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INTRODUCTION

THE PURPOSE OF A LAW FIRM

Nobel Prize winning economist, Milton Friedman’s Stockholder Theory has been the driving force of most corporations since it was posited in 1970. The Stockholder Theory, or Friedman Doctrine as it is often called, states that the sole responsibility of a corporation is to create profits for its stockholders— that a corporation has no other obligation to the community beyond that.

Whether you agree with Friedman or not (some don’t), it is likely you opened your law practice primarily to create a profitable business to benefit the stakeholders: you, and maybe a partner or two. At the very least, you want to create a business that will support you and your family, help pay personal bills (including student loans and other debt), save for retirement, and maybe buy a house or take a few vacations.

In law school we are taught the law is one of three “learned professions” (the other two being medicine and theology), and that the lawyer owes a duty of service to society. Our professors, Bar Associations, and others in the legal community pound into our heads we must donate at least a portion of our time, efforts and education to the public so everyone has access to the United States Constitution’s promise of due process—even if they cannot afford it. In this way, law firms differ from other commercial businesses.

So, the question arises: How do you create a law firm that comfortably supports you and your family, fulfills your obligation to provide access to justice for people who cannot otherwise afford it, and turns a tidy profit?

My answer: you must look at your practice as a business entity, separate from your identity as a lawyer, and to develop the skills you need to grow it into a high-impact, wealth-generating law firm. Otherwise, you are not a “business owner,” “boss,” or “CEO.” You are a freelance lawyer living paycheck-to-paycheck (if you even get one of those at all), hoping one day you will finally make enough money to check the boxes on some of your financial goals.

Financial growth will allow you to create enough money to acquire the help you need so you can meet all your obligations— to yourself, your family, your clients, your community and your profession— and still have a life. The more revenue you create the more resources you will have available to cover all the aspects of running a law business— even the ones for which you may not have a natural talent or affinity. The more revenue, the more high-quality team members and vendors you can afford to hire.

The more financially successful your firm is, the more people you can help at all economic levels. And the greater your impact, the more influence and personal income you will enjoy.

THE PURPOSE OF THIS BOOK

To operate a profitable, successful law firm business— particularly a practice that generates seven figures annually— besides being a competent lawyer, you need to invest in learning how to be a good steward of your business, a CEO, and a leader. Specifically, you must learn to attract better clients (mission, marketing and sales), leverage your resources (time, team and systems), and master money management (capital, strategy, and asset accumulation).

Mastery of these skills is critical to the growth of a successful practice.


If you are interested in learning more about how you can develop your CEO, business management, and leadership skills, schedule a time to meet with me (www.wealthywomanlawyer.com/call) to discuss your particular goals, or check out the free training I offer:

How to Create a $1M+ Law Firm without
Overwork or Overwhelm at
www.wealthywomanlawyer.com/training/




This book teaches you how to attract more clients through strategic marketing of your law firm’s services. In this book, I’ve chosen to focus on client attraction and marketing so we can take a deep dive into the subject.

Throughout my 30-year career, I’ve worked with engineering firms, law firms, consultancies and medical professionals to grow their businesses through strategic marketing initiatives. In 2007, just after graduating law school, I started my own solo law firm, quickly growing into a successful, profitable business. For the past eight years (at the writing of this book), I’ve worked primarily with women law firm owners to help them develop and implement business growth strategies. Marketing professional service businesses is my wheelhouse.

Through my work as an attorney and a business coach for attorneys, I have had more conversations than I can count with colleagues who are overwhelmed and confused by the plethora of marketing options available to them. Not a day goes by when someone is not in their ears, social feeds and email inboxes with ideas about how to get more clients. Add to this the pressure of growing and managing a team, selecting the best-case management system, handling accounting, setting up and documenting processes and procedures, practicing law, and, well… everything that goes into running a law practice, and it is understandable how quickly they get off course and, in the weeds, often wasting thousands of dollars in the process on marketing that does not work for them.

This book addresses one aspect of the solo or small firm lawyer’s problem: revenue growth. It is my belief that the other problems can be more easily addressed if the cash is there to help fund solutions for them.

If you are not generating enough revenue to cover all the costs of running a business, including paying yourself a reasonable salary, then none of the other pieces and parts matter all that much. You can’t build a quality team with no money to pay them. You can document processes all day, but it’s a waste of time if you can’t delegate them to other people to do so you can focus on the wealth-generating activities.

Marketing is the fuel that drives the revenue growth engine. The more effective your marketing efforts, the more opportunity for personal and professional growth you create. Without the right marketing strategy, you are limiting the number (and quality) of clients you can serve. You are limiting your access to cash for growth. You are limiting the possibility of significant profit margins. Most importantly, you are limiting your own options to live the life you most desire.

Be forewarned: growth requires investment, which means you may not see tremendous profits right away. However, the advantage of investing in growth is that you will claim more market share at the outset, build a solid foundation for sustainability, and enjoy profitability for many years to come. By investing in growth now, you’ll be building a business for the long-haul, not just to meet your immediate needs.

Growth investment may go against the grain for many who think it’s important for a business to be “profitable” right from the start.

You, the solo lawyer or founder of a small law firm, have many objectives beyond a false sense of profitability. A law firm, or any business entity is not profitable until it first can meet all its needs as a business entity, including adequate funds to:


	Pay basic expenses such as rent, insurance, supplies, internet access, software, furnishings, etc.,



	Pay the lawyer (you, at a minimum),



	Pay the staff (a legal assistant, at a minimum),



	Invest in marketing for revenue growth, and



	Invest in sustainability of the firm, i.e., keep the doors open for more than a year or two.





There is the sixth obligation we have discussed, the service obligation, which could include donating time (aka money) in pro bono services or donating dollars in stroking a check to a legal aid organization.

Profits—often taken in the form of dividends—are the reward for exceeding those obligations. As you grow your wealth-generating law firm, these obligations will increase. But that’s okay because, if you grow your firm the right way, you’ll be taking home more in profits as well!

WHAT DO YOU WANT?

One of the first questions I typically ask my law firm clients is: “Do you want to grow a big firm with your name on the door and a team of people working for you to make lots of money or do you want to ‘keep it small and keep it all’ (small being relative) and create a lifestyle business?”

Answer the question: What do I want?

Your answer to this question is critical because it helps you make better decisions going forward.

Most women law firm owners will tell me they never envisioned a large firm with their name on the door and hundreds of people working for them àla Big Law However, most will tell me they’d love to work the equivalent of four days a week, and still have money to put a few million dollars in investment/retirement accounts, pay for private schools and college for their children, and be a world traveler.

Both visions can be accomplished if you want them badly enough and will put in the work to get them.

However, time, money or energy freedom never will be found in a solo or small firm with only one lawyer (you) and one or two staffers, particularly if your team members are not A-grade because you don’t feel you make enough to afford good help. There are only so many hours in a day, and you likely will work most all of them if you are trying to do it all yourself.

If you try to build either model without a team, you likely won’t be able to afford to pay yourself as much as you deserve because you’ll be limited by the number of hours you can work given all your other desires and time commitments. Just consider, for example, if you billed 2,000 hours a year— that’s 8 billable hours a day, five days a week, for 52 weeks…no holidays, no vacations and some long days (because this does not include your non-billable time) at $350 per hour— you’d still only make $700,000 per year in gross revenue. That’s revenue before taxes and expenses. Now, that may sound like a hefty sum, but let’s be real here: how many solos do you know that bill eight hours a day, five days a week for all 52 weeks a year with no time off? And how many can keep that up year after year? And we’re not even at a million dollars yet!

