a professional buyer 
of your intellectual property service, they are the one 
taking the risk. By hiring you as their intellectual 
property counsel, they are giving you control over their 
intellectual property matters. There is an element of 
fear involved in the decision-making. “What if they 
screw up?” “What if…?”  



 

 

Making the wrong hiring decision will have the 
complete opposite effect in terms of financial gain, 
power, and fame. The professional buyer has to make 
sure that they are making the right hiring decision. 

The motive of revenge 

We tend to hate our rivals and competitors. Well, 
maybe that’s an exaggeration—but you know what I 
mean. Competition is great for progress, development, 
and innovation, but sometimes things do not go so 
smoothly. 
When investigating the amount of money invested in 
the intellectual property disputes between Apple and 
Samsung, the amount is quite staggering. That is not 
friendly competition. That is a fierce rivalry. 
The big pharmaceutical companies are also constantly 
litigating against each other. Preventing their rival from 
using the technology is monetarily so remarkable that it 
is worth litigating regardless of the large legal fees. 
I have to emphasize that in most of cases, it is in the 
best interest of your intellectual property client to avoid 
unnecessary dispute.  
However, this might be a good motive to poke if the 
competition within the industry is very intense. 



 

  

Why prospects do not buy 

Selling is not always as simple as it sounds. Usually 
around 15% of the client prospects you talk to face-to-
face end up being clients. Your prospects have plenty 
of reasons not to buy even though you might think that 
your IP service is just what they would need. Here are 
five main reasons people don’t buy your IP service. 
In some cases, your client prospect does not see any 
need for your service. Some companies already have 
their IP matters handled by other IP firms, and in that 
case your chances of landing that client are minimal. 
On the other hand, if the current IP firm of your 
prospect does not deliver quality service, your service 
may seem more desirable. 
It is also possible that your IP client prospect does need 
your IP service but they themselves do not see the 
value behind your service. Only the perspective of your 
client prospect matters. If you cannot demonstrate a 
need for them, they will not buy. 
You may think that your client needs a trademark or a 
patent or to expand their portfolio to another country. 
It all makes sense on paper and for the bottom line, yet 
the client is reluctant. Even though you have done 
everything correctly and objectively the client would 
benefit from your proposal, they do not see any need 
for your IP service. 



 

 

During the marketing and sales process, you have to be 
able to build rapport with the client. If you have not 
been able to establish enough trust, there will be no 
sale. It might be that your website does not 
communicate trust, or that you have not presented 
enough evidence for the client prospect to be 
convinced. Remember that commitment to an IP service 
is a big deal.  
 
Sometimes your client prospects do not see the urgency 
of getting IP protection. This is quite common. Many 
clients who initially thought they had no need for a 
trademark or patent, contact you after someone has 
taken undue advantage of their creations.  
It is your duty as an intellectual property expert to try 
to persuade them to see the urgency of intellectual 
property protection if not applying for protection 
would harm them in any way.  
Sometimes your IP client prospects do not have the 
financial resources to invest in protecting their IP 
assets. This is common with SMEs and start-ups that 
try to avoid all the extra costs in the beginning of their 
business venture.  

Recap 

So, after reviewing the basic motives and the most 
common reasons why your IP client prospects do not 
buy, where did we end up?  
 
When selling your intellectual property services to your 
potential IP clients, they have four different motives on 
which they make their buying decisions.  



 

  

For some buyers, you can appeal to the motive of 
financial gain or power and fame. These motives 
manifest themselves especially in the large 
corporations. The professional buyer of the intellectual 
property service will appreciate the bottom line as it is 
the main factor contributing to their career success. 
Also, the professional buyer is not as emotionally 
attached to the invention as the original person whose 
blood, sweat, and tears it actually was. 
Motives of fear and revenge are angles that can be more 
easily applied to non-professional buyers of intellectual 
property. These motives are the fears of your client 
prospects. You can present your service as the solution 
so they can prevent the undesirable situation from 
happening.  
As we are going to learn later on in the book, there is 
no way you can know beforehand which of these 
motives will have the most impact. Each of us has 
different motivations in life. Uncovering them is the 
first step to influencing the purchasing decision. 
Sometimes, no matter how well you have presented 
your offer and value to the IP client prospect, they do 
not end up hiring you. Sometimes it is a trust issue, 
sometimes they do not see the need or urgency of 
acquiring your service. And, especially when dealing 
with small business owners, it might be their financial 
investment that is scaring them away. 
Now let’s jump to the other side of the equation. We 
know the basic motives that drive your IP client 
prospects. In the next chapter, we will find out how to 
effectively use the six principles of influencing so that 
they choose your intellectual property service instead 
of that of your competitor.  



 

 

The fundamentals of persuasion 

IP business is all about persuasion 

I know that some of you are not comfortable with the 
word persuasion as it may have a negative connotation. 
Whatever you like it not, you are consciously or 
subconsciously persuading and influencing other 
people all the time as an IP professional. 
Persuasion can be very simply defined as “the art of 
getting someone to say yes.” 
Business is all about persuasion. You need to be able to 
sell your expertise, influence your clients, convince 
people with your arguments, and motivate your 
teammates to perform at a high level.  
Your career as an IP professional is all about 
persuasion. 
When you applied for your first job as an intellectual 
property expert, you had to convince the human 
resources department of your suitability for the job 
with your application and résumé.  
Then you had to sell your expertise and track record in 
a series of job interviews. There were many instances in 
which you had to use rhetoric to convince others of 
your suitability for the job. Finally, after the interview 
round with the IP partners, you got the “yes” you were 
wanting to hear. 



 

  

When you are trying to get your client prospect to 
commit to your service, that is persuasion. You are 
presenting your expertise in a way that you think will 
appeal to them. Eventually, if they think your expertise 
is suitable and they like you, you are going to get the 
“yes”. 
When you are trying to get your supervisor to grant 
you a raise, that is persuasion. In salary negotiations 
you are trying to present the value you bring to the 
table in such a way that your supervisor also sees it.  
When you are negotiating a settlement deal for your 
client, that is persuasion. You are trying to find a 
settlement deal that is most advantageous for your 
client. To achieve that, you need to be able to persuade 
the other party of how the settlement deal benefits both 
the negotiating parties. 
When you are drafting your response to the Office 
action, that is persuasion. You first drafted the patent or 
trademark application with the aim of getting the 
widest protection possible. In response to the Office 
action, it is your job to come up with arguments as to 
why the Office action should be dismissed and why 
your client deserves the protection they applied for. 
The most compelling use of persuasion is used in 
litigation. In litigation, you try to convince the judge or 
the jury that the point of view of your client is more 
relevant than the point of view of the opponent. 



 

 

The six persuasion principles 

In the classic book Influence written by Robert B. 
Cialdini, the author discusses the six different 
persuasion principles that marketers and salespeople 
use to influence our behavior. It is true that some of 
these people have bad intentions when they are using 
these methods. The stereotype of a phony salesman has 
its roots here. 
However, most professionals who use these principles 
do so in good faith. When you are driven by the success 
of your clients, not by your own financial gain, you 
know how to use these principles with integrity. 
As we noticed previously, there are different situations 
in your professional life when persuasion principles 
come in handy. On the other hand, when you 
understand how these principles work, you know how 
to resist the influencing efforts your competitors, 
clients, and colleagues are trying to throw at you. 
Persuasion is very closely connected to the basic 
motives we discussed earlier in this chapter. The basic 
motives are the deep motivations on which all our 
decision-making is predicated. In order to persuade 
someone of your point, or to motivate someone to do 
something, you have to be aware of the motives they 
are operating from. Only then are you able to influence 
their behavior. 
The six principles of persuasion we will be discussing 
in this chapter are reciprocation, consistency, social 
proof, authority, likeness, and scarcity. Even one of 
these principles is powerful in influencing behavior—
but many of these principles combined are enough to 
multiply the effect. 



 

  

These persuasion principles are extremely powerful 
because they are based on shortcut mechanisms in our 
brains. They have an ability to produce an instinctive 
reaction—the willingness to say yes—before even 
thinking first, which is why these principles should 
never be used to make someone do something they do 
not want to do. That is why I think it is necessary to 
address good ethics when using these persuasion 
principles.  
I cannot stress enough the fact that all these persuasion 
principles should be used with integrity. That means 
that you should always have the success and comfort of 
your client, colleague, or prospect as your main 
concern.  
If you use these in bad faith it will most likely backfire. 
It is hard to build a good reputation, but it is very easy 
to ruin one. Tricking your client prospect into working 
with you or convincing them that they need your 
service when they do not is only going to harm you in 
the long run. 
Many professional associations in the field of IP have 
very strict rules when it comes to promotion and 
advertising of intellectual property services. These 
associations have powerful sanction mechanisms in 
case their members do not comply with their rules. 
That is why it is important to make sure that you are 
compliant with the rules. You do not want to trash your 
reputation by trying to get short-term gains through 
manipulating clients into doing business with you. 
Next I am going to go through these principles one by 
one and show you how you can start using these 
principles to attract more clients to your business, and 
when you are trying to advance your career.  



 

 

Reciprocation 

How many times has a friend or colleague bought you 
a drink and you have had a compelling urge to return 
the favor? The chances are that you bought the next 
round and at the end of the day your bill was quite 
even. That is the principle of reciprocation in action.  
The principle of reciprocation is built into humans very 
deeply. According to some studies, there is no human 
society in the world that does not acknowledge 
reciprocity as a rule. An inherent sense of obligation 
and turning in reciprocal favors have been the main 
reasons why humans as a species have been able to 
produce so much wealth. The rule is so strong that we 
are even willing to repay favors to people we might 
ordinarily dislike. 
It is no wonder that during the election period there is 
suddenly free coffee, free food, and free everything 
available on the promotion stands. The candidates are 
taking advantage of the rule of reciprocity. If I give you 
free coffee, you give me your vote, right? Politicians are 
famous for using the principle of reciprocity 
excessively (not always in a flattering way). 
How to implement this principle into your toolbox? By 
adopting the mindset of helping other people without 
expecting anything in return. Here are some ways to do 
it. 
In a business setting the principle of reciprocity usually 
means providing value in advance or giving out 
something for free. Usually in the field of IP this would 
mean giving free advice or information during a 
client’s initial consultation, in a company brochure, or 
your company’s blog.  



 

  

In recent years, content marketing has started to gain 
ground even in the field of intellectual property. As 
intellectual property clients have become more 
skeptical than ever, they require more courting before 
they are ready to make a commitment to your IP 
service.  
The buying cycle is longer than before. That is why 
blogging and content marketing has gained ground in 
the field of IP. By providing value in advance, IP firms 
educate clients but also try to trigger the principle of 
reciprocity. 
When it takes longer for clients to make their decisions, 
many IP firms publish valuable information to 
potential clients on LinkedIn, in newsletters, and email 
lists. They want to be top of mind so that when the 
need for the IP service emerges, the prospect contacts 
them instead of their competitors. 
The best way of taking advantage of this rule is by 
helping your client prospects without anticipating 
anything in exchange. Building strong relationships 
with client prospects is very important so that when 
they discover a need for your service they know they 
can trust you. If you are expecting something in return, 
you are putting unwanted pressure on your prospect, 
which might put them off. 
Another good practice is to create free content that is 
aimed at your potential clients. Many IP firms publish 
content only about their victories in the courtroom, 
which is okay from the perspective of social proof. 
However, that does not provide value to your client 
prospect. 



 

 

Often, I see IP experts posting on LinkedIn but the 
content is not aimed at anyone. Usually it is about 
themselves which, to be honest, is usually interesting 
only to the person behind that post. If the content is not 
valuable, no one is going to read it.  
The more relevant content you can provide to your 
potential clients over the long run, the better. In 
addition to triggering the principle of reciprocation, 
you are establishing trust and authority over your IP 
subject. 
If you are practicing IP in a specific industry or niche, 
one of your best assets is your connection network. If 
you have a wide connection network, you can help 
your prospective clients to get industry connections or 
help them to get information in the industry. 
Helping others should not be limited only to your 
potential clients, although prospects should be your 
primary targets. Intellectual property professionals 
change jobs quite frequently. You never know if your 
rival IP attorney will decide to take another career path 
and become an in-house counsel for your prospective 
client. Why not befriend your rivals instead of hating 
on them? 
The principle of reciprocation includes a second 
psychological trait, which is concession. Understanding 
concession becomes useful when you are negotiating 
with someone, for example, on behalf of your client on 
a settlement or in salary negotiations. 



 

  

The rule is the following: When you perceive that the 
other person has made a concession, you are more 
likely to make a concession back to that person also. 
After refusing to a larger request, we may become 
compliant to a smaller request, even though we would 
not be interested in either of them. 
In negotiations this principle is manifested in a 
technique called “rejection then retreat”. It basically 
means that as a negotiator you start by offering 
something you know the opponent will not accept and 
then you start bargaining with them.  
However, if the initial offer is outlandish, the opponent 
will refuse negotiations at the beginning. A masterful 
negotiator sets the bar not too high, but high enough to 
allow for many concessions so a desirable outcome is 
still achieved.  
The best way of using concession in your IP practice 
other than in negotiations is your pricing. When 
negotiating on price, this is useful. But remember, if 
you ask for an outrageous price, your prospect will go 
to another attorney to ask for a more competitive offer. 

Commitment and consistency 

Have you ever had a debate with someone and in the 
middle of the conversation you realize that you have 
been wrong? Having to admit that you have been 
wrong—whatever the subject—is a terrible feeling.  
What causes that feeling and why is it so hard for us to 
admit that sometimes we are wrong? Even though we 
know we are wrong, we disregard all the contradicting 
facts and search only for facts that support our own 
opinion. 



 

 

I have been guilty of this habit many times. But even 
now, admitting this makes me uncomfortable. What is 
going on? 
The reason behind this is that admitting you are wrong 
is against the principles of commitment and 
consistency.  
When we have committed ourselves to one opinion—
for example, a political opinion—it is very hard to let 
go of that point of view. It does not matter if we are 
presented overwhelming evidence to support the 
opposing view. In these situations, we only regard as 
evidence information that supports our existing beliefs. 
This phenomenon is called confirmation bias.  
Consistency is a highly valued trait in our society. 
Consistency is connected to intelligence, confidence, 
and professionalism. If you, as an IP expert, cannot 
make up your mind and are turbulent with your 
decision-making, it can be harmful for your client who 
needs to be able to trust you. Being assertive creates a 
sense of trust. 
Toy companies are notorious for building their 
marketing campaigns around the principle of 
consistency. In an attempt to increase post-Christmas 
sales in January and February, they use this trick, 
which is ingenious, but on the other hand could be 
considered to belong to the “phony” category. If you 
have children, see for yourself if you have fallen for 
this. 
Just before Christmas toy companies start big and noisy 
television advertising campaigns aimed at young 
children.  



 

  

The advertisements usually feature a new line of toys, 
which will make the children go wild. They beg for the 
toys from their parents before Christmas and the 
parents make a commitment of getting the new toy for 
their children. “Yes, little Johnny, Santa Claus will 
bring you the new Megaman 4000, don’t worry about 
it.” 
The trick here is that just before Christmas, the toy 
companies undersupply the stores with the advertised 
toy. That obviously means that after Christmas there 
are a lot of disappointed children who ended up not 
getting the toy they hoped for from Santa Claus. The 
parents are feeling sorry for their kids who did not get 
their Christmas wishes fulfilled. 
In January and February, toy manufacturers start 
supplying the demand again, driven by the parents of 
disappointed children.  
In this way toy manufacturers make sure they have a 
predictable revenue stream during the low season of  
toy sales. 
The example above will not work in the field of IP for 
many obvious reasons. Either way the principle of 
consistency and commitment is something that you 
should definitely implement into your sales and 
marketing process. 
First, as an IP expert, you have to be consistent in the 
way you work. Bringing in quality work for your 
clients is the best way of attracting more business for 
your firm. Being consistent when you are building your 
professional reputation and personal brand is also very 
important.  



 

 

Consistency should also be used when you are selling 
your service to clients. IP rainmakers know how to get 
the prospect to commit to small agreements that 
eventually lead to a commitment to their IP service. We 
will discuss this technique in more detail when we 
cover the subject of sales later on in this book. 

Social proof 

Have you ever been walking down the street and 
noticed people looking or pointing at something? The 
odds are that you also turned to look at the thing that 
other people found interesting. And after you have 
turned to look at that something, your actions have 
most likely triggered someone else to take a peek at the 
something. The next thing you know, the whole street 
is watching the object … which turns out to be just a 
funny-looking cloud. This is the principle of social 
proof in action. 
Social proof basically means that in part we decide 
what is correct and what we should do based on what 
other people think is correct. It is another shortcut in 
the human brain that has its advantages and 
disadvantages.  
Doing and thinking the same as most of the people is 
valuable sometimes. It was beneficial for early humans 
to have a common way of thinking and common goals 
as cooperation was necessary for survival. It was useful 
to know to avoid the poisonous mushrooms and the 
dangerous tigers (just like the other tribe members did) 
in order to survive. 



 

  

Social proof in the field of IP 

When in need of IP services, one of the first things your 
client prospect will do is to ask for recommendations 
from his connection network. This is the most 
compelling social proof. A recommendation from a 
friend or a contact always carries a lot of weight—even 
if the recommendation was from a contact who is not 
familiar with intellectual property law. 
Next, the prospect might search information online. 
During his search, the most important criteria is to find 
intellectual property experts with solid track records in 
similar cases to that of the prospect’s.  
Online reviews have a lot of power in the decision-
making of prospective clients. 
Which lawyer would you contact first: The one with 10 
reviews or the one with 150 reviews? There has even 
been a study by BrightLocal that claims that 84% of 
people believe online reviews and regard them as 
trustworthy as a personal recommendation. Think 
about that for a second! As an IP expert you should 
utilize the full power of your social proof online.  
What does social proof include? It can include all kinds 
of evidence of other people confirming your service to 
be worthy. The precondition for social proof is that you 
must have delivered amazing service. 
Concrete social proof includes testimonials, references, 
client success stories, and case studies. Social proof 
includes also word of mouth. As there have been many 
fake testimonials and case studies recently, even in the 
field of IP, many client prospects have become 
extremely suspicious. That is why it is important to 
present testimonials that communicate trust.  



