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The biggest challenge facing law firms today, is the fact that the needs of
today’s consumer and the ways in which they access information has changed
dramatically.
Marketing is aimed at bringing more clients to your firm, but it is not always as
simple as it sounds. In the last decade, with the advent of the Information Age,
marketing has become more costly than ever. It requires higher levels of
innovation, and laser sharp targeting.
Today, people seeking legal advice turn to the internet first, because they are
cost conscious. With more mobile devices, potential clients are looking for
your firm online, and there are many quick and easy ways to market your
business online once-off. However, the quick result is seldom found, and it is
becoming clear that you need a long term strategy that will connect with your
audience at a deeper level. In this report, we will discuss:
the factors that discourage many legal firms from implementing marketing
programs.
why it is important to implement a marketing plan, and the importance of
embracing digital marketing.
the importance of legal firms transitioning to customer acquisition strategies
that establish, nurture and build strong relationships with today's alwaysconnected, technology savvy consumer.

What is Law Firm Marketing?
Marketing can involve a number of aspects that span the conception and design
of a service to market research, determining pricing and promoting it.
Advertising, communications, public relations, distribution and public relations
are all types of marketing.
Within the concept of a legal services, marketing contributes to the success of
your firm, increasing its viability, profitability and growth. Done properly, it
encourages repeat business, and referrals.
Perceived Obstacles to Successful Marketing
Law firm marketers understand the urgency and importance of attracting clients,
specifically in the stages of establishing a business. It is seen as method to
jumpstarting the firm and for propelling it to success. However, as time passes,
and the lawyer's time, energy and money is consumed by different priorities.
Marketing becomes an added extra when the firm is busy, and when it is not, he
scurries to find the next quick fix.

Many lawyers fear that marketing will consume too much time and money - the
two most sought after commodities, that are always in short supply. For them, a
membership with the law society , a weekly online AdWords campaign
constitutes a marketing program.
These firms are often surprised to learn that their peers achieve much more on a
lower budget than what they had imagined. However, larger firms with marketing
staff have different challenges - convincing a skeptical team to try new
strategies and managing expectations.
Oftentimes, the marketer's tendency to use the same old marketing strategies
year in and year out is a bigger barrier to success than the available budget. Law
firms who want to successfully market to their target audiences, must learn to
adopt new strategies.
The way in which consumers obtain information and make buying decisions, has
changed. It is time for savvy law firms to become early adopters and start taking
advantage of the experience of expert marketers.

Engaging the Always Connected Customer
Ask any structural engineer and he will tell you that placing too much
weight on one pillar will cause the entire building to collapse. Effective
marketing programmes are also built upon pillars, and the better your
programme is balanced, the more weight it will carry.
When devising your law firm marketing strategy, consider the three pillars
upon which smart firms should build to address the needs of the modern,
tech-savvy, always-online client.
Pillar No. 1 - Smart Firms Find Clients Online
Back in the days of electronic and print advertising, customer acquisition and
brand building were one-dimensional efforts. Each commercial or print ad had
to be viewed repeatedly before a consumer would make a call to ask
questions, gather information and complete the transaction.
Traditional marketing channels are less credible in the eye of the modern
consumer, who has access to a variety of online channels or interaction
points, such as review sites, apps, social media and local search). The savvy
marketer knows that these touch points can trigger a decision with little to no
involvement.
An offline firm, or one whose website is not responsive, will lose out to its
competitors who are catering to the growing online market.

Pillar No. 2: Savvy Marketers Integrate Multi-channel, Real-time Engagement
Local search continues to grow in importance as the first port of call for most
consumers.
“The Google study found nine out of 10 smartphone owners have searched for
local information, and more importantly, eight out of 10 have taken action as a
result.” - www.smartcompany.com.au
Consumers who do local searches are clear on what they are looking for, and
it's up to you to show them that your firm offers just that. If your firm lacks the
means to connect with potential clients, ie. by means of "attendant
technology", it will reduce the number of people who will consider your services
as they sort through the top results.
Pillar No. 3: Successful Marketers Serve Targeted Local Information
Consumers enable their smartphones to communicate their location, using
check-in and other services, and this serves as a fantastic opportunity to
provide them with targeted local information.
Geo-targeting is becoming increasingly more important in marketing small
businesses, and law firms in particular. By tracking and reporting customer
behaviour, the marketer can achieve helpful insights that can be used to finetune their marketing efforts in order to target a specific demographic in order
to achieve an improved return on involvement (ROI). The key is to create as
many points of engagement or intersection with the potential client, as this
builds loyalty that results in high-quality leads and referrals.

A Balancing Act
Small firms face many challenges when it comes to marketing, and that's
why it is so important to ensure that all the pieces fit together.
Integrated marketing, a strategy used by larger firms, unifies the various
elements in a way that it complements other components, and as a result
reinforces the impact, while maximizing the cost of each. The key is to
remember to communicate all common messages from one channel to the
next, as consistency will save you money while building your brand.
As a lawyer, you may not have the time to learn how to successfully integrate
the many aspects of a modern small law firm marketing strategy, something
that may not be part of your core competencies.
Fortunately, you're not on your own when it comes to targeting always-online
consumers, with their ever-evolving behaviour and demands. Specialists are
available in many fields or marketing, ranging from lead generation to social
media, direct mail, and local search.
Additionally, you can find expert resources for planning, executing and
measuring various aspects of your marketing programme. Using these tools
will contribute to ensuring that the various components of your program
work together to achieve a mutual goal.

Action Steps
With a 30-year track record in marketing, Alan Weiss has a vast knowledge
about the legal system. He has perfected a marketing system for family law
and criminal law lead generation, and has created a range of resources to
assist firms in implementing a strategic marketing plan that connects with
their target audience.
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