The average solo I meet is lucky to be billing 1,560 hours a year (about 500 to 1,000 fewer hours per year than Big Law). This requires firms billing 6 hours a day, five days a week for 52 weeks. Most aren’t charging $350 per hour. I’ve talked with many firms billing more in the range of 1,200-1,300 hours a year and charging between $200 and $300 per hour. Some think they charge a higher rate, but, they are giving away their services to so many people they are reducing their rate even though they don’t realize it.

Take what you are charging per hour and multiply that times the hours you actually billed last year. What is your gross revenue? Now subtract your business expenses like rent, utilities, Internet, phone, insurance and pay yourself a reasonable salary and what kind of profit do you have left? Can you afford to save $2 to $5 million for retirement? Can you afford $12,000 a year for medical insurance? Can you afford to send your children to private schools? To college? How quickly will you be able to pay off your student loans? What about taxes and inflation? How many trips do you want to take a year at $2,000 to $10,000 per trip, depending on how many people in your family you’re paying to travel with you?

Even with flat fees, you could find yourself in this same spot. Why? Because in my experience of working with hundreds of small firm lawyers who think flat fee billing is the solution, most aren’t charging nearly enough and taking so long (because they don’t have adequate help and are stuck in the “doing” themselves) to accomplish the job those flat fees rarely cover the true cost of doing the work. They don’t use data to calculate their fees, they pick a that-feels-about-right flat fee, so they don’t have to track their time because either they don’t know how or don’t want to be bothered.

While I have met law firm owners who use flat fees successfully, it is because they are charging significant amounts, requiring payment up front, and have a reputation for being worth it. It’s the same with those who charge higher hourly rates, know how to properly bill, and get their money up front so they don’t fall into that collections trap. It can be done, but there’s a limit if you are unwilling to expand your capacity.

You’ll also likely burn out quickly from overwork, exhaustion and feeling disillusioned. You can only push a heavy boulder up a hill by brute strength so far before you’ll realize that a) you need leverage, or b) this thing will roll back down and crush you if you continue to try to do it all by yourself.

Whether you build a traditional brick-and-mortar law firm with partners, associates, paralegals and staff, or a virtual law firm with a remote team and outside vendors, you’ll still require capital. And unless you borrow it, which many are reluctant to do because they already carry so much personal debt, you must create it.

The only way to create a profitable concern is to increase your revenue and manage your expenses so your revenue far exceeds your costs. The only way to increase your revenue is to get hired by more (and better) clients to handle more matters, which likely will require more people to help you run your business.

HOW TO USE THIS BOOK

My hope is this book will serve as a favorite reference guide you return to again and again when faced with deciding which marketing strategies are best for you and your practice. I’ve chosen to, specifically, focus on virtual marketing strategies in this book for three reasons:

1) Social media has leveled the playing field for small firms. It used to be that one needed big marketing budgets to afford to compete with larger firms. These days, anyone with a computer, internet access and some marketing savvy can directly reach their prospective clients and best referrers with total ease—and little relative cost.

2) Social media and internet marketing are the future. And the future has arrived. There now has been an entire generation brought up immersed in the online culture, so that’s where they think to turn for the resources they need. No longer are children growing up with prime-time television. Rather, they’ve grown up livestreaming, Googling, and turning to YouTube, and a plethora of other sites, to discover how to do all the things. You’ll want to be where they are when searching for answers to their legal questions.

3) The 2020 pandemic has proven that humans are adaptable creatures, and we learned to adjust our behaviors to a “new normal” of social distancing. This drove more and more of us to not only work virtually, but in our desire for human connection, to interact virtually in other ways. Be creative with your connections. If high contact interactions like live, in-person conferences with speakers, local networking events, or even coffee dates are unsafe or prohibited by public health officials, prepare webinars or live virtual calls.

If you are ready to embrace virtual marketing, I invite you to use this book to help you pick the best mix of marketing options available to you, to evaluate marketing opportunities presented to you by others, and to create a custom marketing plan that best serves your specific needs, interests and desires. If nothing else, I hope it serves as a prophylactic to protect you from shiny object syndrome—the irresistible temptation to buy a proposed solution just because someone else is good at selling it or says it works for them. I anticipate this book, if used correctly, will save you thousands of potentially wasted dollars on ineffective marketing efforts.

Not every idea will appeal to you or be right for your area of practice, geographic location or personality. If an idea is not a good fit for you, skip it and go on to the next one. Also, if you love in-person marketing opportunities, such as speaking in front of audiences live, business networking events and other traditional forms of marketing such as television, radio and print advertising— have at it. There may be a place for them in your mix.

I’ve recommended (and engaged in) a mix of traditional and non-traditional marketing opportunities, paid and unpaid. Some of my law firm clients have as well. However, today, many of my clients and I only employ virtual methods to attract clients and have enjoyed tremendous success.

When you get to the part in the book that discusses marketing channels, you’ll see I have summarized the key considerations of each channel to help you decide whether it’s a good method for you. These are not comprehensive lists, but I think they will help you quickly eliminate a choice not right for you.

It is my mission to help other women attorneys with all aspects of growing their law practices. I am driven to help other women law firm owners become successful, not just as lawyers, but as businesswomen.

I do what I do because it hurts my heart to talk with women who have invested thousands and thousands of dollars in their education but lack the business skills they need to turn those credentials into wealth. If that sounds like you, I am here to tell you that you do not need one more degree, one more certification, or one more credential for a seat at the table. You are enough just as you are. You just need the desire, the confidence, and the willingness to pull up a chair to the table and feast. When you are ready, I’ve got your back.




CHAPTER 1

Understanding Law Firm Marketing

MY START-UP STORY

It seems like only yesterday I opened my first law practice. It was, at the writing of this book, more than 13 years ago. Fresh out of law school and 42-years old, I finally realized a long-cherished dream of being a practicing lawyer with my own law firm.

Would I advise a brand-new, baby lawyer to start his or her own law practice right out of school? Probably not. However, in my mind it seemed like a good idea. I was in my forties, and very experienced (I thought) in business. As Jay Foonberg says in his bestselling book “How to Start and Build a Law Practice,” we are deemed competent to practice law when we pass the Bar. In my mind Florida had deemed me competent to practice law; all I needed now was experience.

Before becoming a lawyer, I worked in professional services marketing for years, including as the marketing director for one of the largest law firms in town and as the lead copywriter for an award-winning marketing agency. Because of this background, I didn’t think I’d have any trouble getting clients. And I didn’t, really. But more on that in a minute.

The struggle for me came in learning to be a lawyer at the same time I was learning to be a business owner. As I had been trained to do throughout my marketing career, I joined several business and law-related networking organizations, attended dozens of rubber-chicken luncheons and dinners, and volunteered for leadership roles. I immersed myself in the local business community and became a well-recognized face at all the local networking events.

While these methods helped me grow my law firm quickly, I also found myself always on the go, stressed out and soon, burned out. I discovered while other, more seasoned lawyers were super happy to have fresh meat to whom they could pass off all manner of unpaid work, rarely did they refer meaningful and profitable cases. It makes sense. If the cases where good, why refer them when they could keep them for themselves?