 

 

Social proof is important in all phases of your sales 
funnel. Having case studies and references displayed 
on your website is a must. Later in the client acquisition 
process when you are pitching to your prospect, it is 
good to mention your previous clients who have had 
similar types of IP challenges.  
When you have provided quality service to your client, 
don’t be afraid to ask for social proof! If you have 
solved a client’s painful problem and provided them 
with good service, you should have the confidence and 
pride to ask for referrals, references, and testimonials. If 
you provided a huge amount of value to the client, they 
most likely will want to brag that they had you as their 
adviser. 
When asking for testimonials, try to aim for as much 
detail as possible. Video testimonials are the best 
because they give the best feedback from your client’s 
perspective. A video testimonial including name of the 
client and the company is solid proof of client success. 
If you have IP clients who are well-known, you should 
at least try to get permission to use their logo as a 
public reference. The power of association allows you 
to enjoy the goodwill of your client and makes it easier 
for your prospects to make an assessment of your 
credibility as a professional. 
Case studies are very attractive for your prospective 
clients because through them you can show the 
transformation of the previous client. That is usually 
what the client prospect is looking for. When you can 
provide a detailed transformation story for a similar IP 
client, your client prospect can see how exactly you will 
be able to help them. 



 

  

Social proof can be used effectively on social media. In 
my opinion, the best social media platform for IP 
experts is LinkedIn, because most of your IP client 
prospects will also be on that platform.  
Building a remarkable social proof on your LinkedIn 
account takes time, but it is worth it. On the LinkedIn 
platform there is a feature that allows you to endorse 
other professionals for their skills. Having a decent 
number of endorsements will elevate your credibility 
and social proof. 
Another very useful feature on LinkedIn is the 
recommendation feature. You can ask your clients and 
colleagues to write a recommendation that can be 
displayed on your profile. These recommendations can 
be incredibly useful because they are directly linked to 
someone else’s account.  
If you have someone in mind to ask for a 
recommendation, do not hesitate. You can always 
return the favor by writing a recommendation for 
them. 
The most useful recommendations are from your 
clients. If your previous clients can confirm in your 
LinkedIn profile that you have been able to produce 
results, the next client prospect looking at your profile 
might contact you based on that alone. 
If you don’t have any clients to get recommendations 
from, you can ask for recommendations from your 
previous employers and colleagues. It is better to 
display something than nothing. If you have several 
recommendations in your profile, even though they are 
not from your clients, the client prospect can be certain 
that you are able to provide valuable work to them.   



 

 

Likeability 

Would you like to do business with a delightful person 
or a person who makes you feel uneasy?  
It is not a surprise that we like to be associate with and 
do business with people that we actually like. In order 
to be a successful IP professional, you have to be 
competent at what you do; but if you cannot connect 
with your clients, there might be a problem. 
It is a fact of life that not everyone is going to like you. 
However, there are several different factors that you 
should be aware of that contribute to your overall 
likeability. 

Similarity 

Similarity is the number one trait that is associated with 
personality. We like to be with people who are like us. 
It is much easier to have a conversation with a person 
who has similar interests, desires, and fears as us.  
Some top IP professionals say that most new business is 
closed at the tennis court or golf course. This might be 
true, and I think there is a good reason for it. When you 
share an interest with someone, it is easier to connect 
with them on a deeper level.  
When you are meeting new people, whether clients, 
prospects, or new colleagues, try to find similar 
interests with which you can start building 
relationships. Many times, you meet people who you 
do not have anything in common with. In these cases, it 
is important not to fake your interest in some topic just 
because you are interested in her as a potential client. 



 

  

The wrong approach is to immediately mimic what the 
other person is doing. That is just weird, and the other 
person might think that you are trying to trick them. In 
order to persuade someone, there has to be trust 
between the parties. If the person next to you thinks 
that you are trying to play some games or trick them 
into doing business with you, that trust is gone. 

Charisma 

It also comes as no surprise that we like charismatic 
people. They have something in their personality that  
draw us to them. They are excellent speakers and 
storytellers and most importantly, when you are 
around these people, you will never have a boring time. 
Great charisma is a reflection of extreme self-
awareness. Charismatic people are aware of their flaws 
and shortcomings. What separates charismatic people 
from others is that charismatic people do not worry 
about their flaws. Instead they embrace them. 
Charismatic people are not afraid of making a fool out 
of themselves if they fail. 
Charisma radiates courage and self-confidence and that 
is why it is so attractive to people.  

Compliments 

Everyone likes compliments. But we can tell the 
difference between honest compliments and insincere 
flattery. The best way to use compliments is to be 
sincerely enthusiastic about the business of your clients 
and client prospects. That does not only make your 
client and client prospects like you, but you gain 
invaluable information on how you can provide the 
best possible service for them. 



 

 

A good yet very simple and effective practice is to send 
thank you cards to your clients. Record-breaking car 
salesman Joe Girard is known for using this method. In 
the year 1973 he sold a whopping 1,425 cars, a record 
that was only beaten in 2018. One of the secrets of 
Girard’s success was his custom of regularly sending 
cards to every one of his customers just stating, “I like 
you.”  
Girard explained the reason for his success:  “[People 
want] to find the salesman they like, plus the price—
put them both together, and you get a deal.” 
Maybe you should take advice from Joe Girard and 
consider putting a little more effort into making your 
clients feel like they are appreciated and not taken for 
granted. 

Two lessons from Dale Carnegie in likeability 

If you have not read the book by Dale Carnegie, How to 
Win Friends and Influence People, put it on your reading 
list immediately. Everyone who is providing 
professional services should read the book as it is full of 
invaluable information. Widely regarded as one of the 
most influential self-help books, it includes many 
pieces of advice that seem so obvious, yet we often 
dismiss them in our busy lives. 
First, smile!  
As Dale Carnegie says: “Actions speak louder than 
words, and a smile says, ‘I like you. You make me 
happy. I am glad to see you.’ There are very few 
situations that can be made worse with a smile.”  
However, anyone can see through insincerity and fake 
grins. When your smile comes from within, it wins you 
friends—but also business. 



 

  

Second, the most beautiful sound to anyone is their 
name. When you meet new people, ask for their name. 
If it is difficult to pronounce, repeat the name so many 
times that you will remember it. Use the name often. It 
shows that you actually care. 

Positive association 

The things and people you are associated with affect 
your likeability.  
You may have heard of the saying “don’t shoot the 
messenger”. The saying has its roots in the old days, 
when the messengers were actually killed because they 
had delivered bad news.  
You want to be associated with delightful IP people 
and respected IP authorities. You want your work to be 
published in well-regarded publications. You want to 
be featured as a speaker in high-end IP events. 
It requires a lot of effort to build a solid reputation, but 
it is fairly easy to ruin one by being associated with, for 
example, a scandal.  

Mirroring 

When you are having a conversation with someone—
whether it is your client, prospect, or colleague—you 
can try mirroring the gestures or body language of the 
person you are having a conversation with. When you 
are doing this your conversation partner will 
subconsciously start to build trust with you. 



 

 

To make this work subtly takes a lot of practice and 
mindful attitude, but if executed correctly it can be a 
good asset to have when you are meeting with people. 
The difficulty of this comes from the fact that you 
actually have to listen to what the other person has to 
say—but at the same time mindfully observe the 
gestures he or she is making. 
There are several things you could mirror. If you are 
sitting opposite to each other and the other person is 
leaning forward, you can subtly lean forward. If he is 
leaning back, you can also try to lean back. But the 
mirroring moves should come naturally. Wait for a few 
minutes when the other person has switched their 
position before you mirror them. Otherwise you might 
come across as creepy, and you will lose any trust you 
have already developed. 

Authority 

In a famous psychological experiment called the 
Milgram experiment, the power of authority was 
demonstrated in a brutal way. The purpose of this 
experiment was to find out why World War 2 
happened and why normal, everyday people in 
Germany became so blindly obedient to the authority 
of Adolf Hitler. 
In the test, there were two test subjects—one teacher 
and one learner. The teacher was told to give electric 
shocks to the learner if he didn’t correctly answer the 
questions asked by the teacher. The teachers were 
under the instruction of the experimenter, who was in 
charge. 



 

  

Most of the teachers were willing to deliver nearly 
deadly amounts of voltage to the learner when 
instructed to do so by the experimenter. Reluctantly 
and protesting, most of the teachers did exactly as the 
experimenter told them to do, even though the learner 
would squirm and shout in pain.  
What would you have done if you were the teacher?  
The test was actually not as brutal as it sounds. Even 
though the research rooms were filled with screams of 
the learners, they were actors who were pretending 
they were being electrocuted. The teachers were 
unaware of this. 
In any case, the conclusions were disturbing. We have 
an in-built tendency to believe authority to the extreme.  
How does this apply to the field of intellectual property 
law? 
Obviously, you should not try to gain clients by 
electrocuting them! Rather, you should try to gain a 
position of authority in your IP niche or subject. If you 
are able to establish yourself as an authority in the eyes 
of your potential clients, you have a good chance of 
landing them for your IP business.  
I am going to discuss here three different ways you can 
start establishing authority in the field of IP. 
Ideally you should aim at being the authority in a 
subject you are absolutely passionate about. For 
example, IP and fashion, IP and blockchain, or IP and 
video games. It is important to choose an audience you 
are aiming your message at. Targeting your authority 
to a specific group of people is much more efficient and 
much easier than trying to establish authority over the 
whole subject of intellectual property.  



 

 

Publishing 

Let’s take a look at the word “authority”. Nothing 
special, right? Now remove the last three letters from 
the word. What is left? “Author”.  
Publishing an article or a book on a subject you are an 
expert in is a great way of communicating authority 
over the subject. In the field of IP this is the most 
obvious way of gaining a foothold as an authority as 
most of the work you will be doing is in writing. 
You have basically limitless options on which subject 
you decide to write on. If you want to specialize in an 
IP niche, you should consider publishing something 
relevant to that niche.  
You should also think about who you want to 
communicate your authority to. Many IP experts write 
their articles only to other IP experts. This is a problem 
because other IP experts are usually not your client 
prospects and they are not likely to refer you clients as 
they are competing for similar clients with you.  
You should aim your content at your clients and client 
prospects instead. 
You have to be smart with your publishing, though. 
Writing is a lot of work. And you also want to publish 
quality content, which takes a lot of time. 
You do not want to write articles or books at the 
expense of your work. The most important thing you 
have going on as an IP expert is that you solve your 
clients’ problems and provide excellent customer 
service. 



 

  

Public speaking 

The second thing you can do to establish authority in 
the field of IP is public speaking and performance. As a 
theater actor and director, I can assure you that 
charismatic public speaking and performing is one of 
the best ways of communicating authority to your 
audience.  
First of all, when you go on the stage you are showing 
willingness to take criticism of your performance. By 
exposing yourself to critique, you communicate 
confidence and authority in what you are doing.  
When you go on the stage, you are always taking a risk. 
You are taking a risk of rejection on the part of the 
audience as the audience might disagree with your 
ideas. You might stutter in your delivery. You might 
trip on an electric wire when you are going up onto the 
stage. 
Either way, you are willing to take the risk. You are 
willing to make yourself vulnerable and exposed to 
critiques. You are willing to stand behind what you are 
saying. This sets you apart from those who are not 
brave enough to take that risk. 
If you are in a conference or seminar and you are just in 
the audience, you will most probably collect some 
business cards and get to know some new people.  
However, if you are the speaker, after the seminar or 
the conference, everyone will know who you are and 
the people who are interested in doing business with 
you will reach out to you. 



 

 

When delivering a speech, you have to know your 
audience. If you are giving your speech in a corporate 
seminar, the content should obviously be different from 
if you are speaking in a start-up event full of tech 
people. The content of your speech must be interesting 
and relevant to your audience, otherwise they will not 
listen to you.  
It also helps if you are enthusiastic about your subject. 
One of the reasons Steve Jobs had such amazing public 
performances was the fact that he was seemingly 
enthusiastic about every product that he introduced to 
the public. Just like kid in a toy store.  
How to deliver an electrifying and engaging speech is 
one of the best skills for any professional to have. But 
how to do it is beyond the scope of this book.  
If you want to dive deeper into how to design and 
structure great speeches and performances, I 
recommend a book called The Presentation Secrets of 
Steve Jobs, written by Carmine Gallo. I have to remind 
myself that reading a book about public speaking and 
actually delivering one are two completely different 
beasts. You should try your best to put what you have 
read into action. 



 

  

If you are just starting to build confidence in public 
speaking, there are two possible places you could start 
out. As I revealed earlier, I started gaining public 
performance confidence with improvisation theater. If 
there is an improvisation theater group near your 
location, I suggest you join their practice. I know it 
might be extremely intimidating at first, but clubs are 
usually very welcoming as the members know that 
everyone has to start somewhere. Improvisation is 
extremely good for your creativity. When you are 
delivering a speech, you cannot always rely on your 
script as you sometimes have to go freestyle. 
Another good place to start practicing public speaking 
is a local Toastmasters club. Just like the name suggests, 
Toastmasters is an international club whose purpose is 
enhancing the presentation and public speaking and 
leadership skills of its members. 
However you start practicing your public speaking 
skills, the only thing that matters is that you take action 
and start. Every time you are on stage speaking and put 
on a great show, everyone in the audience will know 
who the authority regarding your subject is.  

Publicity 

Being interviewed and featured in relevant publications 
is a great way of establishing authority. When you are 
featured in an IP related podcast as an expert, for 
example, your audience will perceive you 
subconsciously as the authority on the subject. 



 

 

Great opportunities for patent professionals could be 
magazines relating to your field of technology. On the 
other hand, a trademark lawyer would want to be 
interviewed at a fashion magazine for counterfeiting 
issues. A copyright lawyer could embrace media 
opportunities in the music industry. 
When using publicity as a way of achieving that 
authority status, you should be selective about which 
media you will allow yourself to be featured on. By this 
I mean that you should consider at least two different 
things before accepting an invitation or approaching 
different media platforms.  
First, you should think about the prestige of the media 
platform. The saying “There is no such thing as bad 
publicity” is not true. When you are trying to achieve 
status as an authority, you do not want to appear in the 
yellow press. It will take a lot of time and effort to build 
a reputation that communicates authority, but it is 
fairly easy to ruin it. 
Second, you should have a clear message that resonates 
with your audience. Before accepting an interview, you 
should define your agenda. By giving this interview, 
what do you want to accomplish?  
Magazines, publications, and podcasts exist for their 
followers. The main motivation of chief editors and 
hosts is to provide valuable content to their followers. 
When you are approaching these decision makers, 
make sure you show that you can provide value to 
their followers. Why else would they interview you? 
All media platforms exist for their followers and if the 
followers are not satisfied, they will go elsewhere. 



 

  

Dressing up 

The fourth aspect that speaks for authority is how you 
dress.  
Think what kind of impact the police uniform has on 
you. If you are pulled over driving on the freeway, 
even if you have not done anything suspicious, you feel 
at unease because the authority of the police uniform is 
so overwhelming.  
On the other hand, when you see a policeman or 
woman at an outdoor event making sure that 
everything is going as planned, how does that make 
you feel? The presence of police makes you feel secure, 
right? When you see the police uniform, you 
subconsciously make the connection in your mind that 
the person wearing the uniform has the authority in 
that situation.  
What affect does the white coat of a doctor have on 
you? The white coat usually communicates to you that 
the doctor knows all about your health and that you are 
in safe hands. She is going to heal us from our sickness. 
In professional service businesses (which includes 
intellectual property services), the dress code in most 
countries is quite formal. A good rule of thumb is to try 
to dress slightly better than the benchmark. 
However, you should dress appropriately based on the 
occasion. If you are going to a meeting at a bank you 
obviously wouldn’t dress the same way as when you 
are attending a start-up event. 



 

 

Scarcity 

The final psychological component in persuasion is 
scarcity. Scarcity can be described as the fear of missing 
out.  
Remember that high school crush who played hard to 
get? What kind of reaction did that have on you? The 
feeling of losing out probably made you even more 
anxious and desperate for your crush’s attention. 
We love things that are scarce. We love rare cars. We 
love exclusive clubs and expensive jewels.  
If you’ve ever seen infomercials, you will recall that if 
you called in within 15 minutes of the commercial you 
would get free shipping and additional stuff—which 
was even more expensive than the original thing that 
was for sale! 
There is a reason I left this psychological principle till 
last. That is because I have not been able to come up 
with concrete suggestions on how to use this principle 
in the field of intellectual property.  
There are several reasons I think this principle is 
difficult to use in the IP industry. The main reason is 
that when providing intellectual property services, IP 
clients have the power because of intense competition. 
IP clients do not want to be taken for granted. They 
want their business to be earned.  



 

  

 
 
 
 

Chapter 3: Conquer Your IP 
Niche 

 
In this chapter we will discuss the concept of a niche 
within the field of IP. Niching—or specialization—is 
important in the competitive marketplace if you want 
to stand out. The specialist always overshadows the 
generalist. 
At the end of the chapter we will also take a look at the 
client acquisition funnel. We will dive deeper into this 
in the following chapters.  

Carve out your IP niche 

To demonstrate what a niche is, let’s take a look at the 
following example. 
Imagine that you are a small lion in a large jungle. 
There are dozens of larger and stronger lions in the 
same jungle, and you are all competing for resources, 
food, and territory.  
The largest lions are taking all the food and they 
occupy the best territories. You are nearly always 
hungry. You have to sleep in the worst places. As the 
biggest and strongest lions have access to the most 
resources, they get bigger and bigger all the time and 
you get fewer and fewer leftovers.  



 

 

You decide that you will find another place to live.  
After searching for many days, you find an isolated 
oasis that is very small. In this territory there are fewer 
resources, but your competing lions are smaller and 
weaker than you. Despite the limited resources, you are 
now the biggest and strongest lion in this oasis. You are 
the one who gets to eat. You are the one who gets the 
best territory. You will not go hungry. 
So, what does this story illustrate? 
It is very difficult to be the dominant player in a large 
industry. But when you are the biggest player in your 
niche, you are the one who dominates and gets most of 
the business. That is why it is important to carve out 
your niche and claim the spot as the dominant lion 
within that niche. 
I have been eagerly following the trend of niching in 
the legal field and also in the field of IP. There are 
many lawyers establishing boutique law firms who 
practice only within certain legal fields. Also, in the 
field of IP there are many IP experts who specialize in 
even smaller niches within IP.  
I have seen IP firms focusing only on brand protection 
services and some focusing only on the pharmaceutical 
industry. One of the most interesting boutique IP law 
firms I have come across serves only e-commerce 
brands.  
There are many case studies on how lawyers have done 
niching successfully. For example, Bruce Stachenfeld 
demonstrates in his book If You Want to Get Rich, Build a 
Power Niche how he niched his law firm down to 
practice only real estate law. Now he is one of the most 
influential real estate lawyers in the United States. 



