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Legal Legacy: Navigating Law 
Firm Exit Planning

Unlocking Your Future & Crafting Your Strategy
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LORI PULVERMACHER
PRACTICE ADVISOR
Passionate about helping lawyers grow their businesses. Experience includes consulting, 
business management, marketing, sales, and client delivery, with 20 years in the legal service 
industry. 

− Atticus, Advisor, business development
− LIFT Consulting, Consultant and trainer in the areas of sales, leadership, 

communication, and organizational structure
− Law As A Business (LAB), Director of Business Solutions and Sales
− ElderCounsel, Executive leadership, management, sales, marketing
− WealthCounsel, Marketing, education, strategic relationships

• Board of Directors
− Girls on the Run—South Central Wisconsin
− Spring Green Area Chamber of Commerce
− Ithaca Youth Baseball & Softball 
− Kaul Community Park

• Girl mom, wife, small business owner, and outdoor enthusiast 
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Train a Successor?

Join a Growing Firm?

Die at the Desk?

Transfer Clients?

Hire a CEO?
Which path are you on?
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1.  PROFITABILITY   
• Revenue in excess of expenses

• Internal buyer/successor vs. external buyer
• The more profitable, the more attractive 

to buyers
• Demonstrates reliable income stream
• Leverage R.U.L.E.S.
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2.  FOUNDER DEPENDENCY
The success of the firm relies on the presence and active involvement of its 
founder. Reducing founder dependency makes the practice more transferable 
and less risky for buyers. Ways to do this:

• Transition client and referral relationships
• Delegate tasks and responsibilities 
• Cross-training, mentorship, and continual development of the team 
• Develop operational processes, systems, and workflows
• Promote a collaborative culture
• Create an exit or transition strategy
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3. TEAM VALUE
• Skills and expertise of the legal team
• Enhances stability and reputation

• Recruit and retain talent
• Develop and train skills—Invest in 

professional development
• Incorporate into marketing and networking
• Delegate
• Illustrate pathway for growth
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4. MANAGEMENT & LEADERSHIP
• Management of the firm, team, daily operations, and guiding direction
• Influences stability and team members
• Ensures stability, growth, and decision-making
• Reduces risk of post-sale disruption and instills buyer confidence 

• Define roles and responsibilities
• Implement transparency: metrics, vision, succession, meetings
• Evolve and be flexible
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5. TECHNOLOGY PLATFORMS
• Software and systems to manage cases, conduct billing, 

and communicate with the team and clients
• Efficient technology streamlines operations, increases 

productivity, enhances client experience, and eases 
supervision woes

• Invest in technology and leverage automation
• Ensure data security
• Integrate platforms and tools for collaboration
• What about AI?
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6. PROCESSES & WORKFLOWS
• How cases, client interactions, and tasks are handled
• Well-defined processes improve efficiency, reduce errors, and make the firm more 

attractive to buyers
• Provides a roadmap to conducting business within your practice

• Document all critical processes
• Standardize workflows
• Regularly review and update—hone and improve

• Have a dedicated person
• Use as a training aid and quality assurance 
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7. MARKETING & 
PROSPECT CONVERSION
• The process for converting leads into clients
• Effective marketing generates new leads
• Conversion processes generate consistent cash 

flow

• Invest in marketing tactics
• Target your ideal audience
• Train staff in sales and client development
• Involve team in marketing-related and 

networking activities 
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8. CLIENT BASE VALUE
• Quality and loyalty of the client portfolio
• Provides predictable revenue

• Nurture client relationships
• Provide an excellent client service
• Create a client experience 
• Develop a system for recurring revenue
• Add-on or expand services
• Internal referrals
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9. MINDSET
• Willingness to transition, adapt, and extract themselves
• Focused on business skills over technical skills
• Builds a great team
• Develops a marketing machine
• Increase mindset value:

• Prepare for the sale, emotionally
• Negotiate terms and provide supporting information
• Aid in a smooth transition
• Hire and retain great talent
• Never stop marketing
• Focus on the business
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Firm Valuation: Rule of Thumb

“A value for a law firm is determined by averaging, 
typically, the past five years’ worth of that firm’s 
gross fee revenues. 

Then, a factor of between 0.5 and 3.0 is applied, 
depending on several considerations revolving 
around the expected ability for those revenues to 
stay the same or increase in the future.”  

“How To Value a Law Firm You Are Contemplating Acquiring,” 
LexisNexis,com Legal Insights, 2019 
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SIMPLE FORMULA FOR VALUING THE FIRM

Gross fee revenues for the past five years: $500,000, $550,000, $600,000, $625,000, $650,000

Average gross fee revenue:  $585,000

Multiplier: Based on firm-specific factors and industry trends, let's assume a multiplier of 2.0

Estimated Firm Value: $585,000 x 2.0 (multiplier) = $1,170,000
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EXIT STRATEGIES
• Selling Outright

• A new owner/attorney buys the existing practice
• Become or hire a CEO

• Run the firm: finances, operations, HR, 
production, marketing

• Merger
• Strengthen market share or expand services

• Succession
• Younger attorney groomed to take over the firm
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CLASSIC SUCCESSION MODEL

Associate

One or more associates who aspire to become partners toil for 
years on a  partner track for the promise of higher status and 

greater income.

What generational preferences are currently 
impacting this traditional track?
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PARTNER/SUCCESSOR TRACK

Workhorse 
Associate

Partner

Successor

Full Partner
30% or less, Production
30% Marketing
30% Leading, Managing 

90% Production
10% Marketing

60% Production
20% Marketing
20% Managing

Non-Equity
Partner

80% Production
10% Marketing
10% Managing
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THE JOB UPGRADE MODEL

Job hopping is how many younger associates today seek to get ahead 
and find a fulfilling career. Many value work-life balance over the future 

promise of high pay and status.

Second Associate Third AssociateFirst Associate
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GENERATIONAL PREFERENCES

Job seekers are attracted to firms with a well-defined path to advancement

Job seekers don’t have patience for long tracks and want advancements sooner

Advertise that a path to partnership exists

Put in a lot of small steps using Junior and Senior designations

Attach KPIs to be met and measured at every step before there is an advancement
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NEED HELP? 
Schedule a consultation

−Review your Value Drivers worksheet
−Explore exit strategies 
−Assess your firm’s standing
−Increase the potential for a successful transition

Or email grow@atticusadvantage.com 

https://atticus.as.me/schedule.php?calendarID=9056519
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June 28-29, 2024
Orlando, FL

Starts May 15, 2024
Orlando, FL and Zoom

UPCOMING WORKSHOPS AND PROGRAMS

THE PATH TO A GREAT 
PRACTICE & GREAT LIFE 
WORKSHOP

May 30, 2024
Zoom

GROW YOUR LAW PRACTICE 
WITH AI WORKSHOP

May 10, 2024
Zoom

SALES WITHOUT SELLING: 
THE ATTICUS SALES 
TRAINING ACADEMY
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Thank You!
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