When I did get cases, largely because of my other marketing strategies, it often was difficult to juggle the workload with all of my community and professional commitments.

The clients came first, but as a new attorney, I took a little longer to do the work. I had to do more research, ask more questions and figure it all out without the benefit of a more experienced, supervising attorney to guide me. I ate, slept and woke up each morning with the fear I would make a serious mistake that would cost one client their case and me my practice. My perfectionist nature was in overdrive because I did not want to let my clients down (or embarrass myself).

Fortunately, I cultivated some terrific mentor-mentee relationships. Without them, I probably would have just burned my shingle and turned in my Bar card that first year.

Instead, within a year, my practice grew significantly. I invited a friend from law school to join me as a partner, and we moved to a bigger space, hired staff and other attorneys and put systems in place for future expansion. Ultimately, though, that partnership did not work out. There were many reasons, but the biggest one was that I was unhappy.  I felt stressed out all the time from all the litigation, in addition to dealing with employees and running the firm. Both my marriage and my health began to suffer greatly. Eventually, my partner and I split amicably. I transferred my interest and walked away, wishing her well. (She went on to create her own $1M+ law firm business and, I’m happy to report, is still thriving.)

If I had it all to do over, again, I would do several things differently. Maybe one day I’ll write that book. Today, though, I want to share one of the biggest lessons I learned and one I often share with my lawyer clients: opening your own law practice when you are a newly minted attorney is like giving birth to twins (the baby lawyer and the baby business owner): It’s difficult, painful, and doubles your work and your responsibilities. Don’t do it unless you are prepared to invest the time and money into nurturing them both equally.

Alas, most of us feed the voracious baby lawyer and neglect the baby business owner. We invest in the expensive law degree, the Bar prep, the Bar Exam, and then hours upon hours of continuing legal education to the tune of thousands of hours and dollars. Because we’ve spent so much time and money on our legal education, though, we then are reluctant to invest much in learning all the skills we require to be a successful business owner. The poor baby business owner struggles to thrive due to neglect. The baby lawyer eventually grows up and works for someone else.

ENTER THE VIRTUAL AGE

Since I opened my law practice in 2007, the world has changed significantly. When I began, Facebook, LinkedIn, Twitter and YouTube had only been around for a short while and Instagram had not even been born yet. I built my first website myself, because I’d had some experience in website design and development from my years working with a marketing agency. Social media marketing wasn’t really much of a thing especially for attorneys and law firms, at least not like it is today.

In 2011, I opened a virtual practice providing estate planning services. I did not rent an office space, and I communicated with my clients almost exclusively via phone or email. I rented space for signings or other meetings when I needed to do so.

My intention was to work part time in my law firm. I had worked so hard to become a lawyer, I was not yet ready to let it go. As an entrepreneur, though, I have a continuing drive to develop new businesses, and I wanted the freedom and flexibility to explore additional business opportunities. Both my husband and I had a desire to create multiple streams of income.

When I made the decision to start a virtual practice, there were many naysayers. One attorney, who wanted me to lease expensive office space in his building, even told me “your clients won’t like that.” He was wrong. Most of my clients loved it.

Yet, despite my mostly virtual fulfillment processes, my marketing system was still based on traditional, tried-and-true methods. As before, I attended a ton of in-person networking events, served on committees and frequently met potential referral sources and prospects for coffee or cocktails. I even joined a lead-generation group that met weekly.

It wasn’t until I established a marketing and consulting firm some time later, that I knew I had to make changes. It was no longer sustainable for me to operate two businesses and try to market both the old-fashioned way. I soon realized people who interacted with me were getting confused. Was I a lawyer or a coach and consultant? People love to put us in boxes, and I made it hard for them to do so.

Also, as I was spending a ton of time attending meetings to market both businesses, there was little time, energy or focus for strategic planning, operations, and fulfillment. It was simply unstainable.

I fought all-virtual marketing at first, still attempting to squeeze in those weekly networking meetings if I could. The constant pressure to be here or there, and to honor commitments I had made to others that had no immediate bearing on my businesses, however, was taking a toll on my mental and physical health.

I soon realized I needed to not only service my clients virtually but market my businesses virtually as well. Why continue attending multiple in-person meetings hoping I would be able to one day establish meaningful relationships with someone, who someday, might refer business? There had to be a better way.

For me, that better way began with Facebook groups, e-mail and Messenger. Instead of spending hours a day attending meetings, I devoted more time to cultivating professional relationships through Facebook— and turning those relationships into paying clients. Since that time, I’ve taught my clients, including hundreds of attorneys, to use various social media platforms and online strategies to do the same.

I’ve developed a system for helping my women law firm owner clients decide quickly what the best marketing strategy is for them and their firms, and then to quickly implement it in a sustainable way.

WHAT IS MARKETING, ANYWAY?

As a lawyer, you probably have heard the terms for marketing, like “rainmaking,” “practice development,” or even “advertising.” All these terms are correct, even though they each may have different, nuanced meanings. Marketing is an umbrella term for actions taken to attract ideal clients who clamor to hire your business to solve urgent problems for them. The operative word is hire because nothing happens in any business, including the law business, until a sale is made. If a client is not paying you for your services, then you are doing pro bono work which is, essentially, operating a charity or a hobby, not a business.

For our discussion, marketing encompasses identifying your ideal client (and/or your best referrers) and his or her wake-up-at-3:00-a.m.-problem; getting clear on how you solve that problem in a unique way, and theoretically, at least, better than your competition; and determining exactly where your ideal client (and/or referral source) spends their time and how to be more present in those spaces, and clearly communicate how you can help them.

Where your ideal clients “hang out” could be in person, online or in print, including (but not limited to) magazines, trade journals, blog sites, social media, podcasts, videos, radio and televisions, and tradeshows, conferences, or social gatherings.

It’s important to clearly understand what “marketing” means because numerous companies and people call themselves marketers. However, their services may vary wildly from market research, to competitive analysis, to branding and messaging, to lead generation, website design and development, advertising, social media management, inbound marketing and, and even sales funnel creators. It can get confusing to determine what you need and in what order. This book will provide clarity for you so when approached by a marketing professional, you’ll understand what they do and how it differs from what other marketing professionals may provide.

It’s kind of like when someone knows you are an attorney, but they don’t clearly understand what areas of law you practice. And, even if you tell them, they don’t know what that means. For example, many people think “family law” means preparing wills, not helping people get divorced.

When someone approaches you and tells you they are a “marketer” or “in marketing,” that’s likely not going to mean much to you unless you understand there are all different types of marketers. You’ll need to be prepared to ask clarifying questions to understand which services they provide and to whom.

Try not to get too caught up in the lingo. There’s not going to be a quiz later, and we will help you sort it all out. What’s important for you to remember is that before we select the marketing means, or the tools we will use to reach our audience of prospective clients, we first must be clear on our clients, the problems we solve for them, and the unique way we do that. Selecting a marketing method (like videos or blogging) or a platform (like Facebook or YouTube) is like jumping to trial before you’ve even completed discovery. You’re simply not ready yet.