 

  

I strongly advocate for niching down as it has also 
helped me a lot in my business. 
At the beginning of my entrepreneurial career, I was 
doing digital marketing for small IP law firms. 
Marketing my services was extremely successful 
because I had positioned myself well. My company was 
probably the only company in the world offering 
digital marketing services to only intellectual property 
experts. When I asked one of my clients why they 
decided to hire me, the answer was straight forward. 
“There are many digital marketing agencies that do 
digital marketing for everyone. No one else I know of 
does that for intellectual property experts only.”  
The best thing about niching down is focus. When you 
are concentrating on only one market segment, you can 
really become the best at it. Instead of trying to learn 
everything about every industry, every effort you put 
into that one market gives you more insight and 
knowledge. Networking also becomes more effective as 
you only attend conferences and meetings within that 
one industry.  
The second great thing about niching down is that you 
create an unfair competition if you are competing with 
generalist IP experts. You might lose some clients that 
fall out of your niche. However, the clients that are in 
your niche will choose you over your competitors 
every time because of your specialization.  
The third thing is that specialists are paid better than 
generalists because specialists have more pricing 
power. When your client prospect has a painful 
problem, they are willing to pay more for a quality 
specialized service than for a generalist service. 



 

 

Let’s say that you have a broken leg that you want to 
get fixed. Would you go to your GP or to an orthopedic 
surgeon to get the injury treated? 
Finally, it is easier to establish yourself as an authority 
on a narrow subject than on a wide subject. Your goal 
might be to be the best intellectual property 
practitioner in your country. That is a very vague 
statement and most likely extremely difficult to 
achieve, even if it was possible. It is much easier to be 
the best patent prosecution expert in pharmaceutical 
substances in your country. I am not saying it is easy, I 
am saying it is easier.  
Niching does not mean that you isolate yourself into a 
tank. It is important that you have a general 
understanding of IP concepts, legal fields, and 
business. What I am suggesting here is that you should 
become the best in one niche and good enough in 
everything else. 

How do you find your niche within the 
field of IP? 

Obviously, you should not just hop into a niche and 
leave all your other customers behind. Instead, you 
should find your niche and make the transition slowly. 
You really want to dedicate yourself to that one niche 
and decide that you are going to be the best IP expert in 
that niche that ever lived.  
How do you find your niche? Well, the field of IP gives 
you some restrictions. However, within the field the 
options are nearly limitless.  



 

  

There is more intellectual property in the world than 
ever before, and that situation is only going to 
accelerate in the future. New technologies emerge all 
the time. Artificial intelligence and blockchain are 
going to define the next century. Virtual reality games 
and audio-controlled devices are knocking on the door. 
On the other hand, who says that your niche has to deal 
with protecting intellectual property? I am not in the 
business of protecting intellectual property and I am 
doing fine within the field of IP. 
I suggest that you go through your cases from the last 
year and look at a few different things. Look for IP 
niches you were passionate about. Was it a certain field 
of technology? Or a certain type of task you enjoyed the 
most?  
If you are a student, think of a subject that is both 
interesting to you and relevant in the future. It does not 
matter how passionate you are about a subject, if there 
is no demand for that subject, you will end up empty-
handed. 
On the other hand, you should think about your 
strengths. In which niche do you have the most 
knowledge? In which niche do you have the best skill 
set? In which niche can you deliver the most value to 
your clients?  
When choosing your niche, make sure that you are the 
first or second one to do it. You do not want to be 
considered to be the “third” best in this niche. Success 
is concentrated on the industry leaders, which are 
usually the top two.  



 

 

Niching for IP law firms 

Niching is beneficial also for large business law firms 
and IP law firms.  
At the moment, many IP law firms employ intellectual 
property generalists, which means that they do  
everything related to IP. It would be much more 
beneficial if they had many intellectual property 
specialists who have vast industry knowledge in one 
specific industry.  
These IP specialists are like spearheads trying to catch 
the client prospects. If there is a prospect who is in the 
pharma industry, the IP expert holding the pharma 
spear will strike. If there is a client prospect who needs 
assistance with artificial intelligence, it’s the turn of the 
AI specialist. 
If the IP law firm has only generalists, how effective 
will that be against the highly specialized intellectual 
property experts? The specialist IP firm will win every 
time. 

Take advantage of the infrastructure of 
your IP Firm 

If you are employed by larger IP law firm or the IP 
department of a big law firm, and you want to succeed 
in client acquisition and build your portfolio, you 
should definitely ask for help. 



 

  

Asking for help is not something lawyers are known 
for. But if there is one department that can help you  
succeed, it is the business development department. 
Your business development department is fully 
dedicated in selling intellectual property services and 
legal services to clients and client prospects of the firm, 
so that would be the best place to start. 
Depending on the size of the department, they have 
usually different types of data on client acquisition and 
customer relationship management. They have deep 
knowledge of the existing client base and prospective 
clients in different industries. 
Most importantly, the business development 
department can help you in determining which niches 
may have opportunities for you, and which are not so 
lucrative. If your firm has a business development 
department, you should definitely start building a 
relationship with them. 

Summary 

Niching yourself down within the field of IP may be 
beneficial for you as it is easier to be the best at a 
narrow subject than a wide category. 
Niching down has many benefits, like increased focus 
on a narrow topic, better positioning, and increased 
pricing power. 
Now that you have picked your IP niche, we shall 
continue our journey and find out how the client 
acquisition funnel works in the field of IP. 



 

 

The four-step funnel of IP client 
acquisition 

Persuasion can be divided into four different phases in 
the client acquisition funnel in the field of IP. 
These phases are reputation building, personal 
branding, marketing and sales. There is a lot of overlap 
between these categories, but it is important to 
remember that they all are a necessary part of a 
successful client acquisition process. If one of these 
does not work, it is likely that you will end up short in 
the competition for new clients.  

Reputation building 

Your reputation is what grants you the timeslot in the 
calendar of the busy executive.  
The most important thing in the field of IP, when it 
comes to acquiring new clients, is your reputation. 
With a good reputation you are always in the position 
of landing new clients when they are considering 
options for their intellectual property counsel. 
How is your reputation at the moment? Are people 
happy to be associated with you? Are you the person 
people want to work with? 
There is no universal and objective way of evaluating 
how good an intellectual property expert you are. That 
is why we are limited only to our perception of other 
people. We think that the best intellectual property 
expert is the one we perceive to be the best.  



 

  

Reputation is a general belief or an opinion held about 
someone. Your reputation is your legitimacy and 
credibility as an IP expert. Your reputation is what 
other people are saying about you behind your back.  

Personal branding 

The purpose of personal branding is to emotionally 
predispose your client prospects to enter into a 
business relationship with you. Your personal brand 
tells your story in a compelling way. It should 
communicate to your prospects why you do what you 
do. 
You should be able to brand yourself or your service in 
such a way that people have the urge to work with you 
or choose your service, even before they are exposed to 
your marketing campaign or sales pitch.  

The difference between personal 
branding and reputation building 

What is the difference between reputation and personal 
brand? Some experts say they are the same thing, and 
some say they are totally different things. Either way, 
there is definitely overlap between these two. 
To me there is a small distinction and it is this: 
Your reputation is based on your professional track 
record and facts about your expertise. Your reputation 
is the perception of other people—your colleagues and 
clients—about you as an IP professional. 



 

 

Your personal brand is the way you present yourself to 
the world. Your personal brand reflects your story, 
your values, and your skills that you want to show to 
other people.  
In order to succeed, you need to have both of the boxes 
ticked. You want to have a strong professional 
reputation that radiates authority and expertise. You 
also want to have a distinct personal brand that 
communicates your story and your values to the public. 

Marketing 

Marketing is all the activities that happen with the 
purpose of generating more IP business. Marketing is 
anything and everything you do to keep or attract a 
client. In the intellectual property context marketing 
includes websites, advertising, seminars, pay-per-click 
advertising, blogging, and so on. Marketing is not only 
limited to attracting new clients. Marketing also aims at 
expanding existing client accounts. 
When your marketing is done correctly, the less effort 
you need to make to sell your services. 



 

  

Sales 

Selling and sales is when you are face-to-face or on the 
phone with your client or client prospect trying to 
convince them to start a business relationship or to 
expand the existing business relationship with you. 
Sales is about listening to your client prospect and 
defining their needs, pitching the value of your 
intellectual property service, handling the objections 
your client prospect might have, and ultimately closing 
the deal with your prospect. 

The difference between marketing and 
sales 

There is a misconception in the marketplace that 
marketing and sales are the same thing. This is not true 
at all, however. Marketing is what creates business 
opportunities. Sales converts those business 
opportunities into more business. 

A wider look at persuasion 

These four phases of IP client acquisition do not only 
help you in your client acquisition. Mastering all of 
these four persuasion forms gives you a huge 
advantage when you are planning and excelling in 
your IP career. 
Knowing how to get to the “yes” is extremely 

important in whatever you are doing with your career, 

whether it is applying for a job, negotiating for a salary 

raise, or litigating in the courtroom. 



 

 

 

I want to repeat what I  said in the foreword. If you 
know how to attract clients or how to sell your 
expertise in a way that lands you a job, you will never 
go out of work in the field of IP. 



 

  

 
 

Chapter 4: How to Build an 
Impeccable Reputation in 
the Field of Intellectual 
Property Law 

Perception is reality 

Before I entered law school, there was a Finnish lawyer 
I admired. He was featured in many of the legal cases 
that attracted media attention and he was always 
interviewed as an expert on civil law subjects by the 
press. In high school, I described him as my idol. I 
hoped to work in his law office one day.  
As it turned out, I did not end up working for this 
lawyer. Later on, his reputation was soiled in various 
scandals, and public opinion—including mine—of him 
has changed as a result. This is yet another story of why 
fame does not necessarily equal success. 
But the interesting question is: Why did I have such an 
elevated perception about this lawyer? Why did I 
consider him to be the best lawyer in Finland, even 
though I had no idea about his legal service, skills, 
customer service, or anything? The only information I 
had was the highlight reel of his career, presented to 
me in the form of interviews and media appearances. 



 

 

It all comes back to perception. By seeing the lawyer 
interviewed and cherished as the go-to expert in his 
field, my perception of him was limited to the 
knowledge that was visible to me. And since I was an 
outsider to legal field at that time, I didn’t have access 
to information that could have convinced me 
otherwise. 
This story leads us to an important discovery. 
Intellectual property clients always hire the trademark 
lawyer, patent attorney, or law firm that they perceive to 
be the best at what they do. Your clients cannot see 
your intellectual property services or expertise. Your 
intellectual property service is not tangible; it’s not a 
physical product you can buy from a department store. 
Your client prospects have to judge you and your 
service based on what they can see and hear from 
others.  
We have to make these assumptions in order to be able 
to operate in this world. We act on what we think is 
true and right. The perception of your IP client prospect 
is the reality you have to live in. 

Why being the best is not enough 

Most people who enjoy studying 20th century history 
know who the Red Baron was. Manfred von 
Richthofen, aka “the Red Baron”, was a German fighter 
pilot in World War 1. He won a staggering 80 air battles 
during the war before his death in air combat in 1918.  



 

  

The Red Baron has been featured in more than 30 
books, several movies, and many documentaries. He is 
generally regarded as the ace of aviating, and his 
accomplishments are undeniable. He is the most 
successful pilot of all times.  
Or is he? 
Based on common perception, he is. Based on statistics, 
he is not.  
Let me introduce you to René Fonck.  
Have you heard of him? Let me guess… No? 
Until recently, I had no idea who he was either. 
Fonck was a French fighter pilot who claimed to have 
gunned down 127 enemy airplanes during World War 
1—a lot more than the Red Baron.  
The Red Baron actually lost three air battles, the last of 
which ended up killing him. Fonck was never even 
scratched by enemy fire. Many times, Fonck would be 
the only one of his fleet to return to his base after 
demolishing the enemy airplanes who had had the 
advantage in numbers.  
Objectively, one has to argue that Fonck was superior 
to the Red Baron as a fighter pilot, yet the general 
public seems to never have heard of René Fonck. 
There are several reasons why the Red Baron became 
such a massive success. (One reason is the outrageous 
red blood color of his airplane, which exposed him 
intentionally to the enemy pilots.) However, the lesson 
here is that you may objectively be the best in the world 
at what you do but if no one knows about you or your 
work, you are unlikely to be successful.  



 

 

Your number 1 asset 

Your reputation as an intellectual property expert is 
your single most important asset when you are 
attracting new business to your practice. Your 
professional reputation and the reputation of your 
company are the first two things your prospective 
clients will look into when they are choosing their IP 
advisers.  
If your reputation does not let you qualify for further 
consideration, you are out of the game. If your 
reputation is good enough, prospects will contact you. 
It is that simple. Just like you will discard all the 
restaurants that have less than four stars on 
TripAdvisor, your client prospect will discard you if 
they don’t have a positive perception of your IP 
expertise. 
Of course, focusing only on your reputation will not get 
you anywhere. You have to be able to produce quality 
work also. A solid reputation needs a foundation in 
strong expertise, otherwise your reputation will 
collapse like a house of cards. 
In this chapter we will discuss the components of an 
impeccable reputation. We will also discuss how to 
build a reputation that makes you the obvious choice in 
your intellectual property niche. 



 

  

What is reputation? 

Your reputation is made up of the beliefs or opinions 
that other people hold about you as an intellectual 
property professional. Your reputation is what 
precedes you. Your reputation communicates and 
reflects your previous work and track record to your 
clients, your prospective clients, and your colleagues.  
Your reputation may or may not convey respect in your 
potential IP clients. A lot of work is done in the client 
acquisition process if your IP client prospect is 
impressed by your reputation, even if you have not met 
them before.  
On the other hand, let’s assume that you have a bad or 
mediocre reputation. In this case, it is much more 
difficult for the client prospect to trust your expertise. 
They have to fill the holes in your reputation with 
assumptions that are not always positive or accurate. 
Let’s define what your IP client prospects can see or 
hear about you.  
Word of mouth is the most powerful marketing tool 
you could hope for. 
Word of mouth ties back to the principle of social 
proof. If your other clients say you are good at what 
you do, then you must be good at what you do, right? 
This is how it works.  
This is why one of the most critical ways of improving 
your reputation is to use client testimonials and 
references, as they communicate to your prospect pool 
that you have delivered valuable IP services to a similar 
company or individual.  



 

 

On the other hand, if your track record with previous 
clients is not so good, the opposite might happen. If 
your previous clients are asked their opinion about 
you, and during the client relationship you have not 
answered their messages on time or you have neglected 
their requests or you messed up with deadlines, their 
answer will negatively affect your reputation. 
The second thing that affects your reputation is what 
information your prospects can read about you online. 
Such online sources include your website and your 
LinkedIn page. Does your online presence 
communicate authority over your IP niche? Have you 
written, whether in the form of an article or a book, on 
subjects relating to your IP niche? Have you started a 
blog that you gave up after one month because of a lack 
of visitors? What does your writing communicate to 
your audience? 
If you are interviewed in an industry magazine or 
podcast, that automatically triggers a certain perception 
of you in the mind of your IP client prospect. The host 
or platform has seen you as an expert in your field of IP 
and they have decided to reach out to you and 
interview you. That is how your client prospect sees the 
situation. That in turn strengthens your reputation. 
How do you know the difference between a popular 
weatherman and an unpopular weatherman? It all 
depends on the amount of rain that falls yearly in their 
home region.  
The power of association is very strong in human 
perception. People may go to such extremes that they 
associate bad weather with the weatherman and have a 
negative perception about them because of that.  



 

  

Your reputation is also partly based on the things or 
people you are associated with. Are wearing a dirty 
suit when you meet your clients, or are you groomed 
and polished? Are you associated with illegal 
activities?  
In the field of IP, the various industry awards are 
things that you want to display to your potential 
clients. It’s even better if these awards are granted for 
your IP niche, as this is a great way of communicating 
expertise on the topic. 
The way you carry yourself in everyday life has a huge 
impact on how you are perceived. Are you polite and 
interested in other people? Do you make others feel 
good to be around you? Carry yourself with confidence 
and an easygoing attitude and people will say good 
things about you.  

Reputation as a tool for positioning 

When you have a solid reputation, it enables you to 
better position yourself in relation to your client 
prospects. If you have positioned yourself properly in 
your IP market, clients and opportunities chase you. 
On the other hand, if you are badly positioned, it is you 
who has to chase clients and opportunities. 
Look at people like Tony Robbins, Jeff Bezos, and 
Oprah Winfrey. These industry leaders have positioned 
themselves in such a way that opportunities come to 
them. These three stars will never have to chase 
opportunities.  



 

 

Their reputation enables them to pick and choose the 
projects and the people they work with. If you are the 
best at what you do, you do not have to chase for more 
opportunities. People are willing to line up to get the 
opportunity to work with you. That should be your 
goal. 
When you are starting out—as in any type of 
business—you are the one who will be chasing for the 
opportunities. You are not given any job or client on a 
silver platter. You have to work hard and create those 
opportunities for yourself. Climbing the ladder is 
something that everyone has to do at the beginning. 

Figure out your current positioning 

It makes a huge difference who makes the initial 
contact in business relationships. When you approach 
someone to offer your intellectual property service, you 
are selling your service to them. On the other hand, 
when your prospect comes to you, they want to speak 
with an intellectual property expert about their 
problem.  
The same thing happens when you are searching for a 
job. If you are applying for a job, the IP firm is 
positioned better as they are operating with an 
abundance of applicant options. If you are contacted by 
a headhunter who wishes to hire you for their IP firm, 
it is you who enjoys the abundance of choices and is 
better positioned. 



 

  

Do you have your work phone near you? Looking at 
your phone call log—it reveals a lot of the status you 
are enjoying at the moment as an IP professional. Do 
you have more calls coming in to your phone or do you 
have more calls going out of your phone?  
If you have more calls going out of your cell phone, 
that tells that you are the one chasing for opportunities. 
But if people are calling you instead, your reputation 
and perceived value has built up. 
One simple thing you can start doing right now, is that 
when you are agreeing to have a call with a client or 
client prospect, have them call you instead of you 
calling them. Why? Because when you call them, you 
are the salesperson; but when they call you, you are the 
IP expert.  
When you call them, they might not be ready for the 
call because they might be busy with other things that 
are more important to them. When they are the one 
calling you, they want or need your service. 
This does not require a lot of effort, but it does make a 
difference in your positioning during the call. 
If your prospect doesn’t agree to this, you probably 
saved your time with a prospect that was not so serious 
about working with you in the first place. 



 

 

Reputation building takes time and 
consistency 

I want to emphasize the point that I already mentioned 
in the opening of this book. There is no magic pill in 
client acquisition—and the same thing applies to 
reputation building. If your reputation is not good, it is 
not going to be good tomorrow. And probably not the 
next day either. 
There is no quick fix, no shortcuts when you start 
building your reputation. You cannot be perceived as 
the leading expert in your IP subject overnight. It takes 
time.  
Warren Buffet said it best. “It takes 20 years to build a 
reputation and five minutes to ruin it. If you think 
about that, you'll do things differently.”  
If you think of successful people, whether it is in 
business, science, or law, they share one thing in 
common. This one thing is commitment to their area of 
expertise for years.  
Commitment and persistence are the traits that make 
you successful in the long term. Unfortunately, many  
people give up too early. They start a blog and after a 
few months they do not see traffic, so they give up on 
hosting that blog.  
In the 21st century we seek instant gratification, instead 
of long-term success. When we post on Instagram, we 
get the dopamine shot from likes and comments within 
minutes, but if we were to build a successful blog the 
gratification would be delayed by years. And that is too 
long for the modern human brain. 