HOW LAW FIRM MARKETING DIFFERS

While I will not be covering law firm ethics at length in this book, I encourage you to review your Bar’s rules on advertising, solicitation, and law firm marketing. As you likely remember from law school, we, as attorneys and business owners, are responsible for the missteps of our team, whether vendors or employees, when it comes to our obligation to abide by the Bar rules. Self-regulation is what sets law firm marketing apart from any other professional service-based marketing. As an industry, we have regulated our members, so the government is not involved in regulating lawyers and law firms.

Remember, the public policy behind the ethical rules that govern lawyer and law firm behavior, is consumer protection. As a society, we have decided consumers must and should be protected from potentially being misled by unethical attorneys (because attorneys have a particular set of skills including the ability to persuade) and, as such, we have promulgated rules to help attorneys self-govern behavior.

In the minds of many attorneys and law firm owners, this means we should not be marketing at all, but rely instead on “word of mouth” referrals from other attorneys. They think the best way to avoid charges of potentially misleading the public is to just avoid marketing to prospects altogether. This also saves them the hassle of even reading the rules, much less understanding how to apply them.

But relying on referrals from colleagues and past clients, alone, is risky. With this approach alone, you are gambling, with your law firm business at stake.

Do we want great referrals? Yes, we do! But we also want a predictable, steady stream of new prospects call our offices and clamoring to be our clients. Other people are not thinking about you—or me, for that matter—as we move through our day-to-day lives. They are focused on solving their own problems. This means, while they may occasionally send you business if it works for them, you can’t build your business based on a promise of referrals from others.

If you don’t think this is true, think about the last time you referred business to someone else when it did not benefit you directly. For example, perhaps you had a prospective client call you needing some work done in a jurisdiction in which you were not licensed so you contacted another attorney in another state and sent them a case. It benefited you because you helped the person sitting in front of you with a problem, and it bought you some goodwill. But how often does that happen? Should the attorney to whom you referred a prospect rely on daily, weekly, or monthly referrals from you? Of course not! You’ve got to focus on getting clients for yourself, not on growing their law firm.

Perhaps you are a generous referrer and so people feel obligated to refer to you. Or, maybe, you work in a niche area few other attorneys in your community cover, so you frequently receive referrals. Or maybe you’ve been in business for several years now, so you have a lot of satisfied clients excited about referring to you. If you are receiving a lot of referrals, that’s great! Pat yourself on the back for a job well done. Also, continue to market and advertise because situations can change on a dime. One need only look to the 2020 pandemic or the 2008 recession to understand that.

You, as the business owner, are responsible for generating clients for the firm, and when you leave that entirely in the hands of others, you may come up short on achieving your financial and growth goals. Do not let fear of ethical rules keep you from being the CEO of your business. They are not that hard to understand, and they are not nearly as restrictive as some would have you believe.

Remember, too, the same Bar Association that requires we abide by ethical rules when marketing to our prospects, also encourages attorneys to devote at least some of their time and energy to educating the public about legal matters. Access to justice is not just about doing pro bono work or donating to Legal Aid. It also is about sharing information freely with the public so they can make good decisions and protect their legal interests.

The internet and, specifically, social media, have created an incredible opportunity for attorneys to educate the public. The happy side effect of sharing free content with others in your community can be a boost to your bottom line.

While you still must submit any of your paid advertising to the Bar for approval (at least in most jurisdictions), usually you will not need to submit legal training and educational content you are sharing for free. If that content also makes you more visible to your prospective clients and best referrers, while simultaneously showcasing your knowledge and expertise, then so be it!

The key is to not turn your content into advertising with a direct call to action like “call our office today to schedule an appointment.” When you do that, you’ve entered the realm of advertising and, likely, will have to submit your content to the bar for review.

I expect you are already quite aware of all you cannot do in promoting your law firm business to stay in good standing with the Bar. The point I want to make is that you should not let a fear of crossing the line keep you from using content marketing and advertising to get the word out about your law firm business. I’ve seen too many law firm business owners make this mistake, relying solely on the generosity of others to grow their businesses. Don’t let that be you. You made it through law school. You passed the Bar. You started your own business. You can read, understand and work within the Bar rules and still promote your business. You’ve got this!

PICK YOUR MARKETING MIX

Now that we’ve covered the basics of marketing, it’s time to discuss the best approach to marketing for your law firm, specifically.

Through the years, I’ve found the best way to think of marketing is like a menu where we choose what suits us best. We aren’t expected to eat everything on the menu, but to be selective. I call this “picking your mix.”

An effective marketing strategy includes more than one method. For example, an estate planning attorney may blog, send out email newsletters and create videos to publish on particular social media platforms (depending on her target market). She might also add traditional marketing methods to her mix, like public speaking or participation in local philanthropic organizations where her prospective clients are likely to be (like Special Olympics events if she does special needs planning, for example).

One of my personal injury coaching clients has been incredibly successful with a mix of billboards, local radio spots, and email newsletters. Another client, a family law attorney, exceeded her revenue goals with a mix of social media content marketing, Google advertising, and local networking.

When we work with our clients, we help attorneys and small law firms select their particular marketing mix based on several factors, which could include:


	Areas of practice (family law, business/contract law, personal injury, etc.)



	Geographic location (national, regional, local, etc.)



	Attorney personality and preferences (introvert/extrovert, writer/speaker, socially phobic/outgoing, etc.)



	Unique opportunities (What relationships, experience and opportunities do you have that are unique to you in this time and place?)



	Budget (Are you strapped or flush?)



	Psychographics and demographics of prospective clients (What are the requirements and characteristics of your ideal client?)



	Other (What other information is pertinent to your marketing mix?)





To help you decide the best marketing mix for your unique practice, I’ve listed some “key considerations” after each modality. With each option presented, think about your area of practice, your location, the clients you hope to attract, your own personality and what you are likely to do or not do, your budget, your goals and any other pertinent factors before you make your decision.

When I started, my marketing mix consisted of in-person networking in my community, as I mentioned; Florida Bar and Orange County Bar referral services; existing personal and professional relationships I leveraged to connect with cornerstone clients (large out-of-area law firms who hired me as local counsel); and free local attorney referral listings online which helped clients searching online for an attorney in my area to more easily find me. I also took on several leadership roles in my community.

I designed and developed my own website using a template, and since I was a copywriter by trade before becoming an attorney, I wrote all my own copy, including a blog. I also created some printed materials to hand out when I spoke to local business owners about legal matters, or when I got a speaking gig, or to help me secure a speaking gig.

If I were starting a law practice now, I’d probably use several social media sites to help me grow my network instead. I do use it for my consulting business (both organic and paid advertising), and I regularly advise my attorney clients to incorporate virtual marketing into their mix. The key is to have a strategy that works specifically for you and your firm.

Your mix might not look like my mix, and that’s okay. The tools I provided here should help you determine what works best for you and your practice.

STRATEGIES, SYSTEMS AND SUPPORT

Whichever options you choose— whether from this book or otherwise— you need to understand that for a law firm, as with other professional service businesses, there are three essential elements to a successful marketing endeavor:


	A well-considered, custom strategy



	An implementation system; and



	Support to implement.





The well-considered, custom strategy helps you get crystal clear on the best marketing mix for you and your firm (and much more). You must understand not only what you need to do, but how you will do it and why. Otherwise, you most likely will just waste time and a whole lot of money.