 

  

At the time of writing this book, the most popular 
intellectual property related blog, The IPKat, has more 
than 36 million pageviews. That is good for such a 
niche blog.  
The blog was established in 2003, and since that time it 
has provided huge amounts of value to its readers. 
Now it has the reputation as the best IP blog on the 
internet. At the beginning, I assume, it was harder to 
get readers and traffic to the website—but now 
everyone in the IP industry knows the blog. 
One other thing that has made The IPKat so successful 
is that the blog has provided huge amounts of quality 
content. This is a reminder that even though we talk 
about the perception being reality, there is no way 
around the hard work that is required to hold up to 
your reputation. Reputation without a foundation in 
quality work will collapse. 
The saying goes: Be a doer, not a talker.  
I say, be both.  
When you work hard as an IP professional, it would be 
a shame that if no one knew about your work. If you go 
the extra mile and provide excellent results for your IP 
clients, be proud and share it.  

The ingredients for a solid reputation 

What are the ingredients of a solid reputation? 
When we study successful people such as Elon Musk, 
Henry Ford, and Oprah Winfrey, we can observe 
several attributes that are cornerstones of a strong 
reputation. Such qualities are respectability, authority, 
and credibility. 



 

 

Respectability 

I think it is wrong when someone is said to have “a 
reputation that demands respect”. An impeccable 
reputation doesn’t need to demand any respect. When 
your reputation is backed up with a long track record 
of successful work and IP client stories, you have no 
need to demand anything from anyone. People will 
automatically give you their respect.  
Take Elon Musk, for example. He was involved in the 
founding of PayPal, has built an incredible electric car, 
and rivals NASA with his ambitious SpaceX company. 
Currently he is trying to find a way to attach a 
computer to a human brain via a neural link. If that was 
not enough, he is trying to send a human to Mars. That 
is some insane track record. It is no wonder Musk has 
the reputation of being one of the smartest people on 
the planet at the moment. 

Credibility 

Credibility is an integral part of your reputation. It 
answers the question “Why should I believe what you 
say?” Credibility is closely related to social proof. In the 
chapter discussing social proof we concluded that we 
partly decide what is correct based on what other 
people think about it. 



 

  

When your client prospect has not met you beforehand, 
they want to be sure that you are the real deal and what 
you claim to be. Simply put, if your client prospect does 
not think that you are credible, they will not do 
business with you. If they do not trust you, they will 
not do business with you. Trust is what enables the 
business relationship between different individuals. 
Trust has to be earned. 
The most powerful tool in establishing credibility is 
recommendations from people who enjoy credibility in 
the eyes of your client prospect. Such people could 
include, for example, other professionals working in 
the same field as your client prospect.  
When you have provided quality IP service in the same 
field previously, why wouldn’t you do the same thing 
this time also? That is why collecting client testimonials 
and references from your IP clients is very important.  

Authority 

We have discussed authority earlier in this book, as it is 
one of the six persuasion principles. However, it is also 
one integral part of your reputation. If you want to 
have a strong reputation as a leading expert in your IP 
niche, there is no way around the fact that you have to 
have an excellent command of your IP niche subject. 
Authority means that you have power over your IP 
subject and IP market. Authority over a subject allows 
you to position yourself with an abundance of 
opportunities.  
We already established the three ways you can build 
your authority in the field of IP.  See Chapter 2 for more 
about how to establish your authority 



 

 

Your reputation in professional 
networks 

Professional networks are essential when you are 
building your reputation. Word of mouth is an 
important aspect of these networks.  
Networking is something that some people enjoy and 
some people absolutely detest. I think the reason why 
so many people do not like it is because of some 
networkers give networking a bad name.  
For these “networking pros”, networking is all about 
what they want. They are only interested in what they 
can get from the person they are talking to, instead of 
being genuinely interested in what the other person has 
to say. 
Networking should not be seen as anything other than 
getting to know new people who have similar 
backgrounds and similar interests. When you get to 
know new people, you should not expect anything to 
happen in terms of business in the initial meeting. 
Would you like to buy legal services from a person you 
are meeting for the first time? I don’t think so. 
Instead of pitching your services, listen to what the 
other person has to say. Try to learn. When you 
network without the intention of generating business, 
you will notice that you are much more relaxed and can 
connect with people much more easily. 
If you are at an industry event, this is a great place to 
gain insider knowledge of the industry. As you 
hopefully will remember from previous chapters, when 
you know how your clients think, you are better 
positioned to help them in their problems. 



 

  

Try to also provide value to the people you are 
interacting with. Because half the people in networking 
events are pitching and the other half are avoiding 
pitching, you can stand out by providing your insights, 
connections, and other useful things for people.  
And most importantly, don’t be afraid of just having a 
good time. Like the good and old saying goes: All work 
and no play makes Jack a dull boy.  
There is one important thing that many IP professionals 
seem to miss in networking and that is the lack of a 
proper follow-up. Why would you get to know a 
person without a proper follow-up? The purpose of 
networking is to build long-lasting relationships. You 
or your IP firm should have a customer relationship 
management (CRM) system that has your every 
connection in it and that alerts you to follow-ups. It is a 
shame to let a connection fade because of your lack of 
follow-ups. 

International networks in the field of IP 

International intellectual property conferences are great 
opportunities to expand your connection network to 
foreign countries. Through foreign intellectual property 
attorneys and agents, you have access to a wider pool 
of IP clients as those foreign companies may need 
assistance in their IP matters in your jurisdiction. 



 

 

Interacting in foreign networks is also about the long 
game. One of the IP lawyers I interviewed for this book 
said that in some cases it can take years until the 
foreign agent sends you the first case. The question is, 
how are you going to stand out in such a way that the 
foreign IP expert still remembers you? 
IP conferences take time—they usually last at least 
three days and traveling internationally is always time-
consuming. You should therefore have a strategy for 
how you will interact at these conferences so that you 
can maximize the benefits. If you are part of a larger IP 
team, it might be a good idea to spread out and decide 
that one person is going to go to events of a certain 
association, as there are a lot of these associations out 
there. 

Reputation management online 

You already have a reputation as an IP professional. 
And if I had to guess, that reputation is mostly based 
on word of mouth. But is this word of mouth visible to 
the world or is the memory of your quality service only 
limited to the brain of your former IP client?  
Twenty years ago, having your reputation only in oral 
form wouldn’t be a problem.  
Nowadays, it is a problem.  



 

  

We search and consume information online. It is a 
disservice to yourself if you have delivered good 
service to your client and don’t ask for a testimonial or 
a reference for your work. If you have provided true 
value to your client, why wouldn’t they provide you 
with a testimonial? They most likely will be delighted 
to do so. 
What is there to lose, when you are asking for a 
testimonial? The worst thing that could happen is that 
they say no. 
It is important to have your reputation checked in the 
real world. It is equally important that your reputation 
is managed properly online. We are increasingly using 
the internet to help with our decision-making, and this 
also applies when we are looking for information on 
intellectual property services.  
Research has revealed some stunning facts about how 
much we rely on online reviews when we are searching 
for information online. According to a study by 
BrightLocal, approximately 84% of people regard 
online reviews as credible as a personal 
recommendation. That is quite a remarkable statistic. 
Even more astounding was the fact that 91% of people 
under the age of 34 considered online reviews as 
believable as personal recommendations. 
It is also interesting how much negative impact one 
online review can have on your online reputation. That 
is why it is very important to handle dissatisfied 
customers in a way that makes them feel good. I rarely 
leave a review for a good restaurant. (Maybe I should 
start doing that.) But almost always I leave a bad 
review if there is a reason for it. 



 

 

Word of mouth is going online. You should embrace it 
by collecting online reviews and displaying them to 
your potential clients. 

Online networking 

The traditional offline networking has been challenged 
by new types of networks. I am of course talking about 
online networks. Even though you never will be able to 
create similar relationships via the internet as you 
would do face-to-face, online networking has become 
increasingly popular in the field of IP. As you are 
reading this book, there is a substantial amount of 
intellectual property cases moving across borders via 
these online groups. 
There are three places, at the moment, which you 
should start to investigate if you want to be a part of 
the new wave of networking. 
I strongly suggest you find international WhatsApp 
and Telegram groups that are dedicated to connecting 
and getting quotes and cases from different countries 
on IP matters. This is the place I have been able to 
create many leads to clients, and I know that the 
volumes are just going to grow in the future. 
LinkedIn is also a great place for connecting with new 
intellectual property experts. I am going to show later 
how it is done efficiently.  
There are also several Facebook groups in which you 
may find interesting and engaging content. However, 
the real action is on the LinkedIn platform. 



 

  

There is one thing about online networking that seems 
to distract many IP professionals from the point. Your 
job is still to provide the maximum amount of value to 
your clients, and that does not work if you are 
constantly following your LinkedIn and Facebook feed. 
Social media is very addictive, so I suggest that you 
allocate a certain time period for engaging in your 
social networks and other times you turn your phone 
notifications off. 
 



 

 

 
 

Chapter 5: Determine Your 
Personal Brand and Stand 
Out with Your Story 

 
Apple and Steve Jobs are perfect examples of a 
meaningful company brand and an electrifying 
personal brand. Whether it is your personal brand or a 
company brand, they both have their foundation in the 
same place: Values. 
Let’s use Apple as an example. 
Apple is not just a technology company with a line of 
great products. Apple is also one of the most distinct 
and valuable brands in the world. Its brand tells a story 
that appeals to its users. It is hard to find another 
company brand that has such devoted fans behind the 
message. 
In 1996 Apple aired an advertisement campaign called 
“Think different,” which is regarded as one of the best 
advertisement campaigns of all time. In the campaign, 
Apple displays images of the most influential people in 
the world who were brave enough to challenge the 
status quo with their actions and thinking. The people 
featured in the advertisement included Albert Einstein, 
Muhammad Ali, Martin Luther King Jr., and so on. 
Challenging the status quo and thinking differently is 
the core value of Apple. They use that value even today 
to challenge conventional thinking. People who feel the 
same are compelled to buy Apple’s products. And 
based on the numbers, they are many. 



 

  

Apple ended the 1996 television commercial with a 
powerful line: “Because the people who are crazy 
enough to think they can change the world are the ones 
who do.”  
The campaign did not display any imagery of phones 
or computers. Yet it was enough to cause a flood of 
people wanting to buy Apple’s products to rush into 
stores the days after the campaign was released on 
television. A lot of PC users turned into Mac users 
overnight. 
Why did that happen? 
What can be learned from Apple and Steve Jobs that 
you could apply to your personal brand and the brand 
of your IP firm? 

Start with “Why?” 

In his famous TEDx speech, author and entrepreneur 
Simon Sinek explains why it is important to start with 
“Why?” if you want to inspire people to take action and 
buy your products or services. The idea is called the 
“Golden Circle.” 
 



 

 

 
Many companies start their brand or marketing 
message from the “What?” For example: “We sell 
computers with flats screen and a great internet 
connection.” Or “We are the best IP law firm in the 
world.” Or “We have 200 intellectual property 
attorneys and the most famous clients.”  
These companies are appealing to the rational brain of 
their potential clients, which plays only a minor part in 
our decision-making. This rational brain is responsible 
for making decisions based on the category of “What?” 
and “How”. But as you’ll remember from Chapter 2, 
the real decision-making happens with our emotions 
and instincts. 
Your brand story should start from the middle if you 
want to influence people. Your “Why?” appeals to the 
emotions of your client prospect, and it is right there 
that the real decision-making happens.  



 

  

This is exactly what Apple and Steve Jobs utilized in 
their branding. They asked “Why do we do this?”, 
“What is the purpose that justifies the existence of 
Apple?”, “What do we believe in?”, and “What do we 
stand for?” 
In the case of both Apple and Steve Jobs, they believe in 
challenging the old beliefs. They believe that the world 
can be changed for the better by thinking differently.  
What they do and how do they do it only comes after 
their “Why?” That is why, whatever products or 
services Apple produces, whether it is laptops, mobile 
phones, tablets, or watches, the Apple evangelists will 
follow wherever the product line expands. Apple is not 
just a company. It is an experience. 
When you start building your personal brand and your 
company brand, it is important to identify your core 
values and start building your brand from there. Ask 
yourself, what is the purpose you are serving and what 
gets you up every morning. Why are you practicing IP 
law in the first place? 

Your story 

I shared with you my story in the foreword of this 
book. Overcoming a fear of public speaking and 
turning it into my strength defined something in me. I 
want to help other people to find new skills within and 
help them to succeed. That is why I do what I do. That 
is why I help intellectual property experts to get more 
clients and excel in their IP careers. 



 

 

Why are you in the field of IP? What drives you? All the 
things you have done in your life have led to this very 
moment, in which you are an intellectual property 
professional.  
There are literally only a few people in the field of IP 
that actually tell their story. Telling your story will 
make you stand out from the masses. Through your 
story your clients can connect to you also on an 
emotional level. Tell your story and give your clients a 
reason to care about you. 

The purpose of your personal brand 

The purpose of your brand is to emotionally predispose 
your audience to do business with you. Your brand 
influences people to take action before you have even 
met them in person. 
Your personal brand triggers emotions in people when 
they hear your name. If your brand is precise and 
triggers positive emotions with your client prospect, 
they will be interested in what you have to offer. 
On the other hand, if your name does not carry positive 
connotations, or it is not clear what you stand for, that 
might repel people from working with you, even if 
your track record of doing business is excellent. 
It is important that your personal brand and the brand 
of your IP firm are simple to remember and consistent. 
People cannot remember much in this complicated and 
noisy world, so you have to communicate very clearly 
what do you want the world to know about your 
personal brand. 



 

  

You have a personal brand, whether 
you like it or not 

I know some of you reading this book right now are 
already cringing at the concept of personal branding. 
You do not like to be in the spotlight, and you think 
that personal branding is just attention seeking. 
Whether you like it or not, we all have a personal 
brand. 
There are a lot of annoying influencers doing personal 
branding in a way that gives it a bad name. On the 
other hand, there are also people who are doing it right. 
I bet you have searched for instructional videos on 
YouTube and actually enjoyed the video and the 
person who was providing you with the information. 
Maybe it was a how-to video on playing a new song on 
your guitar or maybe it was a cooking video that taught 
you how to cook the perfect pasta carbonara.  
This is personal branding done right. You are not 
putting yourself out there just for the sake of attention. 
Rather, you are educating your audience on subjects 
that they are interested in, and at the same time you are 
communicating your good qualities and values to 
them. 
The likeability of your personal brand is in direct 
proportion to the value you provide to your audience. 
Many famous influencers have a huge following, but 
they are not able to monetize their subscribers because 
they do not have any actual value to provide to their 
followers. Fame does not necessarily equal fortune. 



 

 

Me Inc. 

The great personal branding guru Tom Peters has 
described personal brand in the best way I could think 
of. Each of us is the CEO of our own companies: “Me 
Inc.” 
 We are competing in the marketplace just like any 
other company or product. We are competing for 
clients, we are competing for that promotion, we are 
competing for that next job opening. Just like products 
and companies, we have to find ways to stand out and 
differentiate ourselves from our competitors. 
The question you have to ask yourself is: How are you 
going to differentiate yourself in the intensely 
competitive field of intellectual property? At the time of 
writing, there are nearly 100,000 intellectual property 
experts in the world—and the number is rising all the 
time. Why should I hire you over all the others? 

Attributes of your personal brand 

Your personal brand consists of attributes that other 
people see in you. These attributes can be values, skills, 
your story, or personality traits you want to 
communicate to your audience. Humans have a very 
short and fallible memory, and there are only a few 
things we can associate with one person.  
Therefore, a great question you want to ask yourself is: 
What are the three different attributes you want people 
to remember about you? What are the three most 
important things you stand for and you want people to 
associate with you? 



 

  

Let’s explore the example of Arnold Schwarzenegger. 
He is a celebrity with very distinctive and positive 
personal brand and a great story. 
The first thing that comes to mind, at least for me, is his 
incredible journey of how he was born in Austria, 
fought his way through obstacles and became a 
celebrated bodybuilding champion in the United States. 
The second thing about  Schwarzenegger that comes to 
my mind is his perseverance. No matter how many 
times he failed, he got back up and kept fighting. After 
becoming a bodybuilding champion, against all odds, 
he became a movie star and the Governor of California. 
The third attribute that pops into my mind is his 
generosity. He has done a lot of charity work and 
helped people with disadvantages to find joy in sports.  
Having very distinct brand has enabled  
Schwarzenegger to have a very successful career in 
many different positions.  

Don’t be afraid of being different 

Personal branding is also about being different from 
the mass. A great book, The Purple Cow, by Seth Godin 
addresses this subject of standing out particularly well. 
When a message is repeated over and over again, it 
becomes boring. The excitement of a new thing fades 
away. 
Seth Godin’s book got its name because of the idea of a 
purple cow. In the book, Godin describes how he was 
traveling through France in the countryside. Through 
the window of the car he saw countless brown cows on 
the fields.  



 

 

At first, the brown cows seemed very interesting and 
intriguing but after the group had traveled an 
additional 100km, the cows had become dull. They 
were not interesting anymore.  
Godin wondered why that was. There were differences 
in the cows—some of them were bigger, some smaller, 
some male, some female. Maybe they even had 
differences in personalities. But those are still ordinary 
qualities. 
However, what if there was a purple cow? That would 
be interesting. That would draw the attention of 
anyone. 
I have personally noticed the purple cow effect in 
action many times. At the very beginning of my IP 
career I was a trainee at a Finnish IP firm, and one of 
my tasks at the time included going through the 
applications for trainee positions of the firm.  
I can tell you that after you have read over 200 
applications for one job opening, you are kind of 
exhausted. The reason is not the volume of the 
applications that is tiring. It is the fact that most of the 
applications are basically the same. If I had 200 
completely different applications in different formats, 
my job would have been interesting but just like with 
the brown cows, the similarity of applications killed the 
fun. 