Take for example my client, Tessa (her name, like others in the book have been changed to protect her identity for privacy reasons) who, when she came for help had defaulted on numerous contracts to marketing service providers because, after paying thousands, her phone still wasn’t ringing. The issue was she did not understand the services she had purchased, nor had she explored other options before she impulsively made these commitments. Frankly, as a lawyer, she didn’t care one wit about marketing and didn’t want to learn. BUT, as a business owner, she knew her phones needed to be ringing with a steady stream of new clients. She thought by throwing money at the problem and hiring various marketing service companies, her client problem would just solve itself. Not so. It left her in serious debt, discouraged and, ultimately, depressed.

By the time we met, she felt she had used up most of her marketing resources and was really on the verge of burnout, so we developed a plan which considered not only her practice area, geographic location and personality, but also her, by then, near non-existent budget. I taught her other marketing methods she could use to help her increase revenue—ones that would not cost her much at all to implement. They did, however, require her to either invest more of her time or hire (relatively low cost) vendors to help her implement them.

Alas, because she had lost so much on other investments in her business that did not work, she struggled with fear and lack of confidence. It was too late, and too much work, in her mind, to right the ship. Ultimately, she decided a high-revenue generating firm was not what she wanted for herself—that what she longed for was early retirement, with enough work to keep her busy and a lot more time to spend at home with her family, so she wound up cutting back on staff, taking her firm virtual, and limiting her work hours. She’s much happier now that she has more free time with her husband, children and grandchildren. She keeps her overhead low and keeps all she makes from cases referred to her by past clients, friends, and colleagues. Our work together helped her get clarity on what she truly wanted, not what she thought she wanted.

In contrast, my client—we’ll call her Alice—implemented a marketing strategy that included a mix of daily social media posting, including videos and other content, and online advertising, which allowed her to scale back on her in-person networking efforts and reclaim her time. When we met, she was serving on numerous local boards— something she no longer enjoyed. Instead, she wanted to spend more time creating a million-dollar law firm so she could support her large family. She redirected her time to better leading and managing her law firm, growing her team from three (including herself) to six staffers and two additional attorneys in just one year, and growing her revenue by 44 percent. Now, her firm generates more than a million dollars a year consistently. She also regained a lot of her time and enjoys a much more flexible schedule.

Taking the time to get clarity on what outcome they wanted helped both law firm owners create the lifestyle of their choosing. Certainly, you may change your mind about what you desire to create, which may require you to alter your plans. This is life! The only certainty is change.

However, hopping from strategy to strategy because you don’t fully understand what you need to do to achieve your goals, ultimately, will not work in your favor.

Once you have your marketing strategy in place it is important to allow time for it to work.

It’s also important to ask others to help you implement your strategy.

THE BEST USE OF YOUR TIME

Even attorneys who love rainmaking only have so many hours in the day to devote to it. Also, as an attorney and the CEO of your law firm, your time is far too valuable to spend making memes, writing blogs or building websites. While you may create some content, for example video or podcast content, you likely will need others to help you with activities like video or podcast editing, blog writing, website design, running effective advertising campaigns, branding, and messaging. It simply is unreasonable for you to expect to do it all yourself, and to do it well. It’s much better to hire those who are experts in these areas because a) they can do it faster, and b) they’ll likely do a better job because of their training and experience.

For example, while I know how to design websites, having learned all about website design and development while working in marketing and having sold website design services for my own marketing company, I now hire other designers to design my websites. Why? Because I’d rather be doing what I’m good at doing and what I enjoy most— developing strategic growth plans for my clients and teaching them how to grow their businesses— than working on something that is not the highest and best use of my time. I advise my clients to hire marketing help, and I recommend you do the same.

The Wealthy Woman Lawyer® marketing team handles all the production and publishing of my podcasts, my online ads, my social feeds and much more. I am still the strategist and I create content they cannot do for me, like the podcast interviews, videos and webinar content to deliver my brand message.

Without a system and support to help you implement your system, all the strategy in the world is useless. We have a saying in marketing: “Good and published is better than perfect and unpublished.” A system and good support team that sets you up to consistently publish your content, run your ads, or do whatever else it is you do to market your law firm is your key to success.

Before we can delve into developing your marketing system for your firm, however, we first need to get to know exactly who it is you’ll be marketing to.


	Who is your ideal client?



	Where do they hang out?



	What problems are keeping them awake at 3:00 a.m.?



	And how can you help them solve those problems in a way that is unique?





Let’s figure all that out now.




[image: ]

Part I:
Get to Know Your Prospects




CHAPTER 2

Action 1: Identify Your Ideal Client

WHAT IS AN IDEAL CLIENT?

The first action you should take in creating your marketing strategy is to get clear on the exact, ideal client with whom you would most like to work. When I ask my clients to identify their ideal clients, most start by giving me facts and figures on their current clients, even if those clients are less than ideal. That’s a mistake. Your ideal client may differ greatly from your existing clients. I’ll bet many are.

Often, when lawyers start, they practice door law… whoever comes through the door is whom they take on as a client. I get it. I did it. When I began, I wasn’t sure what type of matters I wanted to handle, much less what type of clients were ideal. I’d never even heard the term “ideal client,” though I’d worked in marketing for years.

The first step is to consider your practice area and the work you most love to do. Narrowing down your practice, as most of us know, is called picking your niche. Most attorneys think a “niche,” though, is an area of practice, like family law, personal injury law, estate planning, commercial litigation, criminal law, etc. That’s a start, but it is not enough. If we want to work with ideal clients, we may need to winnow down our niche even more to identify the client we’d most like to serve.

For example, perhaps we’d like to provide estate planning services for young couples with children—this doesn’t mean we have to turn away people who do not fit this profile; it only means we tailor our marketing message to attract more people who share this identity. Couples in their late 20s and early 30s with young children will have estate planning needs far different from individuals in their 50s who may have accumulated significant assets and are caring not only for teenage or college-aged children, but also elderly parents who may soon pass away and leave an inheritance. It’s important, if you are an estate planning attorney, to get crystal clear on the clients with whom you most prefer to work.

Or perhaps we prefer to work with men in divorce cases because we feel they are underserved. Maybe we prefer to work with women in their 40s or 50s who are going through a divorce because we have concerns that many women don’t earn as much as men because they stay home with children, so they need a good attorney to make sure their interests are well-represented during a divorce.

Or, maybe, we are personal injury attorneys who only want to handle medical malpractice cases of a particular type— no car accidents for us!

Do you see how easy that is? Again, just because we are narrowing down the clients which we find to be ideal, does not mean we can never accept a client who does not fall within those parameters. It only means we will tailor our marketing message to that ideal client so we may attract more just like them.

HOW TO DETERMINE YOUR IDEAL CLIENT

Now you try it. Take a moment and write in a sentence your preferred primary practice area and the clients you’d most like to serve in that practice area. Don’t worry! We aren’t going to immediately leave out all your other clients. This is just a thought exercise to begin building a profile for your messaging.

Once you have written down a sentence or two (you may have more than one practice area and more than one type of ideal client— we’ll get to that), let's dig in a little deeper.

DIGGING DEEPER

To create a profile of our ideal client so we know them almost better than they know themselves, we want to start with a clear mental picture of your ideal client, that client who, as soon as they say “yes” to working with you, you are jumping up and down doing your happy dance. Maybe you already have had clients like this. If so, then picture one of them now in your mind. If you have the thought, “Man, if only I had ten more just like them I’d be so happy!’” then you are on the right track.