 

  

How to stand out when applying for a 
job 

Well, as I am already on the topic, and because there 
might be some students and young IP professionals 
reading this book, I might as well discuss what the 
recruiters in IP firms and IP departments are looking 
for. 
When hiring new employees, law firms and IP law 
firms generally invite two types of people to the 
interviews. They interview the best applicants and the 
applicants that otherwise stand out.  
The first category includes the best performers of their 
classes, the law students that have straight As and a 
solid track record in prestigious IP firms. The second 
category is the wild cards. These are the purple cows. 
These are people with mediocre school performance, 
but they have one unique factor that just stands out 
from the rest of the applicants.  
That one factor might be outstanding ability in sports 
or art. Maybe they’ve written a peer-reviewed article. 
Or maybe it was a video application that indicated 
extreme determination and hunger for success. 
When you are different in a good but noticeable way, 
the opportunities usually come to you instead of you 
having to chase for them. Why? Because being normal 
is boring. When you stand out from the herd, you 
become interesting. And then people come to you 
instead of you chasing them. Personal branding is also 
a part of the positioning game we discussed earlier in 
the chapter about reputation building. 



 

 

Which is more important, you or your 
IP Firm? 

At the moment IP law firms tend to build their 
branding around their company image. I agree that it is 
important to have a distinctive and strong company 
brand. It is usually the reputation and brand of the IP 
law firm that is the first qualification round when 
potential IP clients are choosing their advisers in their 
intellectual property matters. 
However, intellectual property services are heavily 
based on person-to-person interactions. You are in 
direct contact with your client, whether it is through 
email, mail, phone or face-to-face. This means that your 
personal brand will also play a role when your IP 
clients are choosing their IP counsel. 
“I hire IP lawyers, not IP law firms!”  
This is a quote from an interview I conducted with an 
in-house IP counsel in a large corporation, as part of the 
background research for this book. I think this is very 
accurate. People buy people. And people want to know 
who they are going to work with.  
At the moment, intellectual property professionals are 
hiding behind their corporate logos too much. 
Corporations are boring. Personalities are interesting. 
It would make much more sense for IP firms to make 
people their number one asset in their communication 
and marketing strategies. Personal brands humanize 
your IP law firm and make it more relatable. By 
utilizing personal brands, marketing can become much 
more targeted because different IP experts are 
specialized in different niche areas of intellectual 
property law.  



 

  

When you find a way to leverage the personalities of 
your company when communicating your client 
success stories, your potential clients can already start 
visualizing themselves working with your experts. 

The future and audio-branding 

Your reputation and personal brand will be massively 
important in the future. Your reputation and personal 
brand are your insurances in the noisy world of 
marketing and advertising.  
Online marketing and advertising have substantially 
increased in the last 10 years. A single marketing 
campaign on Facebook or via email used to be enough 
to get the attention of people and land you some IP 
clients and sales. What happens when the marketers 
and advertising messages multiply in the future?  
In that race it is your reputation and your brand that 
cut through the noise. When your IP client prospect 
needs help in their IP matters, they will contact the 
ones who are reputable and distinct enough to stand 
out from the crowd.  
In the future, it will be interesting to see what happens 
when we search information using audio devices 
instead of the conventional search engines. By audio 
devices I mean audio command devices such as the 
electronic virtual assistant Alexa, which some of us 
already use to help us get information. 



 

 

The younger generation is already making the shift 
toward these audio devices. Unlike their older 
counterparts, they use voice messages on WhatsApp, 
for example, instead of written messages. Why? 
Because it is much more efficient. You don’t have to 
type in letters, and you can express yourself much 
more freely when you are communicating with your 
voice.  
What has this to do with you, you might ask? That is a 
good question. 
In the long term, it is likely that we will use these audio 
devices to search for information online. We might ask 
our audio device the following questions, for example: 
“Alexa, compare for me the three top-rated barber 
shops nearby.” 
“Alexa, make a list of potential candidates based on 
LinkedIn profiles for the job opening.” 
“Alexa, recommend a trademark lawyer based on the 
reviews.” 
When you are using traditional Google search, you 
have the opportunity to at least see a glimpse of the IP 
firms that are ranked lower in the search query. But 
when Alexa is giving you options by voice, it will show 
you only a couple of relevant options. 
 



 

  

 
 
 

Chapter 6: How to Market 
Your IP Service to Attract 
More Leads 

 
After you have started building your reputation and an 
appealing personal brand, it is time to take some 
marketing action and pull those juicy IP client 
prospects into your orbit. Especially if you are starting 
out and do not yet have a name that speaks for itself, 
you have to be proactive and start communicating your 
message to your marketplace.  
Marketing is anything and everything you do to 
acquire a new client or expand existing client accounts. 
Marketing is also everything you do to keep a client. In 
the field of IP there seems to be too much emphasis on 
getting constantly new clients.  
However, expanding existing client accounts is more 
important—and also easier. 



 

 

Not so fast! 

In the past, lawyers and patent professionals 
throughout the world faced strict marketing rules 
regarding the promotion of their services. Not only was 
advertising strictly regulated by countries and states, 
but also the ethical codes of conduct managed by local 
professional associations strictly limited the ways 
marketing could be conducted in these professions.  
The reasons behind the advertising limitations has been 
the protection of the prestige of the legal profession and 
to protect vulnerable people from fraudulent 
advertisers.  
In the United States, the marketing ban on legal 
services was overruled in the landmark case Bates vs. 
the State Bar of Arizona in 1977. The Supreme Court 
concluded that the advertisement ban was against the 
freedom of speech and that lawyers should be able to 
advertise their services in good faith.  
Since then, the amount of legal advertising has 
increased dramatically in the United States. Attorneys 
use different and creative ways of marketing in order to 
reach their client audience. For example, television and 
billboard advertising is very common for legal services 
in the United States. However, the state bar 
associations still have rather strict rules on how 
advertisement of legal services should be conducted. 



 

  

In some European countries, marketing rules are still 
applicable, even though they have become less severe 
over the years. For example, in Italy, lawyers and 
attorneys cannot display the names of their clients in 
their advertisement materials or websites as a 
reference. This is the rule—even if the client gives their 
permission to use their logo as a reference.  
These restrictions reflect the old way of thinking, that 
the only way a lawyer or an attorney should acquire 
clients is through providing excellent service, which 
basically means the word-of-mouth. Even though I 
think that some ground rules are needed when 
advertising legal services, including intellectual 
property services, the rules do not reflect the hyper-
competitive nature of professional services in the 
digital era.  
However, the trend is that marketing of IP services will 
be more liberal in the future, in even the most 
conservative countries, so it is better to prepare for the 
change. It used to be enough that you were a master of 
your craft. However, if you wish to survive in the 
competitive market of IP in the next 10 years, you have 
to learn how to put your name out there. 
Even though I am criticizing the strict advertising rules 
and advocating a more liberal approach, the sanctions 
for not following the rules of your jurisdiction or local 
association may be severe. So before applying anything 
you learn in this book, please make sure that your 
actions align with the rules and regulations in your 
jurisdiction.  



 

 

The field of IP is extremely saturated 
market 

Intellectual property services have been around for a 
while. Legal historians have been able to discover 
rudimentary patent systems that existed even in 
Ancient Greece. 
The fact that the market for intellectual property 
services is so old means that there is a lot of 
competition. Companies really are quite similar in 
many ways. Even though most of them claim that they 
have the most experience and that they provide the best 
IP service, for a client prospect it is very hard to make a 
distinction between IP firms. 
The IP market has become highly sophisticated, and 
that means clients have also become extremely 
suspicious and cautious. In such a highly saturated 
market many IP firms find it hard to differentiate 
themselves from their competitors. The marketing 
principles that ensured a predictable client stream for 
your IP firm do not work as well anymore. Clients have 
gained more power in decision-making because there 
are too many similar options.  
The old way of contacting client prospects through the 
phone book does not really work anymore as. Cold 
calling has become the best way of repelling a client 
prospect instead of acquiring a client.  
Your IP client prospects are constantly bombarded with 
massive amounts of emails. For some executives that 
might mean more than a hundred emails a day. Do you 
think they have time for your email offering your 
intellectual property service?  



 

  

Standing out of the noise is the thing you have to 
concentrate on in your marketing if you want to get 
your message through. 

Who is your ideal customer? 

Before you start building up your marketing plan, there 
are few things that you should need to consider.  
First, who is your ideal customer? If you are practicing 
in a specific niche as I am strongly advocating in this 
book, you already know who your prospective clients 
are. However, if your customer pool is broader, your 
job gets harder because you have to talk to your client 
prospects in their own language. Pharmaceutical 
companies do not communicate like metal 
conglomerates.  
The problem is that the marketplace is extremely noisy 
at the moment. If you want your message to be heard it 
has to be extremely customized and personalized. That 
is much easier if you have a strictly defined client pool. 
No matter how much you study your target market, 
you always have to always make some guesses—no 
intellectual property client is exactly like another. Your 
client prospects can be different sizes, from different 
industries, different structures, and from different 
cultures. It is therefore impossible to give a definitive 
guide that will function every single time you approach 
or you are approached by a prospect. 



 

 

There is, however, one clear distinction that allows us 
to divide your client prospect into two categories. The 
first category includes companies that do not have an IP 
or legal professional who is making the purchase 
decisions of IP services. This category usually includes 
start-ups, small and medium enterprises (SMEs), and 
entrepreneurs. 
The second category includes companies that do have 
an IP or legal counsel responsible for acquiring IP 
services. This category usually includes large 
companies and corporations with large structures and 
slow decision-making. 
Let’s take a look at how these categories are different 
and how the decision-making plays out in these 
different scenarios. 

Start-ups, SMEs, and entrepreneurs 

There are primarily three different situations in which 
you are approached by a start-up, SME, or an 
entrepreneur. 
When these small players are looking for an IP counsel 
to help them with their intellectual property matters, 
usually it is because they have made their first 
innovation and they wish to protect that.  
Alternatively, they are looking to acquire their first 
trademark to protect their brand.  
In the worst case situation (which is actually quite 
common) someone else has taken advantage of their 
intellectual property because they have not registered 
them in the first place. 



 

  

There are two places they can find you. The first source 
is through referrals. These referrals are usually given 
by their friends, investors, and start-up communities. 
The second source of information is the internet. These 
small companies find you through search engines and 
evaluate your IP firm based on your website, reviews, 
and online testimonials. 
These early stage companies usually do not have huge 
cashflow coming in or any budget for legal expenses. 
For such companies, price is a big factor when they are 
deciding on which IP firm they will choose. 
The biggest challenge you face when trying to market 
your services to these companies is that they lack 
awareness of their need for intellectual property 
services. This is why you have to be willing to invest 
time in educating your potential clients on the 
importance of protecting their intellectual assets. On 
the other hand, when educating these companies, you 
are placing a bet on them. If they become your client 
and their business really takes off, you might be 
enjoying patent and trademark filing all over the world 
for many years to come. 
The second thing you should be aware is the state of 
mind of an entrepreneur. Entrepreneurs have tunnel 
vision, which drives them toward their goals and 
success. This tunnel vision is critical so that the 
entrepreneur can focus on what is actually necessary 
for the company to succeed. This tunnel vision, 
however, tends to filter out a lot of information that 
might be useful for the company. One of these being 
intellectual property service, which to an entrepreneur 
might seem like an unnecessary cost.  



 

 

However, there is one specific party that even start-up 
entrepreneurs listen to. One thing that allows start-up 
entrepreneurs to succeed is outside capital, and that is 
why the party start-up entrepreneurs listen to is the 
investors. As we mentioned earlier, having a good 
connection network within your niche is very 
important. Having a way of influencing your client 
prospects through investors might be an idea to be 
considered. 

Large corporations 

On the other hand, large corporations and publicly 
traded companies usually rely on internal IP counsel 
when they are acquiring intellectual property services. 
This means that there is a professional buyer on the 
other side of the table, who is a completely different 
animal from the tunnel-vision start-up entrepreneur. 
Large corporations hire IP law firms based on need. 
And in large corporations, there is always a need for a 
wide range of intellectual property services including 
IP portfolio management, litigation, and licensing. 
When these large companies and corporations 
approach you, the first qualification round is the 
reputation of the IP firm and the IP expert. That is why 
I want to highlight the point I made in Chapter 4 about 
the importance of building that impeccable reputation.  
The professional buyer is more critical and more 
sophisticated than a small business owner when it 
comes to the quality of the service. The quality of the 
service is not only about the technical aspects of the 
work, it also includes the customer service experience. 



 

  

In every professional relationship, there is a human 
element present. We like to do business with people we 
like, know, and trust. Even though the corporate world 
is more analytical when it comes to acquiring services, 
the human connection between the parties is an 
important thing that is taken into account in decision-
making. 
These corporations have stiff processes for decision-
making. This means that the marketing and sales 
processes are longer and any decision will take time. 
Even though the process is longer, there is a bigger 
reward, as these corporations usually have huge 
portfolios that ensure a lot of filings and possibly a lot 
of fighting over these filings, which equals money in 
your bank account.  

Marketing fundamentals of IP services 

Marketing is not about you. Marketing is about the 
prospect. I’ll say it again: Marketing is never about you. 
It is always about the prospect. Your prospect is not 
interested in your IP firm or your new website.  
 
Your prospect is interested in three things and three 
things only. First, they are interested in their IP 
problem. Second, they are interested in whether you 
are able to solve that problem. Third, they care about 
whether you are a pleasant person to work with. 



 

 

As we said earlier, marketing is every and any effort 
you do in order to acquire or to keep a client. The belief 
that marketing would be only limited to the acquisition 
of new IP clients is not accurate, yet somehow this 
misconception is quite common in the field of IP. IP 
experts seem also think about marketing too narrowly 
in terms of methods.  

Five types of marketing activities 

In his great book Managing the Professional Service Firm, 
David H. Maister discusses five types of activities that 
can be included in marketing activities. These five 
activities are the following: 

1. Broadcasting  

2. Courting  

3. Superpleasing  

4. Nurturing  

5. Listening 

Broadcasting includes the activities you do in order to 
generate leads to your IP firm. Lead generation 
activities for IP firms usually include digital marketing, 
networking, seminars, referrals from existing clients, 
and content marketing on blogs or social media. 



 

  

When you are broadcasting your message, it means 
that you are sending your message to a larger audience 
within your potential client pool. You are sending your 
message to a wide audience and you are playing a 
numbers game. As the IP marketplace becomes noisier 
and more saturated, remember that your message 
should be as personalized as possible so that it 
resonates with your client prospects. 
Courting is what happens when your broadcasting 
efforts have converted into a lead. In this phase you 
have been able to extract one prospect from the herd. 
Courting consists of the one-on-one activities that you 
do with your prospect to provide information about 
you as an IP professional and your firm.  
Most importantly you are trying to build a relationship 
with the prospect. Ideally the courting phase ends in a 
sales call in which you try to convince the prospect why 
they should choose your intellectual property service 
over others. The sales call may be a phone call or you 
may be asked to give a presentation to the prospect. 
Everything you do in order to keep the client during 
the client relationship is also marketing. Superpleasing 
is the phase of marketing when you try to impress your 
client with the value of your IP service. You want your 
service to be so good that the client prospect not only 
trusts you with more IP work in the future, but also 
actively praises your service to their friends and 
connections. 



 

 

It used to be enough that IP experts provided their 
technical IP expertise to clients. However, as the 
competition has become tougher and tougher, client 
expectations have also become more demanding. This 
means that IP experts need to put more effort into 
nurturing the client relationship. 
Nurturing the client relationship means that you don’t 
take your IP client for granted. It is important that you 
study you IP client inside out and get to know their 
business goals and challenges. You may provide your 
IP client with ideas and insights about their business. 
Also, if you are practicing an IP niche in which you 
have connections, you could try to make useful 
connections for your client. 
Listening is the final piece of this puzzle. This is better 
known as market intelligence. Instead of guessing what 
is happening in the mind of your IP client prospect, you 
should aim to know your clients better than they know 
themselves. You should know your clients so well that 
you could write a page in their diary and nobody could 
tell the difference. 
Instead of guessing and making assumptions about 
what your client wants and needs, you should know 
what they want and need. You should know what is 
happening in the marketplace and in the industry. 
Listening to your clients every time you meet them, 
whether it is over lunch or on the phone, is a certain 
way to gain this important market intelligence. 



 

  

Broadcasting online 

So, let’s dive in and start analyzing the methods you 
should and should not be using when you are trying to 
broadcast your message to your clients. 
It is evident that you should not rely on only one form 
of marketing as you will become dependent on that 
platform. If you are only advertising on Google and 
Google decides to change its algorithm, you are 
screwed.  
We will take a look at the digital advertising platforms 
one by one, including the pros and cons of each. 
As an intellectual property practitioner, you should at 
least know how these platforms work and the 
advantages of choosing one platform over the other. 
You should at least have an understanding of how this 
works, even if someone in your company can do it for 
you or you can hire a digital marketing agency to do it 
for you.  
If you don’t understand at least the basics of these 
platforms you have no idea whether the marketing 
agency or freelancer you have hired is performing to 
standard. 

Website best practices 

Your most important marketing tool online is to have a 
professional website. Your prospects will go to your 
website at some point, whether they are start-up 
entrepreneurs or IP counsels in large corporations. 
Your website is a default requirement. If it is not 
professional enough, you are out.  



 

 

I think many IP law firms have misunderstood the 
function of their website even though thousands of 
dollars are invested into them on a yearly basis. A 
company website serves one purpose: To convert 
prospective clients into new clients. 
Your website should look professional—but the 
purpose of a website is not to be a work of art. It should 
rather serve as a funnel to potential customers on their 
journey of becoming your client.  
Start designing the website with the point of view of 
your client prospect who has just landed at your site. 
Answer the question: What do my client prospects 
want and what are they looking for on my site? 
The first thing you want to establish on your website is 
security. Security is a major issue with websites. No one 
wants to submit their information or call an IP firm if 
they are not certain that their data is securely protected.  
That is why you should have an SSL certificate on your 
website. The certificate makes the padlock appear 
before your website address in the URL bar, which 
indicates that the website is safe. It is also a good 
practice to include the logos of these internet security 
companies on your website.  
Second, your website should communicate authority 
over your field of IP. We have discussed earlier how to 
establish authority. Ideally you should display all your 
relevant work in some form on your website. For 
example, if you have a blog or an article that could 
provide value for your client or client prospect, give it 
to them for free. 



 

  

Third, your website should include your story that 
answers the question “Why?” What is the purpose you 
are serving in your IP practice? What drives you? 
Ideally you should have a short professional video of 
you on the home page.  
If you have many employees, have a short introduction 
video from each of them. If filming a video is too much, 
at the least you should have the profiles of your staff 
with pictures and short descriptions. Having real 
people on your website brings it to life. 
Having many testimonials from your existing and 
satisfied customers on your website is a great practice. 
It uses the principle of social proof, which we have 
discussed previously. Client stories allow your client 
prospect to visualize what is like to be your client. As 
discussed earlier, video testimonials are the best form 
of testimonial as they are very difficult to fake, and they 
allow your client to express themselves freely.  
If your client prospect ends up on your website or 
landing page and there is no guidance on what to do 
next, they will bounce off your site. That is why, for 
clients who are ready to move forward, you should 
include a contact form with a strong call-to-action, 
which is to contact you or to book a consultation time.  



 

 

A useful feature to include in your website is a booking 
application, for example Calendly or ScheduleOnce. 
You can connect the booking system to your Google 
Calendar and the interested prospects can book a time 
on your online calendar. You’re notified via email 
when a time has been scheduled on your calendar. A 
great thing with this system is that if you want to 
screen your prospects, you can ask them to complete a 
survey before they can schedule a call. In the survey 
you can ask for clarifying questions on what they are 
especially looking for. 
The General Data Protection Regulation is very strict in 
terms of privacy in the European Union. That is why 
you should be really careful with your client data when 
you are processing the information. Your website 
should have a cookie opt-in form. If you have a contact 
form on your website, you should also have GDPR-
compliant boxes for gathering the information of your 
client prospect. 
These are the fundamentals of your website. Now let’s 
explore ways you can get visitors to your website. If 
your website has no traffic, you have no one to convert 
to a client. 

Google Ads 

The best way to attract new IP business in 2019 online 
is Google Ads. Google Ads allows you to place your 
website in front of people who are using searching 
engines to find a business like yours. 



 

  

To illustrate this, let me give you an example. Imagine 
that you are a start-up entrepreneur. You have just 
created your first groundbreaking innovation and you 
want to protect it. Even though you have a wide 
network of friends in your start-up community, no one 
seems to know any patent attorneys. So you decide to 
go online and make a Google search with “patent 
attorney near me”. You press enter and you have the 
search results in front of your face. The top results on 
the screen are the advertisements that different 
companies have designed on the Google Ads platform. 
You decide to click the first result on the page, because 
the ad appealed to you most. As you click the ad, 
Google charges the company responsible for that ad a 
fee, which varies depending on geographical location.  
 
Google Ads is a form of pay-per-click (or PPC) 
advertising. You pay Google only if someone clicks on 
your ad. 
The second part of your journey is that you are directed 
to a landing page. This landing page is the page you 
“land” on after you have successfully clicked through 
the ad of the company. On the landing page you 
usually find useful information about the company.  



 

 

In this case the patent attorney has put together a 
welcome video, which you watch. You think that the 
company looks nice and that the landing page is 
trustworthy. Also, the patent attorney on the video 
seems genuine. At the end of the video, the patent 
attorney says, “If you want to learn more about 
patenting your new invention, I will provide a free 
consultation. Contact us now by clicking here!” This is 
called a call-to-action. And that is the trigger to make 
you to do the next move in the marketing funnel, 
namely fill in the contact form. 
Before you end up filling the contact form, you receive 
a message from one of your friends to watch a 
YouTube video. You get distracted filling out the form 
and decide to do it later. After watching several videos 
in a row, you have completely forgotten the fact that 
you should protect your innovation and you are fully 
focused on what is going to happen on the next episode 
of the YouTube video series. 
After a couple of days, you are browsing a random 
newspaper article online and then something catches 
your attention. You realize that the same patent 
attorney office, whose website you already visited, has 
an ad placed on the website of the New York Times. 
What a coincidence!  



 

  

Actually, it is not a coincidence. When you click 
through an ad on Google, you end up on a landing 
page that installs a tracking pixel to your browser. This 
tracking pixel allows retargeting advertising. So, 
whenever you go to websites that are part of Google 
partnership network, you may expose yourself to 
retargeting ads. This advertising network is massive, 
and it includes more than 6 million websites at the time 
of writing. 
You remember that you are in need of a patent service, 
so you decide to click through the ad of the patent 
attorney. And again, Google charges a price for that 
click. Now you end up again on the landing page and 
you fill in your details on the contact form. Fifteen 
minutes later, you receive a phone call from the patent 
attorney. 
This is the basic funnel of how the Google Ads system 
work. The lowest hanging fruit is on Google Ads and 
that is where you should aim your advertising dollars 
at. 

LinkedIn 

One of the great things about LinkedIn is that it has a 
huge organic reach compared to any other business-to-
business network in the world at the moment. By 
organic reach I mean the amount of people you can 
reach without paying a dime.  
By posting something valuable, for example a blog post 
or an insightful status update, not only your current 
connections are able to see your post, but also the 
connections of the people who have liked or shared 
your post will see it.  



 

 

I have heard many of my clients say they have tried 
LinkedIn and got no results. No clients or inquiries 
whatsoever. That is no wonder when you take a look at 
their profile and their activity on the platform.  
The average profile of an IP expert is not very good. 
That is not because the IP expert isn’t competent or 
doesn’t have an excellent track record.  
It’s because the IP expert did not put any effort into 
crafting a compelling LinkedIn account in the first 
place.  
Here are the basic principles to follow when building 
your LinkedIn profile. 
First, the headline is the most important thing in your 
LinkedIn profile, and you should use it wisely. Most IP 
professionals only use their title and firm name. There’s 
nothing wrong with that except that everyone is doing 
it, so it won’t attract anyone’s attention. You are 
basically confirming yourself as “just another 
intellectual property expert”. 
If you want to stand out, you can add “Helping X to X” 
behind your title and company name. For example, 
“Helping start-ups to protect their IP assets.” When 
your potential clients see your headline, they are 
automatically more compelled to visit your profile or to 
send you a connection request. By adding this, very 
neutral improvement, you are ahead of 98% of the 
other IP expert profiles on LinkedIn. 
The mistake many IP experts make in their LinkedIn 
profile is that they treat the About page like it is their 
CV page. The problem with that is that the visitors who 
are visiting your profile are not really interested in you. 
They are interested in how you can help them. 



 

  

That is why I would rather treat the LinkedIn About as 
an application for your ideal client prospect’s business.  
We touched earlier on the subject of social proof. 
LinkedIn provides many possible ways of utilizing this 
profound principle of influence. First of all, you should 
concentrate on getting endorsements for the relevant 
skills that are listed in your profile. These skills may 
include intellectual property, trademark law, or patent 
prosecution, for example.  
Other ways of communicating social proof are 
recommendations. Recommendations are made by 
other LinkedIn users—for example your previous 
clients or colleagues—and they are displayed in your 
profile. Recommendations are great in LinkedIn 
because they are personalized and they are linked to a 
profile of another professional, meaning they cannot be 
faked. 
The more endorsements and recommendations you 
have on your relevant skills, the more positively the 
principle of social proof works for you. I think IP 
experts in general are too humble. We should be brave 
enough to ask for endorsements and recommendations. 
If we provide value to our clients and colleagues, it is a 
shame to keep that to ourselves. 
Regarding the activities you are conducting on 
LinkedIn, my suggestion is that you should dedicate a 
certain time each day to write valuable content and 
engage with people on the platform. I think 30 minutes 
is maximum effort you should dedicate to do this. 
Other than that, turn off the notifications and focus on 
your more important tasks—delivering valuable work 
to your existing clients.  



 

 

The biggest reason intellectual property experts fail at 
LinkedIn is that they think that by just having a profile 
on the platform is enough. In order for people to start 
engaging with you, you have to provide value to them. 
That is done by sharing your blog posts or interesting 
articles. The main thing is that your audience receives 
genuine value from your content. Consistency is also 
key. If you share a post once a year, you are not 
consistently in the minds of your audience. 
If you want to get clients through LinkedIn, you need 
to do prospecting. You can use LinkedIn’s search 
option to identify potential clients. Maybe you are 
targeting certain industries or start-ups or tech 
companies. 
When you are adding prospects to your connection 
network, it is absolutely crucial that you personalize 
your requests. Believe it or not, many experts send the 
connection request without any note. How many of 
these non-personalized connection requests have you 
accepted from people you did not know beforehand? 
Possibly not that many. That is why you have to go to 
their profile and look for something interesting there 
that you can use in your note. 
When your prospect has accepted your connection 
request, it is crucial that you don’t start pitching your 
intellectual property services right away. You have not 
earned the right to pitch. You are not going to get 
married on the first date. Just as with face-to-face 
networking, you should start to build a relationship 
with your prospect before entering into business. 



 

  

When you have connected with your prospect, send a 
welcome message including a reference to something 
interesting in their profile, for example. This way you 
can start building trust and adding value to the client 
relationship. 
When you have engaged and built rapport with your 
prospect, preferably over a longer period of time, you 
should try to take the conversation offline. You can 
only develop a relationship to a certain point online. 
You should aim at meeting with your prospect in 
person or via phone or Skype. In that way you can 
really get to know them and see if you can help them 
out or not. 

Search engine optimization (SEO) 

Let’s once again pretend that you are a client prospect 
of your IP firm. 
Let’s say that you don’t need intellectual property 
services at the moment. Rather, you are looking for 
information relating to IP services because in the future 
if your business really takes off, you could use some 
help. You decide to type “how to protect my 
trademark” into Google. You see the search results and 
start going through the headlines. You decide to 
disregard the ads that occupy the top of the results 
because you are not yet ready to make your purchasing 
decision. 



 

 

Instead you find a headline that matches perfectly to 
your search query. You end up on a blog that discusses 
different aspects of trademarking. Best of all, this blog 
has not been written from one trademark lawyer to 
another trademark lawyer. It is directed at providing 
valuable information to companies and ordinary 
people looking for information regarding the protection 
of their trademarks.  
You are clicking through the blog posts and you are 
very satisfied and confident that you are going to file 
your trademark in the near future. On the side of the 
blog you notice that there is a contact box through 
which you can subscribe to the newsletter of the 
company. You decide to do that as you have already 
received so much valuable information. 
After a couple of weeks and several newsletters later, 
you decide to contact the IP firm and ask them to file 
your trademark for you. 
This example was all about SEO, which stands for 
search engine optimization. SEO aims at improving the 
ranking of your website in the relevant Google search 
results. SEO is extremely useful, especially if you are 
trying to build your brand awareness among your 
target audience. 
There are obviously pros and cons to SEO.  
The best part of SEO is that if executed correctly, it 
provides you with a constant flow of free and targeted 
visitors to your website. If you rank high in the search 
queries, the traffic on your website is relevant and, 
unlike Google Ads, it is free.  



 

  

SEO is also a great way of providing value to your 
marketplace and establishing authority on your subject. 
Regularly publishing useful material on your blog 
helps improves your rankings on search engines 
because Google wants to display relevant search results 
to its users. 
However, SEO takes time and consistency. If you are 
looking for a quick return on investment, SEO is not the 
solution for you. 
One disadvantage of SEO is that you are dependent on 
the algorithms and decisions of the search engine. 
Google has full control over you as it might change 
how their search algorithms work. You have no place 
to appeal if they decide to change the algorithm and 
your many years of hard SEO work have been washed 
away. 
For intellectual property services, SEO is an extremely 
competitive market. If you have not started yet, be 
aware that it will take a long time to rank high in the 
search results.  
It is also worth noting that the top results get a 
disproportionate amount of all clicks on the search 
result page. If you are ranked on the second page of the 
search results, you are not visible at all. When making 
your plan for SEO, aim to be on the first page of the 
search results. Otherwise you might be just wasting 
your time and resources. 
Even though SEO takes time and effort to invest, it is 
still worth it. I prefer to think of marketing in the long 
term. And as I discussed earlier, we are likely to shift 
toward a future in which audio devices will dictate the 
search results. Having your SEO optimized will help 
devices pick your IP service from the results. 



 

 

Social media advertising 

Social media advertising has become extremely popular 
as platforms such as Facebook, Instagram, and 
LinkedIn have such a huge audience. The targeting 
options they provide to their advertisers are 
remarkably broad. 
Social media advertising works in a similar way to 
Google Ads. In most cases, you pay the platform a fee 
for one click. The biggest difference between search 
engine marketing and social media advertising is that 
in the latter option, the client prospects do not have 
such a clear intent of acquiring intellectual property 
services. When you search for intellectual property 
services on Google, you are actually looking for an 
intellectual property expert. On social media the 
advertisements are put into the newsfeed based on the 
algorithm of the platform. There is no guarantee that 
the person seeing your ad has a buying intent or not. 
Imagine you are a start-up entrepreneur browsing 
through your Facebook feed. All of a sudden you see 
an ad from an IP law firm stating that they offer 
trademark services for start-ups. You are not in the 
need of intellectual property services, which means you 
are unlikely to click through the ad. 
On the other hand, if the ad provides valuable 
information to you, and you realize you might need 
help with your intellectual property matters in the 
future, you may as well click through the ad. Usually 
the ads include some introductory video that you can 
view. 



 

  

The advantage of social media advertising is that is 
highly targeted. This means that your ads will not be 
displayed to all of the possible Facebook or Instagram 
users, rather to a very narrow and selected group.  
Let’s say that you are a patent attorney living in 
Madrid and usually your customers live within 100km 
of you. Let’s also assume that your audience is 
interested in technology and that they are primarily in 
the 30- to 40-year-old age group. This is a very specific 
audience. With social media advertising, it is possible 
to drill down and get your message right in front of 
your target audience. 

Which marketing methods to dismiss 

The golden rule of marketing is to get your message 
out there where it is the cheapest and where it can find 
your target audience with the widest reach.  
Let’s face it. If you want to use your marketing budget 
wisely, you must dedicate all your marketing dollars to 
digital marketing. Why I am saying this? Online 
advertising gives you get the best return on investment. 
Online you are most likely to actually reach your target 
audience, and you can diversify your message to your 
different target audiences. Best of all, you can track 
exactly how much money you are spending and where 
your revenue is coming from. 



 

 

If you are still planning to advertise in the telephone 
book, you may want to reconsider. First of all, ask 
yourself, when was the last time you contacted 
someone through the phone book? I remember that 
there was a time when several strongmen competed 
against each other to see how many phone books they 
could rip apart. Haven’t heard from that sport for a 
while. Maybe they went out of supply. 
Here in Finland we do not have a culture of lawyers or 
patent attorneys advertising on television. In any case, 
television advertising, just like radio advertising, will 
slowly die away in the next decade. The reason is that 
when you are advertising through television, there is 
no possible way of targeting your ads the way you can 
through social media platforms. In Finland advertising 
on the television is extremely expensive compared to 
social media platforms, yet a lot more people use social 
media platforms daily. 
You should definitely not use a lot of money on 
company brochures. No one reads them, and they are 
just usually thrown into a trashcan.  
Email marketing used to work five years ago when the 
inboxes of your client prospects were not flooded with 
all sorts of different advertisements. Identifying and 
contacting your prospects through networking events 
and LinkedIn is much more preferred. 



 

  

Outsourcing 

Your primary focus should always be on the quality of 
your work. You are paid to give quality intellectual 
property advice to your IP clients. In order to achieve 
success in the digital marketing space you must, 
however, understand how digital marketing works. 
Ideally there is someone in your organization who is 
taking care of digital marketing for you.  
If you have the time and motivation to learn and create 
digital marketing campaigns yourself, that is great! 
However, I assume that your time is much more 
valuable when it is spent on your client work. It is wise 
to delegate the management of your digital marketing 
campaigns to your marketing department. The only 
thing left to you is answering promptly the email 
inquiries and phone calls that are directed to you by the 
platform. 
There are some principles when you are hiring your 
digital marketing agency or freelancer. You should 
prioritize the quality of your contractor to the cost, 
because the difference between high-quality work and 
average-quality work is huge when it comes digital 
marketing. 
Make sure your contractors or digital marketing agency 
have some experience in running campaigns in the 
legal field, as it has its own characteristics when it 
comes to search engine marketing.  



 

 

The most important aspect when hiring a digital 
marketing agency or a freelancer is their previous track 
record. Ask for their client testimonials and actual 
results that they have provided to their previous or 
existing clients. Just as your client prospects would ask 
such things from you when they are weighing their 
options, do your due diligence properly.  
When choosing your contractor, make sure that the 
contractor is 100% fluent with your local language. 
Nothing is more embarrassing than to find out that the 
ads that are displayed in the search results include 
grammatical errors or even worse, contextually wrong 
words. 

Further reading on digital marketing 

As I said earlier, it is very important that you 
understand these marketing concepts at least an 
elementary level so that you can do it yourself or you 
can evaluate the effectiveness of your marketing 
agency. Here are some books that I recommend if you 
want to get a more comprehensive understanding of 
marketing and digital marketing methods. 
Perry Marshall – Ultimate Guide to Google AdWords 
This is probably the best book written on Google Ads to 
date. The book is easy to read, and you do not need to 
have any prior knowledge of the subject. Marshall 
explains everything in very deep detail. 
Melonie Dorado – LinkedIn Unlocked 
This book gives a roadmap showing how you can 
connect with your prospects and build meaningful 
relationships on LinkedIn.  



 

  

David Ogilvy – Ogilvy on Advertising 
If you want to write your advertising material yourself 
or you want to improve your email communication 
with your prospects, this is a book you should 
definitely read. David Ogilvy was an advertising 
genius and is widely regarded as one of the most 
influential copywriters of all time. 
Perry Marshall – Ultimate Guide to Facebook Advertising 
Even though Facebook advertising is not necessarily 
the best platform for advertising of IP services, this 
book is the best read. 
Eric Enge – The Art of SEO 
If you wish (and you should) to optimize your search 
engine rankings, this is the most fundamental book you 
should read. It gives you a great overview on how SEO 
works and how you should apply it in your business. 
Michael Mogill – The Game Changing Attorney 
Video marketing will be a huge asset in future in the 
field of IP. It allows you to tell your story and put your 
personality in front of your client prospect before even 
meeting them. This great book includes case studies of 
the successful application of video marketing. 

Courting 

There are many ways of doing courting. However, the 
following is the one I have found to be most effective. 



 

 

In his brilliant book If You Want to Get Rich, Build a 
Power Niche, Bruce Stachenfeld reveals his way of 
courting without being pushy. The way he does it 
beautifully uses the principle of reciprocation.  
Stachenfeld operates in real estate law but the same 
principles are just as relevant to intellectual property 
services. 
When you are dedicated to a niche or industry, it is 
inevitable that you come across companies and people 
that you might consider potential clients. Some of them 
may already have their intellectual property matters 
handled by another company and some of them don’t. 
However, it is never a bad idea to get to know them 
personally. 
Whenever there is a client prospect you are interested 
in, you should find a way to meet with that person 
face-to-face. You might consider using email or 
LinkedIn for this purpose. Cold calling usually is not a 
pleasant way of introducing yourself. 
You should make it perfectly clear that the meeting is 
not about you or your services. You should instead 
make it perfectly clear to the client prospect that the 
meeting is about them and helping them to get 
something, whether it is connections within the 
industry or valuable information. 
The reason for the meeting should arise from the needs 
of the client prospect. Stachenfeld’s book makes it clear 
that the meeting should be about what the client prospect 
wants, not what you want from the prospect. You 
should not enter the meeting with any expectations of 
further business with your client prospect. 