Once you have a clear mental picture of your ideal client, I want you to give him or her a name. Maybe it is their true name, or maybe you’ll want to make up a new one. This named ideal client will be your “client avatar,” a representation of the client you’d love to work with. Again, if you have different practice areas, you may have more than one avatar, but let's start with just one for now. Once you can see that person in your mind’s eye, I want you to ask yourself questions about them, like:


Demographic Questions:


	How old is this person?



	Is this person male or female or non-binary?



	What is his or her profession?



	Level of education?



	Personality characteristics?



	Family status? Married or not married? Children or no?



	What are their hobbies, interests or activities outside of work?



	What is their level of community involvement?



	What organizations are they involved in outside of work?



	How much money do they bring in a year in income?



	What is their net worth?



	What type of matter do they have?



	What are their personality characteristics you like?



	What is their geographic location?








You may think of other demographic questions important to you, your firm, practice area and goals. Add those. Once you have a good demographic profile, time to create a psychographic profile. This will help you get into the minds of your ideal clients when you create your marketing messages.


Psychographic Questions:


	What do they appear to value?



	What problem kept them awake at night you can help them with?



	How did they find you?



	Were they referred? If so, by whom?



	What was your favorite thing about working with them? What makes them “ideal” in your mind?



	Who influences their decision-making?



	What type of information do they seek to decide (feelings/facts)?



	Have they hired services like yours before? Why? What went into that decision-making process?



	How often do they hire attorneys like you?



	Are they sophisticated buyers of legal services?








If you’ve never had an ideal client hire you, that’s okay. We will fix that. The first step for you is to imagine all the characteristics of your ideal client if your wildest dreams came true and one of them called to hire you right now.

If you are tempted to answer: “My ideal client can be anybody!” You aren’t thinking about this hard enough because it’s, likely, untrue. For example, if you are a business attorney, what is the likelihood that a 16-year-old teenager is your ideal client? He can’t legally contract with you to hire you. He, most likely, has little money to pay you if he could contract with you. And, chances are, he has little of a business. Sure, there may be exceptions, like maybe a teenaged Instagram influencer, but exceptions are not ideal or helpful for our purposes, because we are trying to build a thriving, high-impact, wealth-generating law firm. If that rare anomaly shows up on your doorstep and wants to hire to, you can always say “yes” if you want.

IDEAL CLIENT EXAMPLE AND EXERCISE

To give you an example from my own business. My ideal client is likely to be:



	A woman, between the ages of 35 and 55



	An entrepreneur and business owner



	A mom



	An attorney



	Highly educated and an expert in her field



	Working in North America (U.S. or Canada)



	Ambitious



	High achieving



	Goal-oriented



	A leader



	Introverted (but others may think they are extroverted)



	The person everyone counts on to “fix” things



	Competent and a problem solver



	Witty and clever



	A good friend (though they may not feel like they are because they are so busy)



	A hard worker



	Someone known to say, “I guess if I want it done right, I’ll just have to do it myself!”



	Someone who wants more out of life than just “getting by”



	Someone with high expectations of self and others



	Someone willing to challenge her limiting beliefs to achieve her goals (maybe)



	Someone who is not afraid of self-examination



	Someone who wants to make a high-income (a quarter to a half a million in income and a half a million to a million plus in gross revenue for her business, for example)



	Someone who is already poised to make at least $250,000 in revenue in her practice and wants to know how to grow it exponentially from here.



	She might like beautiful clothes, art or jewelry, but she is more likely (right now) to want to create more money so she can put money aside for her children’s education, take more vacations— either with her family or without— buy a dream home or pay down her own student loan debt. She may be the primary breadwinner in the family. She may be concerned about the future and her ability to continue providing, or about her and her spouse’s future financial security (perhaps retirement).



	Her time is limited, but still, she may participate in professional and/or philanthropic activities. Most of her “free” time is spent focused on her children’s (or grandchildren’s) activities, though she does, occasionally, like a wine night with her girlfriends, and would love a date night with her spouse or significant other.



	She’s often influenced by her spouse or a business partner or her professional colleagues. She likely compares herself though she may not fully realize it.






Notice how I did not just list demographics, but also considered psychographics as well? It’s important when creating your ideal client profile to get clear not just about the surface characteristics, but about the way your prospective ideal client thinks—what he or she wants most.

Also, don’t get too caught up in the idea that your ideal client must exhibit all the characteristics you have described. Both my clients and I have had numerous ideal clients who’ve worked in different professions (in my case, practice areas), some may be married and some not, and some may not have children. However, you’ll want to list many characteristics of your dream client —don’t limit yourself. Again, this is about crafting your message to attract people like your ideal client avatar, not exact clones.

Now you try: Get out a piece of paper, pull up a blank screen or your computer, or type in the Notes app on your phone. Follow my lead and create your own ideal client profile. Picture him or her in your head. Give this person a name. Think about the car they drive, or what they are likely to wear or order in a restaurant. The clearer your vision of them, the better you’ll be able to attract them with your marketing.

DEALING WITH MORE THAN ONE IDEAL CLIENT

If you have two (or more) very distinct areas of practice in your firm, you might require more than one ideal client profile. But think carefully about this. The more you dilute your target audience, the less effective your marketing efforts will be. This exercise may cause you to rethink some of your multiple practice areas. You might drop one practice area because the target clients are so different from the others. For example, if you have business law practice, and you also occasionally take on family law cases even though you don’t like them, you might look at dropping your family law cases or referring them out, if you knew you could attract better, more ideal business law clients than the ones you have. Or you might decide you will continue to take on divorce cases, but only for your business owner clients.

If, however, you have complimentary practice areas like estate planning and probate, you might decide your client avatar works for both. Or you may find your estate planning clients are elderly (70s and 80s), but your probate clients are their children (50s and 60s). It’s okay to have more than one client avatar, but growing your practice to work with your most ideal clients will be easier if you have only one or two avatars. You also may create a profile of your ideal client’s influencer. For instance, the adult child of an elderly estate planning client— one who strongly influences their parents to take care of their legal business.

Once you have a clear picture of your ideal client, how they think, where they live, and all the other information we have now based on the questions above, then it is time to move on and get more clarity on the problem you solve for them. It may not be what you think!




CHAPTER 3

Action 2: Clarify the Problem You Solve

SOLVE THE RIGHT PROBLEM

Once you have a clear picture of your ideal client, it’s important to get clear on exactly what problem you solve for them. What problem do they have that keeps them awake at night, staring at the ceiling, unable to go back to sleep? You need to know this if you want to be their go-to to help them solve this problem.


What Exactly is a Wake-Up-at-3:00-a.m. Problem?

It’s that problem that, when you wake up in the early morning hours, you stew on so much you can’t go back to sleep. For clients who hire attorneys these problems usually fall into one of these categories:


	Relationships



	Money



	Even their freedom or their very lives








Which 3 a.m. problem does your client have? Is she stuck in a bad marriage, in fear for her life, and looking for the best way out? Is he worried about how his children will be affected if he moves forward with a divorce? Is she worried about how she will survive with no money if she depends on her spouse?