 

  

In this initial meeting, you should try to learn 
everything possible that is there to learn about the 
prospect. Most importantly you want to learn 
everything that the client prospect wants and desires in 
their business. 
After the meeting you should try to deliver the promise 
you have made and go all out in doing that, whether it 
is helping with connections or setting up a meeting 
with your connection. 
Helping people for nothing triggers the principle of 
reciprocity in people. However, you should never 
expect anything in return. When you provide value to 
your prospect without any expectations, they feel 
compelled to turn to you when they actually are in 
need of intellectual property services. 

Superpleasing 

It used to be enough that your intellectual property 
service produced quality work. However, that is not 
enough anymore and most certainly it will not be the 
case in the future. IP clients have become more 
demanding than ever. They expect not only high-
quality work, but also high-quality service.  
Superpleasing means that you go the extra mile in 
bringing value to your client. The purpose is to deliver 
so much value that the client wants to share their 
customer experience with other people and companies 
within the industry through word of mouth. This does 
not happen with quality work only. That is the by-
product of quality service. It is important to solve the 
intellectual property issue, but it is even more 
important to serve the client. 



 

 

If the client is not aware of the technicalities of 
intellectual property law, the only thing they see is 
your customer service. They have no way of assessing 
your technical performance. Obviously, this is not the 
case with large corporations as they are usually 
professional buyers; but a start-up with no prior 
intellectual property knowledge does not have any 
chance of evaluating the patent draft by their patent 
attorney or agent. In that case your superior customer 
service is the thing that stays in their mind. 
The importance of quality service has been 
demonstrated in David H. Maister’s book, which we 
mentioned earlier. A study was done for the book, and 
across the board, the technical work the professionals 
provided—with the exception of the service industry—
was evaluated to be of a high level. On the other hand, 
the biggest difference between the service companies 
was the evaluation of customer service.  
The study found also that only 10% of referrals were 
given based on the quality of the technical work. A 
whopping 90% of the referrals were based on the 
quality of the customer relationship. 
Here are some things you should ask yourself when 
you are thinking of ways you can enhance your 
customer service experience.  
• Do you go the extra mile to understand their business?  

• Do you explain what you are doing in their own language?  

• Do you keep your deadlines?  

• Do you help them to understand what is going on?  

• Do you reply duly to their emails?  

• Do you set and manage your client expectations?  

• Can you provide your client with industry connections? 



 

  

And one very important thing that you should consider 
very carefully: How is my IP service experience 
different from my various competitors, and why 
should my client refer me to their colleagues over my 
competitors? 

How to get referrals 

As an intellectual property expert, one of your best 
sources for new clients is referrals. Getting referred to 
new prospects means you can do less sales work, 
because your leads are already warm. You do not also 
have to start building trust from the scratch as the 
prospect usually trusts the person who has referred 
you to them. 
Getting referrals requires that you have produced high-
quality service to your client which means that they are 
happy to recommend you to their connections. 
However, many IP experts have a hard time asking for 
referrals. Here are a couple of ways that you can do 
that. 
The first tip is to ask for referrals before entering into 
the business relationship. The referrals are then 
dependent on the satisfaction of your client. This makes 
you work harder to please the client and fulfill their 
needs. When the referrals are agreed beforehand, your 
client is also committed to giving those referrals. If you 
ask for referrals after you have delivered your service, 
they have no obligation to do so. 



 

 

Second tip is that instead of using the word “referral”, 
use the word “introduction”. Introduction is a more 
active word for getting to know a prospect. A referral is 
something that might happen in the future. An 
introduction is something happening right now, in the 
present.  
There’s a lot less pressure in the word “introduction”. 
When you refer someone, there is some pressure for 
business relationship. On the other hand, when you 
introduce someone to someone, the introduction is a 
pleasant way of starting to build a relationship between 
two people. 

Nurturing 

You should always try to nurture your client 
relationships and make sure that you are updated with 
the business and projects of your client.  
It is much easier to expand your current client accounts 
than to acquire new clients. 
There are three primary reasons for this. 
First, the trust and confidence of the client has already 
been won previously and (hopefully) maintained 
during the relationship. When acquiring new clients, 
you have to build trust from the start and go through 
the competitive selection process with your 
competitors. 
Second, marketing costs are not as high when you are 
marketing to existing IP clients. When acquiring new 
clients, you have to do prospecting, industry research, 
awareness building, attend conferences, and so on—all 
of which are not required when marketing to existing 
clients. 



 

  

Third, the services your client will require later on are 
usually larger in scale and in compensation. For 
example, after your client files their first national 
trademark, they may wish to expand their registration 
by filing it in other countries, or maybe they got into a 
dispute resulting in litigation. 
When an IP client is committed to your service, the cost 
of changing the adviser is big. But if you do not nurture 
the client relationship, they will start weighing the 
options. In the competitive market such as the field of 
IP, there are other law firms after your clients. 
The future IP business of your existing client must be 
earned as clients do not like to be taken for granted. 
When you are starting your marketing plan to your 
existing customers you want to market your services to 
selected clients. Why you should only market to selected 
clients? Because not all your clients need your 
additional intellectual property or legal services. You 
must know the affairs of your client better than they 
know themselves. When you understand their 
business, you know what they are going to do in the 
future, and you can offer your service in advance as 
you know their next move. 



 

 

Listening 

Listening is probably the most important marketing 
activity you will do in your intellectual property 
practice. What listening basically means is that you are 
gaining market intelligence from your current clients 
and client prospects.  
 
By listening you can achieve two things. First, you get 
insights into how you could improve the intellectual 
property service you are providing at the moment. And 
second, you may discover new needs that the client 
has. 
Too many intellectual property professionals market 
and sell their services without knowing what their 
client prospects want. Knowing your clients’ needs can 
be achieved only by listening to what your clients have 
to say. The needs, fears, and desires of your clients are 
ever changing. How would you know what your 
clients want if you do not ask them? The winner in any 
field of business is always the one who understands 
their clients best and can deliver the right solution for 
their pain. 
For many IP professionals, this is a guessing game. 
They make pure guesses on what their clients want. 
That is completely the wrong way to do it. You must 
ask your clients what they wish to achieve. They are the 
only ones who actually know what they want. 



 

  

One of the best client-listening exercises I know is the 
SQAP (Stakeholder Quality Assurance Panel) by the 
European Union Intellectual Property Office. In this 
exercise Stakeholders of the Office are invited to assess 
the quality of decisions that the office has made in its 
practice. Not only can the European Union Intellectual 
Property Office get invaluable data on how well it has 
performed, it also involves the stakeholders in its 
activities. 
If you can conduct similar exercises with your current 
client pool, you will get invaluable market information, 
even if you execute it on a much smaller scale. 
 



 

 

 
 

Chapter 7: How to Convert 
Your Leads into Intellectual 
Property Clients  

 

Sales 

The internet contains many videos of sport 
competitions in which the leader of the race flounders 
on the finish line or celebrates victory too early, not 
noticing that a fellow athlete passes him at the last 
second. This serves as a reminder that it does not 
matter how hard you have trained or how intensively 
you have competed in the race, if you cannot push 
through the finish line, your previous efforts do not 
matter at all. 
If you cannot close sales, you are not getting any IP 
clients. It is that simple. You may have done everything 
correctly from the beginning—you have built an 
impeccable reputation in your IP niche, your personal 
brand radiates professionalism and respect, your client 
prospect has booked an appointment with you through 
your Google Ad—but if you fumble the ball during the 
sales call, you are going to walk home empty-handed. 
That is why it is crucial to know the principles of 
selling and pitching, as without clients you have no IP 
business. 



 

  

Sales is the part of the client acquisition process where 
you meet with your IP client prospect face-to-face or 
over the phone and try to convince them to buy your 
intellectual property service. 
What has happened before the call is that you have 
passed through the first qualification round in the eyes 
of the prospect. That phase in the process usually 
involves a more analytical approach as they have 
assessed you as a competent professional. Now the 
game changes a little bit. Now your prospect is not only 
considering your qualifications. They are considering 
whether they will enjoy working with you. 
Sales calls are crucial, as the outcome is either new IP 
business or no new IP business. 
Let’s start this chapter with what not to do. 

Say no to cold calling 

Have you ever had a job (for example a telemarketer) in 
which you had to cold call people? Did you enjoy it? 
How many rejections did you receive before you got 
the infamous “I need to think about it?” 
How many times have you been delighted that you are 
approached by a cold caller who is trying to sell you 
products and services that neither of you—you or the 
person calling you—is interested in? 
Cold calling is the most time-consuming, frustrating, 
and annoying thing you can do when you are trying to 
sell your IP services. Cold calling is just a waste of 
time—time that should be spent doing tasks that 
actually contribute to the bottom line of your IP firm. 



 

 

The problem with cold calling is that the executive who 
is responsible for decision-making in the company you 
are trying to reach is probably extremely busy with 
their work and has no time or interest in chatting with 
you. It is very unlikely that the decision maker will stop 
his work to talk with you.  
You are lucky if you get to the decision maker in the 
first place because there is usually an assistant who is 
responsible for filtering away the unnecessary calls. If 
you do not have a prior personal connection with the 
decision maker, it will require extreme persuasion skills 
to get past the gatekeeper. 
The concept of a cold call starts from a selfish 
perspective. The starting point is, “How can I get more 
IP business?” Instead of starting with, “How can I help 
and provide value to my IP client prospect?” 
A cold call is just an annoying interruption that is based 
on a guess instead of a need. Cold calling is playing the 
short game, instead of the long game. 
However, I have to point out that sales is always a 
numbers game. The more shots you take at the basket, 
the more likely some of your shots will go in. But you 
shouldn’t try to shoot with a blindfold on. 

Qualifying 

Cold calling misses one fundamental thing about 
selling, and that is qualifying.  



 

  

Instead of trying to sell to everyone in the marketplace, 
why wouldn’t you try to sell to those who are actually 
in need of your intellectual property services? When 
you plan and qualify your IP client prospects properly, 
you are not wasting time on prospects who won’t 
convert into clients in the first place. This means greater 
focus on prospects who are actually interested in your 
service. 
There are several things you should do in your 
qualification process before you agree on or propose a 
sales call. 
First, make sure that the person you are meeting with 
actually has the power to make decisions, including 
whether or not to acquire your service. Your strategy is 
totally different if you are meeting a person with the 
decision-making power in comparison to a meeting 
with a person who is the first line. 
You also want to make sure the company or individual 
has the financial resources to invest in your IP service. 
In the case of large companies, this is seldom the 
problem. However, start-up companies and 
entrepreneurs especially might be wary of investing 
large amounts of money in intellectual property 
protection. 
One important thing to check out is whether the 
company already has an intellectual property counsel. 
It is extremely hard to convince someone to change 
their intellectual property counsel on one sales call, 
because a change is always expensive and even 
intimidating. Even though the current IP counsel might 
provide mediocre work, the expense of changing the IP 
firm might be too much to actually make the switch. 



 

 

Planning 

When you are going to a pitching meeting or you are 
having a phone call with a client prospect, do your 
homework properly. Don’t try to wing it.  
When preparing for a game, a professional team of 
athletes study their opponents very carefully so that 
they know the tactics, weaknesses, and strengths of 
their opponents. It is not useful to use the same tactic 
against every rival, as each opponent’s style of play will 
be different. 
The same is true of your IP client prospects. No two 
client prospects will be alike. If you want to increase 
the probability of closing your prospects, you should 
study them hard, just like the winning team does in 
professional sports.  
There are many useful resources you can gather 
information from. The first is the website of the 
company. Nowadays company websites include all 
kinds of useful information that you can study as 
preparation material. 
You should get as much information as possible from 
the company itself. This corporate material includes, for 
example, strategic plan, vision, mission, values, annual 
reports, financial statements, company structure, and 
so on. It is also wise to study the history of the 
company. It might reveal recent mergers or other 
relevant information that affects the decision-making 
and planning of the company. 



 

  

The second thing you should dig for is information on 
the people you are going to meet. This information is 
usually available on their company website. Or you can 
go to the person’s LinkedIn page and check out their 
employment history and bio.  
You might find some similar interests and groups you 
participate in that will make a good conversational 
piece when you meet face-to-face. A useful thing about 
LinkedIn is that when you visit the profile of the 
person, they get a notification that you have visited 
their profile. It shows them that you are willing to 
make an effort to do your homework on them. 
After doing this initial information gathering 
groundwork, establish a goal for the sales call. This 
goal answers the question, “What would realistically be 
the best possible outcome of this sales call?” It is not 
wise to get into a sales call without a clear objective, as 
in that case it is difficult to adjust your questions to 
meet any specific outcome. 
For some sales calls, the most obvious objective would 
be to close the deal on the spot. This is the case 
especially with prospects who you know are not 
discussing the matter with your competitors. 
Remember, if you are able to close the deal on the first 
call, it is unlikely that your client prospect will even go 
to your competitors for a proposal. However, things 
can go south if you are too eager to close the sale. You 
have to be able to read the situation accordingly. 



 

 

With some client prospects, especially large 
corporations, your objective for a sales call may be to 
get your foot in the door and qualify to pitch for the 
decision maker. This might be the reality in publicly 
traded organizations where the decision makers are 
extremely busy with their work and who want to only 
talk with potential service providers. 
And with some clients, the objective of your pitch will 
be to make your offer stand out from the rest of the IP 
firms trying to land the business of the prospect. After a 
round of competing presentations, the client prospect 
will make the decision about who their IP counsel will 
be. 
Either way, clients are judging you all the time. They 
want to feel that you go the extra mile to earn their 
business. They do not want to feel like that you are 
taking them for granted. 

Your pitching team 

When you have done your homework on your client 
prospect, it is time to decide on the delegation you will 
send to the meeting. In this regard, I would suggest 
taking advantage of the persuasion principles that were 
laid out in the second chapter.  
People want to work with people who they know, like, 
and trust. Therefore, it is important to find out 
beforehand who is going to be in the meeting from the 
client prospect’s side so that you can maximize the 
connection between your team and the opposing team. 
In addition to the principle of similarity, it is good to 
bring some authority to the pitching team. 



 

  

Role-play 

There is no better way of practicing your sales skills 
than with a real-life situation. The second-best option is 
to arrange a role-play session with your team where 
some of your team members are pretending to be your 
IP client prospect. 
In my own experience role-play has many advantages. 
You learn your script, you learn how to respond to 
objections, and you learn how to think on your feet. 
Most importantly, you will learn how to do your pitch 
naturally, so it does not sound like you have just 
memorized it. 
On the other hand, when you are acting the part of 
your IP client prospect, you are exposing weaknesses in 
the pitch of your team. If you rehearse only your own 
part, you become blind to your own script. During the 
role-play you may reveal some parts of the pitch that 
will not work at all. It is great to spot these errors ahead 
of time. 
Playing the role of the prospect also enables you to go 
into their position and perspective. You may observe 
how they would think and react to certain questions or 
statements. This is another way of improving your 
script. 



 

 

The psychological goal of a sales pitch 

Before we dive into pitching, let’s recap what has 
happened before the actual pitch so that we can 
identify the position and state of mind of the client 
prospect. For one reason or another, your client 
prospect has agreed to meet with you. This means that 
they are unsatisfied with their current situation. 
Otherwise they would not be meeting with you in the 
first place. They see you and your service as a possible 
vehicle on which they can get from their current 
situation to their desired situation. 
It is your job during the sales call to create separation 
between these two situations and then place your 
service as a solution to that dilemma. 

The power of listening 

The reason salespeople have such a controversial 
reputation is because of the stereotype of a pushy 
salesman. This salesman is trying to sell their product 
or service to a client prospect who wants nothing to do 
with the salesperson in the first place. The prospect 
ends up buying the service just to get rid of the 
salesman. 
This is the sort of selling you want to avoid when you 
are trying to persuade someone to choose your IP 
service.  



 

  

The problem with that type of aggressive selling is that 
you assume that your prospect would like to have your 
product because of reason A, but in reality, your 
prospect might consider your service because of reason 
B.  
Listen to what your prospect is saying. What are the 
things she is looking for? Just like in a poker game it is 
much better to be the one making the move last. You 
have more information to help you decide your next 
move. By listening, you gain a position of knowledge. 
In sales, knowledge beats aggressiveness every time. 

How to calm your nerves 

Even if you are a seasoned sales expert, you might feel 
nervous before picking up that phone or walking into 
that meeting room. That is fine. There are many ways 
of taking care of stage fright.  
When I was in my early days of acting, I used to have 
terrible stage fright. I got over it over time; but initially 
I researched and experimented with many ways of 
decreasing my fear of public performing. The best way 
that I found was visualization. 
The power of visualization is demonstrated beautifully 
in the book Zero Resistance Selling, by Maxwell Maltz. 
Being a plastic surgeon, Maltz has been able to craft his 
sales training practice based on the psychology of self-
image.  



 

 

About 15 minutes before you enter the call, visualize in 
your mind how the entire call will go from start to 
finish. Pay attention especially to the objections that 
may arise from your prospects. Practice how you will 
respond to these objections. Close the deal in your 
mind with confidence. Once you have completed the 
visualization exercise, let go of the outcome of the call 
and focus on assessing your prospect. 
You have to release yourself from getting the yes. You 
are rather assessing the situation and trying to gain 
enough data to understand whether you can help your 
prospect with your IP service. When you are able to 
relax and release the attachment to the outcome, you 
will find yourself much more tranquil about the 
situation.  
Instead of focusing on landing the client, there are 
other goals in pitching you should try to accomplish. 
When you enter into a room with your prospective 
client, you will always gain valuable insight about the 
market. How does this particular company fit into the 
playing field with its competitors? Are the struggles of 
this client prospect similar to the problems of your 
existing clients? 
At the end of the sales call you will walk away with, 
hopefully, a new connection and an aspiring new 
relationship. Even though you might not get that client 
account this time, that does not mean that they are gone 
forever.  



 

  

Slump 

It is inevitable that at some point of your career you 
will get into a slump during which it seems impossible 
for you to land a client or new business. Nothing seems 
to work. Meanwhile all your competitors and 
colleagues are pulling in huge amounts of new work.  
When this happens, you have to keep in mind the 
regression to the mean. It does not matter how good 
you are at pitching your intellectual property services, 
at some point in your career you will find yourself in a 
sales slump. 
The difference between a seasoned IP rainmaker and a 
rookie IP lawyer is that the rainmaker knows that the 
dichotomy of yes and no never follows a linear pattern 
in the short term. Let’s say that you are able to close 
one pitch out of five over the long term. 
You will see that the yeses and noes will never follow 
the pattern of: yes, no, no, no, no, yes, no, no, no, no, 
yes, no… and so on. It might be that you lose 15 pitches 
in a row and then suddenly you get four yeses like it 
was nothing. The important thing here is to pay 
attention to the long game instead of focusing on the 
short term. 