Is your client worried about a business deal that’s gone wrong? Is he worried about what would happen to his family if something happened to him and he suddenly died? Is she in pain from an injury that has left her unable to work and make money to support her family? What if she can never work again because of her health? How will she survive? Is she worried about her financial future and eager to make good investments in real estate? Is she afraid she will make a bad deal and ruin her life? Is he going to prison? Will he lose his freedom? Worse, will he lose his life?

In determining the 3 a.m. problem you solve, look beyond “I want to hire an X-type of attorney.” No one wants to hire an attorney. Look beyond, “I want a divorce.” No one wants to go through the pain of a divorce.

Look instead to the problem they are trying to solve by hiring you.

In our divorce example, maybe they are trying to get away from someone who abuses them, or someone who cheats on them and makes them feel old, ugly and fat, or someone ruining them financially.

Instead of “I want to create an estate plan,” consider why a person would lie awake at night worrying about the need for an estate plan. The estate plan is the solution they think they might need; it is not the problem. The problem is something like “If I die tomorrow, what is going to happen to my young kids. How will they survive without me? I’m worried they’ll be destitute and left to starve to death if I don’t make a plan to secure their futures.”

Instead of “I need to call a personal injury attorney,” consider why a person would lie awake at night thinking they need to do that. What is the real issue? “I can’t sleep because I am in so much pain since I had that accident. How am I going to pay all these medical bills now that I can’t work? Will I ever be able to work again? Will I ever be pain-free again?”

Instead of “I need to call a business attorney,” consider the thoughts and feelings of a small business owner being sued who may have to shut down their business —even file bankruptcy—if they don’t deal with the issue in the right way and fast!

‘THE RIGHT PROBLEM’ EXAMPLE AND EXERCISE

For example, I am a law firm growth strategist. Most people don’t wake up at 3:00 a.m. thinking “Gee, I really need to hire a growth strategist for my law firm.” They wouldn’t think “I need to hire a coach” or “I need to hire a marketing consultant” either.

Instead, my clients wake up at 3:00 a.m. worried about how they can keep working at the pace they are working. They are feeling burnt out, anxious or overwhelmed by all they have on their to-do list. They are fearful something will fall through the cracks, bringing shame, humiliation or even a malpractice lawsuit crashing down on them. They know they can’t keep doing things the way they have been doing them, but they feel exhausted, confused about how to make the changes they know they need to make. They wonder where all the money is going—why they aren’t making the money they thought lawyers were supposed to make. How can they be working so hard and still feel so broke and worried about money all the time? They think about all the other law firm owners on social media who seem to have it altogether and they feel inadequate by comparison. They wonder how others can afford to go on dream vacations all the time, work from any place in the world, and have all the money they desire.

If only they were smarter about business, knew how to manage their time better, or had more money to throw at the problem, it would be better, they think. They say things to themselves like “You need to work harder. You aren’t working hard enough.” Or “if only you had more time, you could figure it all out.” Or “if I just had the right system or could find that unicorn paralegal, everything would be okay.” Or “I feel like I’m a terrible mom and a terrible businessperson. When I’m with my kids I always feel guilty about not being at work, and when I’m at work, I feel guilty about not being with my kids. I must be doing everything wrong.”

Reflecting on the thoughts my prospective clients have churning in their minds at 3:00 a.m. helps me think of the most meaningful ways to help them. A desire to help them informs my brand, message, content and, ultimately, the services my team and I provide.

How do I know the thoughts swirling in my prospective clients’ heads in the wee hours of the morning? I know because a) I’ve been there, b) they’ve told me during hours and hours of consultations and strategy sessions, and c) because I keep surveying, polling and asking them repeatedly. My goal is to know my prospective clients almost as well as they know themselves. Why? Because it helps me know exactly how to help them achieve their desired results quickly and ensure the work we do together is transformative on every level. My goal is to ferret out the root of the problem so, they not only see short-term results, but also long-term transformation.

Now you try it. What types of problems do you solve for your ideal clients and what are the end results they’ll see from working with you and your firm? Take a few minutes right now to write them down.

CAVEAT: NOT EVERY PROBLEM IS YOURS TO SOLVE

There is one caveat, and it’s an important one to remember: Not every problem is your problem to solve. We have a saying in my house: “That sounds like a ‘yp,’ not an ‘mp,’” meaning, that sounds like your problem to solve, not my problem. We say it jokingly most times, but the underlying message is one of personal responsibility and not taking on problems that are not yours.

Taking on other people’s problems as though they are our own—including spouses, adult children, parents, siblings, friends or prospective clients—is not healthy, nor does it benefit the other person.

A dear friend once said: “Sometimes, the best gift you can give someone is the opportunity to solve their own problems.” I love that! Think about all you have learned in your life by solving your own problems.

As attorneys, we are in the business of problem solving. And we are so good at it, sometimes we forget that it is not our responsibility to take on everyone’s problems when they come to us with them. Other people’s legal problems are not our problems to solve until and unless they have paid us to solve them and have become a client.

For a person facing the real threat of loss of a relationship, their health, their money— or even their freedom or life— their problems can feel all-consuming to them. Many will give just about anything for help in solving these problems. They are highly motivated, and most in these situations, will come up with the money to pay you your fees.

Write this down: People spend money on what they desire. To know where a person’s priorities are, just look at how they spend their time and their money. That will tell you most everything you need to know.

Your ideal clients will be those who cannot stand the thought of the pain of loss they likely will feel unless these problems are solved. They will do whatever is necessary to hire the best attorney they can find to help to solve those problems urgently gnawing at their gut and keeping them awake at night.

It is your job to position yourself as that person.

Does that mean you should never help someone who really, truly cannot afford to pay you? As attorneys, we are taught we have a responsibility to society to help those who may not, otherwise, have access to the courts and legal services.

There are many, many ways to do this. We can represent a certain percentage of clients per year through pro bono services. We also may support legal aid organizations, either through volunteer efforts or by donating money. Or we may opt to reduce our fees for a set number of clients per year, including family and close friends. We may volunteer in political organizations to help try to address the underlying issues keeping people in poverty.

There are many ways we can help those would are struggling with poverty, trauma and illness in our society.

The key word here is “choice.” You get to choose. It is your business.  It is your education, degree and law license. You get to decide how you will use it. You are not responsible for everyone else in the world. You just aren’t.

What you must do is put your own oxygen mask on first. Just as they tell you when you fly in an airplane: Put on your own oxygen mask before you help others—even your children. Why? Because what good are you to anyone if you don’t take care of your own needs first?

Remember, if you are not running a profitable business, you are running a hobby or a charity. If you can afford to work for free and you do so, more power to you. However, make sure it is your decision and not someone else’s (like the person sitting in front of you with a sad money story).

Your ideal client can not only afford to pay you, but they want to pay you! They want the best attorney their money can buy. That’s you!




CHAPTER 4

Action 3: Locate Your Ideal Clients

WHERE DO YOUR IDEAL CLIENTS HANG OUT?

Now that we have gotten clear on who are ideal clients are and the problems we solve for them, we can focus on finding them.

The “where your ideal clients hang out” part of this equation is often is the most mysterious part of marketing for most law firm owners working to grow their law firm businesses. The burning question I hear most often is: “Where can I go to get more clients?”

The simple answer is you go where they are.