Meeting the prospect 

When you meet you prospect, make sure to have the 
following things in order. 



 

 

The first thing to remember is to smile genuinely at your 
prospect when you meet them. We previously 
discussed how influential an authentic smile can be. 
Use it to your advantage. You are going to meet new 
people who are most likely cool, so be enthusiastic 
about it. 
Make strong eye contact when you meet the prospect. 
Do not look at your toes. Strong eye contact is a sign of 
confidence and that is the impression you want to 
communicate to your client. If you are not confident 
about yourself, how are you going to protect their 
intellectual property? 
Take time with your greeting. It is very common for 
inexperienced salespeople to be too eager to shake 
hands and introduce themselves. Take your time and 
introduce yourself slowly with a firm handshake. A 
handshake should be firm, not bone-crushing. So often 
anxiety makes us try too hard to prove ourselves. 

State the agenda 

When you are pitching, it is absolutely crucial that after 
initial handshakes and introductions you take control 
of the sales call and state the agenda for the meeting. 
Thank your prospect for meeting with you and guide 
them to speak about their company before starting your 
sales presentation. 



 

  

It is very important that the prospect speaks first for 
many reasons. First, if you just start pitching about 
your service, you are guessing the motives and needs 
your prospect has. If they speak first, this gives you the 
opportunity to reflect your pitch and modify it in the 
way that it better meets the needs of the prospect. 
When the prospect talks first, they will reveal what is 
important for them. 
After they have talked it is your turn to make a short 
and powerful introduction of your company. It is 
important that this introduction is not long. Your 
prospect has probably done their due diligence on you. 
After introducing your company, you should start 
asking questions of the prospects to reveal their hidden 
needs and desires.  

SPIN questions 

The best book on the topic of sales I have ever come 
across is SPIN Selling, by Neil Rackham. This is one of 
the most comprehensive sales books out there. The 
book is based on the data analysis of over 35,000 
recorded sales calls, which makes the SPIN model 
stand out with its scientific foundation. 
SPIN is the pattern in which you should ask questions 
of your client prospects. 



 

 

“S” stands for situational questions. Situational questions 
are general questions about your prospect’s company 
(but obviously questions that cannot be found on their 
company website or documents). These questions 
might include questions regarding their daily 
operations, personnel questions about the firm, and so 
on.  
You should limit the amount of situational questions 
you ask because it might sound like you have not done 
your due diligence thoroughly. Busy company 
executives might get bored if you are not addressing 
the real problems that the company is facing. A few 
not-so-obvious and well-thought-out questions about 
the company is what you should do as situational 
questions. 
“P” stands for problem questions. This is where you will 
really dig for gold as you have let your prospect speak 
first. The purpose of the problem questions is to reveal 
the pain points the client prospect is having at the 
moment. Such questions may include. 
“Are you satisfied with how your intellectual property 
matters are handled at the moment? 
“What obstacles do you see in the expansion of your IP 
portfolio in the future?” 
When you ask problem questions, you discover the 
things that are actually of importance to your client 
prospect. If you were to pitch your IP service and 
didn’t know what your prospect was actually looking 
for, you are not likely to land that client if your pitch 
and the needs of your client do not match. 
“I” stands for implication questions. The purpose of these 
questions is to amplify the problem of the prospect so 
that they will see the need for just your service.  



 

  

Your prospects are always weighing their problem on 
one side and the cost of the solution on the other side. It 
is your job as the pitcher to try to highlight the problem 
so that it becomes bigger than the cost to solve it. 
You may have identified that your client prospect has 
difficulties in enforcing their IP rights abroad. Initially 
this does not seem a large issue. But after you have 
amplified the problem and really showed them how 
much it costs them on their bottom line, they will 
realize the urgency of the problem. 
Implication question in the situation before could be for 
example: 
“What could happen if you are not enforcing your IP 
rights in China?” 
“Do you think that counterfeits coming in to this 
country will affect your sales volume?”  
“N” stands for need-payoff questions. These questions 
concentrate on solutions. The purpose of these 
questions is to let the prospect tell you the benefits they 
are looking for. This is extremely powerful because 
when it is your prospect who is stating the benefits, 
they are basically describing the benefits your IP 
service has. It is very easy to position your service as a 
solution after that. 
A need-payoff question in the IP enforcement case 
would be: “How do you think an efficient IP 
enforcement system would help your company?” 
“May I assume that you would be happy if your costs 
with IP enforcement would decrease and quality 
increase?” 



 

 

Your presentation 

After the client prospect has answered your questions, 
it is your turn to tell your client prospect about your IP 
expertise and offer. It is really a preference whether you 
want to use slides to back your presentation up or not.  
The best way to use slides is through a PowerPoint 
presentation. 
Steve Jobs was a master in the way he used slides when 
introducing revolutionary Apple products to the 
audience. The way Jobs used slides contradicts nearly 
every single corporate PowerPoint presentation as he 
did not use a lot of writing on the slides. 
How to present your offer in a way that is not boring 
but on the other hand stands out in a way that it does 
not undermine your professionalism? That is a great 
question. Giving your proposal with PowerPoint slides 
that do not communicate anything personal is just 
going to put your audience to sleep.  
If you decide to do a slideshow, at least make it visual. 
Maybe you could add a video to the presentation. The 
worst thing you could do is fill the slides up with text 
that no one will read. 
Fewer words on the slides give you a lot of flexibility 
when you are formulating your offer. It might be that 
your client prospect has revealed some extremely 
relevant information when they told you about their 
company. If you had contradicting information on the 
slides, it would be impossible to erase that. 



 

  

Keep your message simple and if you can, divide each 
slide into three different points. The three-point 
technique is used by many charismatic politicians and 
business leaders, for example Barack Obama and Steve 
Jobs. When you state your message in three points, it is 
just the right amount of information so that people will 
remember it. 
If you are with your team, it is the perfect time to 
introduce them during your pitch. Everyone in your 
team should say something in the pitch. At the least, 
each team member should explain their part in the 
project and why they are the best one to do that for the 
client.  

Your offer 

During your pitch, your client prospect is trying to 
figure out whether your offer is better than everyone 
else’s. In other words, how your offer is different. 
To make an irresistible offer, you have to figure out 
what is your unique selling proposition. There might be 
as many as 10 other companies competing for this 
client. You have to determine what makes you stand 
out from the crowd. What is it that your service 
uniquely offers that the prospect cannot get anywhere 
else? 
Here are some possible angles on how you can 

approach your offer. 

• What is unique about your intellectual property team? 

• Are you specialized in a particular niche? 

• How well do you know the prospect’s industry? 



 

 

• Do you have wide industry connections that the client 

prospect could access? 

• Do you provide an experience or do you just provide your 

service? 

• Is your pricing unique? (However, I think that you should 

never compete on price.) 

There are a couple interesting unique selling 
propositions that I have encountered recently that I 
want to share because I think they might be effective. I 
say might because these are not my clients and I do not 
have access to the results. 
The first offer is filing a trademark with a fee of XX 
euros per month.  
With a pricing structure like this the target market is 
SMEs, start-ups, and entrepreneurs who typically have 
a hard time spending financial resources on intellectual 
property protection. The most compelling element here 
is that because the price is displayed with a monthly 
payment, the fee feels a lot smaller than it actually is. 
The second compelling element with this type of 
offering is that it is completely different from anything 
that is on the market. However, even if you get a 
trademark client with this method, it will take time 
until you can collect the full benefit of the client. 
Having a guarantee on your trademark service? Sounds 
risky, right? I recently came across an IP professional 
who is offering 100% money-back guarantee on his 
trademark service, including trademark search and 
trademark filing. Obviously, if there is a likelihood that 
the trademark cannot be registered the guarantee is not 
as comprehensive. 



 

  

I suspect that the money coming in from the extra 
clients the guarantee attracts exceeds the money that 
the firm actually has to pay back as guarantees. 
I think it is never a good idea to compete on price. It 
can be a part of your competition strategy, but it should 
never be the main thing you differentiate yourself with. 
When you are competing on price, your whole business 
depends on the price competition. And if you lose the 
price competition, your business is gone as well.  
In the field of IP, a huge price competition is starting to 
emerge especially in trademark and patent filings. 
Many new companies have entered the scene offering 
do-it-yourself packages for innovators and small brand 
owners. There will always be clients who just want 
everything cheap. These clients are going to buy those 
services because they will save money. It is up to you if 
you want to compete with those clients.  
Also, during the pitch, you should avoid talking about 
the price too soon as you want to build up the value of 
your service before discussing the price. If you state 
your price too early, you may not have amplified the 
problem or the need of your client enough to justify 
your pricing. 



 

 

Release control to your prospect 

After you have introduced your IP firm and your offer, 
it is time for your client prospect to start digging into 
your background. They want to get deeper into the 
offer and your team as people. They want to know that 
you can you produce what you promise—but also that 
you are the type of person (or team) that they would 
enjoy working with. 
When you are answering questions, do not provide 
comprehensive answers. You want to answer the 
specific question your prospect asks and then just shut 
up. It is the prospect who knows what they want to 
know. 

Do not downplay your competitors 

When your client prospect asks you how are you 
different from your competitors, do not downplay your 
competitors, whatever the situation might be. If you are 
confident about what your company stands for, there is 
no need to try and diminish a rival offer. If you know 
that you are better than your competitor, you do not 
have to say it. 
Instead tell them what your competitor is good at and 
after that tell your prospect how you are different from 
them. Giving credit to your competitor shows extreme 
confidence because it shows that you are not 
intimidated by them. 



 

  

Objection handling 

Whatever the product or service you are selling, you 
are going to encounter objections to your offering. If 
there were no objections, there would be no need for 
you to sell your service.  
Objections are statements from your prospects that 
usually mean that they require more information before 
they will commit to your service. Choosing a provider 
of intellectual property service is not a small deal. That 
means that your prospect wants to do their due 
diligence properly. 
When you encounter objections, the worst thing to do is 
to start fighting back. It is not the fault of your prospect 
that you have not articulated the value of your IP 
service properly. It is all on you. 
Instead, have empathy for your prospect. Try to think 
from their perspective and see where they are coming 
from.  
I am generally against frameworks because they 
usually restrict your ability for improvisation but when 
handling objections during the sales call, there is one 
that I have found very useful.  
It is called the triple F. The triple F stands for “Feel”, 
“Felt”, “Found”. 
“Feel” means that you try to understand the concern of 
your prospect. Let’s assume that you are selling your IP 
service to a start-up entrepreneur who has given you 
an objection on your pricing. You might say something 
like: 



 

 

“I understand where you are coming from. If I were in 
your position, I would have similar concerns because 
every single penny counts when you are running a 
start-up business. And protecting your intellectual 
property is not necessarily going to be cheap.” 
“Felt” means that not only do you understand how 
they feel, but also there are many others that have 
shared the feeling of your prospect. You may continue 
with something like this: 
“My previous start-up clients had similar concerns 
about the costs as well. They were asking themselves if 
it was really worth the investment. And what happens 
if the costs rise too high?” 
“Found” means that you tell the prospect what your 
satisfied IP clients have found as a result of investing in 
your intellectual property service.  
“What my start-up clients have found, after investing 
in our IP service, is that they have achieved peace of 
mind, as they know their innovation is properly 
protected. Furthermore, they have been very pleased 
that they have received advice on how they can use 
their intellectual property also as a strategic business 
weapon. Would you like to hear some of the 
testimonials of our clients?” 
Looking at the objection from the point of view of your 
prospect allows you to handle the objections much 
more efficiently. By being transparent and by trying to 
understand where the client is coming from, you build 
trust, which you cannot build by attacking your 
prospect. 



 

  

Closing 

Closing is all about discretion and the ability to read 
the situation correctly. It is clear that in some situations 
it is okay to try to close the deal and in other situations, 
it is not so okay. 
But remember this, if the deal is not closed, there is no 
IP business to be made. 
Some old-school salespeople are notorious with their 
phony methods of tricking people into doing business. 
These methods might work when you are dealing with 
products and services that do not have such a great 
significance for the prospect.  
However, an investment in an intellectual property 
service is never a small matter, so you must be very 
careful how you approach closing. You have your 
reputation and that is something you have to live up to. 
When closing, you must have integrity. If you think 
that the prospect wouldn’t benefit from your IP service, 
you should not try to close the deal. 
It is important to recognize the buying signals of your 
prospect so that there is the buying intent when you 
make the closing attempt. If there is no intent, the 
closing attempt will backfire. 
When you are explaining the benefits of your IP service 
and your prospect keeps nodding, they are interested 
in your service. Also, if they are asking very specific 
questions about your service, such as your fee structure 
or customer service availability, they are interested. 



 

 

If your prospect is using statements that indicate that 
they would be using your IP service, they are very 
interested in buying your IP service. Such statement 
could be for example: “As your client, how many times 
I would get a report on our patent portfolio?” Using 
this type of statement, your prospects already imagine 
themselves using your service. That is a strong signal of 
buying intent. 
When you sense that the prospect is very interested in 
your service and you feel that the situation is correct for 
closing, here is what you might do. Deliver it with a 
casual yet confident tone. There is no reason to make a 
big deal out of it. 
“We have now showed what we have to offer and 
based on what we have discussed, I think we would be 
a very good fit. What would you want to do?” 
After your closing question, shut up.  
Why?  
Because this is the most delicate situation of the whole 
sales sequence. If you say anything, it releases the 
pressure from your prospect to answer to your closing 
question. Sometimes the silence may be several dozens 
of seconds, even minutes. Whatever happens, you have 
to let your prospect to speak first as you do not want to 
get them a way out in the situation. 
If they say yes—fantastic! You have just landed 
yourself a new client.  
And let’s face it, there are times that you will not be 
able to close the client. And that is also totally fine. If 
that is the case, you do not have to waste more time on 
them, and you can move forward.  



 

  

Self-reflection 

One thing that even seasoned sales people lack in their 
sales routine is self-reflection. If you really want to 
improve at selling your IP services, you should analyze 
your pitches carefully after you have had the meeting 
with your prospect. Every time you make an 
improvement to your sales script or pitch, it becomes 
better. Every time you notice that you should try to 
overcome the objection in a different way, you will 
improve your script. Only with relentless work will 
you improve. 
Reflect on your sales call immediately after it takes 
place. The longer you leave it, the less you will actually 
remember of the call. 
Let’s say that your sales pitch is okay at the moment. 
Imagine that by reflecting and making changes to your 
script, you could increase your closing percent from 
15% to 20% over time.  
If you can improve your closing rate by just 5%, how 
much more IP business would that mean to you?  



 

 

 
 

Chapter 8: Your Action Plan 

 
It is a fact that at some point of your career, you will be 
expected to start bringing business to your company to 
earn your place. If you are running your own IP 
business, you need to have a reliable method of 
attracting clients. Otherwise you do not have the 
certainty of running your business for long. 
That is why I urge you to actually implement the things 
you have learned. Do not be the one who reads a book, 
forgets about it, and never takes action.  
Make a commitment to dedicate at least two hours a 
week to generate more business. Block that time out on 
your calendar and stick to it. Do not cheat on this 
because once you allow yourself a way out, you will 
always find an excuse not to do it. 
Before you do anything else, identify your niche. I am 
sure that you have a gut instinct on what that niche 
should be. Go for it. If it turns out to be a dead-end you 
can always change it. However, the longer you stick to 
a niche, the better you become at it, and the more you 
will have power in it. 
Next, define a goal (or goals) for your reputation and 
personal brand. What do you want to be known as? 
And what do you want to be known for?  
This is the vision you are aiming for with your concrete 
marketing methods. 



 

  

When you start marketing, I suggest you concentrate 
on three primary things. First, start establishing 
authority within your niche. Second, start raising 
awareness of yourself within that niche. And third, 
start generating appointments with prospective and 
existing clients to generate more business. 
If you want to really get the best out of your client 
acquisition results, you should try to find a role-play 
partner to practice pitching and sales calls with. 
Reading your sales pitch is a totally different thing to 
actually delivering it.  
The most important part here is to take action. 
 To me, there is no better insurance for your career than 
learning how to sell your expertise. 
It is time for you to make the shift from being an 
intellectual property practitioner to an intellectual 
property rainmaker. 
 



 

 

 

Further reading 

 
This book would have been nothing without the 
groundwork of these magnificent authors and books. 
They embody the timeless knowledge of psychology, 
reputation building, personal branding, marketing, and 
sales. 
I sincerely recommend you read these books. They are 
not just theory—they are practical books on how to 
have a successful career and life. And that is ultimately 
what me and my company, IPR Leads, stands for. 
 
Ash, Tim: Landing Page Optimization (John Wiley & 
Sons, 2012) 
Barabási, Albert-László:  The Formula: The Universal 
Laws of Success (Little, Brown and Company, 2018) 
Carnegie, Dale: How to Win Friends and Influence People 
(Simon & Schuster, 1936) 
Chialdini, Robert B.: Influence (William Morrow and 
Company, 1984) 
Cotter Richards, Michelle: Originate: Business 
Development for Lawyers (Self-published, 2016) 
Dooley, Roger: Brainfluence (John Wiley & Sons, 2012) 
Fox, Jeffrey, J.: How to Become a Rainmaker (Hachette 
Books, 2000) 
Gallo, Garmine: The Presentation Secrets of Steve Jobs 
(McGraw-Hill Education, 2009) 
Godin, Seth: Purple Cow (Penguin, 2007) 
Hill, Napoleon: How to Sell Your Way Through Life (The 
Ralston Society, 1939) 
Hopkins, Claude: Scientific Advertising (Merchant, 2014) 



 

  

Hopkins, Tom: How to Master the Art of Selling (Business 
Plus, 2005) 
Maister, David H.: Managing the Professional Service Firm 
(Free Press, 1997) 
Maltz, Maxwell: Zero Resistance Selling (Prentice Hall 
Press, 1998) 
Marshall, Perry: 80/20 Sales and Marketing 
(Entrepreneur Press, 2013) 
Marshall, Perry: Ultimate Guide to Google AdWords 
(Entrepreneur Press, 2007) 
Mogill, Michael: The Game Changing Attorney (Lioncrest 
Publishing, 2018) 
Ogilvy, David: Ogilvy On Advertising (Vintage, 1985) 
Page, Sam: Digital Neuromarketing (NeuroTriggers, 
2015) 
Pradeep, A.K.: The Buying Brain (John Wiley & Sons, 
2010) 
Rackham, Neil: SPIN Selling (McGraw-Hill, 1988) 
Schwartz, Eugene M.: Breakthrough Advertising (Bottom 
Line Books, 2004) 
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If you want to work with us, you can apply for an IP 
Growth Session at: 
https://calendly.com/iprleads/ip-growth-session  
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