You must figure out where that is, and that’s when it gets more complicated. Many attorneys just assume that their ideal clients are everywhere and anywhere. Deep down, though, we suspect that’s not the case.

I created this book because so many solo practitioners and small firm owners I’ve talked with are overwhelmed by all the options available for marketing, i.e., “getting in front of clients.” That feeling of option-overload and overwhelm has caused many solos and small firm owners to either 1) do nothing because of a bad case of analysis paralysis, 2) do the wrong thing, wasting time and money they could ill afford to waste, or 3) do a whole bunch of different things—the scattershot approach—hoping to eventually hit upon the right action.

It doesn’t help that attorneys, more than most it seems, are targeted by salespeople of every ilk, each certain that his or her marketing product or service is what the attorney needs to buy to get clients.

TRADITIONAL MARKETING METHODS

Most attorneys and firm owners I’ve met think that in-person networking events, public speaking, and advertising are the only ways to generate consistent leads for their businesses. For many, many years in our profession, that was the way it was done. Lawyers regularly joined Rotary, Kiwanis, Chambers of Commerce, and other similar organizations, and faithfully attended their events.

Essentially, they hung-out wherever they thought their ideal clients or best referrers would be. They made sure they were seen by all the right people— people who could refer the best clients or invite them to speak in front of prospects. Today (when we are not quarantined due to a pandemic), you’ll still see a lot of large law firm lawyers donating to causes and charities, buying and filling tables at fundraising events, and hosting in-person seminars or CLEs because they are sure their ideal clients and best referrers will be there, too.

There is nothing wrong with these marketing activities. They do work. I still highly recommend to most of my clients to pursue speaking engagements if they want to get in front of many prospects and referrers at one time. However, regular, consistent public speaking can be time consuming. First, you must find a gig and do what you need to do to get booked, then you must prepare the presentation, drive to the venue, give the presentation, hang out to chat with people afterward, drive back to your office, and then start your follow-up process.

Also, public speaking still limits your audience only to those in the room, and with the time, energy and financial cost (if you travel) associated with it that could discourage many attorneys from incorporating it into their marketing strategy.

In-person networking events generally are more cost effective, but still time consuming, especially to do it well. You can expect less prep time and fewer immediate results, however. At least with public speaking, you are positioned as the authority on your subject, and for that brief period, all eyes are on you, eager to hear what you have to say. That’s likely not the case at networking meetings, where you may just be perceived as just another person in the crowd.

TELEVISION, RADIO AND BILLBOARDS

Many law firms think television advertising is the Holy Grail, because it allows you to get in front of everyone, multiple times a day. And for some law firms, that does work. Traditionally, however, advertising on television and radio was frowned upon, and attorneys who advertised that way were labeled by their peers and the public as “ambulance chasers.”

For more years than not, Bar Associations around the country prohibited lawyers from television advertising, thinking it unseemly for a prestigious “learned profession” like the law. Even today, most attorneys who advertise on television are personal injury lawyers, trail lawyers, and sometimes criminal and bankruptcy attorneys. This works for them because their clients, truly, can be any adult who has experienced a triggering event requiring them to call an attorney. These clients cannot be identified as clients until that triggering event occurs (e.g., an auto accident, a slip and fall injury, medical malpractice, a criminal arrest, or extreme financial hardship to the point of being unable to pay creditors.) Television works for those attorneys and law firms if they will make the significant financial investment it requires.

You rarely, if ever, see commercial business, small business, or real estate attorneys advertise on television because their clients regularly require attorneys. They are considered “sophisticated buyers” and are more likely to ask friends and family for attorney referrals rather than selecting one via a television commercial.

Family law and estate planning attorneys also are reluctant to advertise on television because of optics. Generally, there are public policies supporting marriage (and, thus, not encouraging people to get divorced), and no one ever wants to be reminded of their mortality while they are watching their favorite television programs after dinner.

With all the streaming services today and the tendency of younger generations to prefer laptops and streaming over televisions, who knows what the state of television advertising will be.

Your choice to advertise on television, or on the radio, as with any marketing method, must be made with a clear understanding of your ideal client, how they make their legal services buying decisions, and how they are likely to make their attorney-hiring decisions. You also must be mindful of the return on your investment, especially if you are making a significant one as with television advertising.

Like television, billboards in high-trafficked areas are still a good way to get exposure and grow your brand, but most solos and small firms find them cost prohibitive, especially if they want a premium location like on a major highway leading in and out of town. Billboards do not seem to carry the same stigma among attorneys as television ads do but, still, you’re more likely to see criminal, bankruptcy, and personal injury attorneys on billboards more than, let's say, estate planning attorneys.

MARKETING IN THE VIRTUAL AGE

In Part III of this book, we will explore better ways to market your practice than the traditional methods you may know, ways you can mix, mingle and meet people without ever leaving your desk.

The 2020 global pandemic forced many attorneys to work from home, and many law firm owners to rethink how they obtain new business and serve their clients. I’ve spoken with dozens of attorneys who have told me their phones have all but stopped ringing.

The ones I’ve found still getting calls are those who long ago embraced a virtual marketing model. They are comfortable and have developed the skills they need to share their brands via the internet and social media. They know, clearly, their ideal prospects, the problem they solve for them, and the unique way they solve it, and where their prospects hang out online.

THE 5-4-3-2-1-1 METHOD FOR LAW FIRMS

In Part III of this book, I’ll go through each of the digital marketing options, explaining in more detail how they work and then offering you a method for selecting the best option for you.

At a minimum, I recommend you implement the following:

5 - Post on social media (the platforms your clients use, not necessarily just the ones you prefer) at least every day of the workweek (that’s five days a week).

4 - Send informative, valuable email blasts to your past and current clients, and attorney referrers four times a month.

3 - Send three “thank you” or “thinking of you” notes to referrers, clients and other contacts each week.

2 -Attend or host a virtual event twice a week (this could be a podcast, video training or interview, for example).

1 - Meet with a referrer for a virtual coffee at least once a week.

1 - Host an online presentation once a month (like a webinar). (I used to recommend at least one speaking engagement a month, but at the writing of this book, that’s difficult because of the pandemic and the reluctance of people to gather in-person. When you can, I recommend you book live speaking engagements.)

This method is called the 5-4-3-2-1-1 method, and I learned the concept from Monica Shah of Revenue Breakthrough. As her method is geared to coaches and course creators, I’ve modified it to suit law firms. Because of our ethical obligations and the way we attract clients, her exact approach would not work in this context.

This is one method I teach my law firm owner clients to use as a starting point, especially when they do not yet have an established marketing system for generating leads. I recommend this method because it is cost-effective and, if you do it correctly and consistently, it works! Once they have mastered the implementation of this system, we move on to more advanced strategies, which I’ll also cover in more detail later in the book.

Before we select the platforms we will use in our marketing strategy, we first need to address the development of our brand, message and content. What is the point of hanging out where your clients hang out if you don’t even know what you will say to them when you are right in front of them?
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Part II:
Develop Your Brand Message




CHAPTER 5

Action 4: Articulate Your Value

IDENTIFY YOUR UNIQUE VALUE

Now we have a better understanding of who our clients are (and aren’t) and the problems we solve for them, it is time to think about how we articulate our abilities to help them so it is easy for prospective clients and best referrers to understand.

You’ll want to make sure your brand and message clearly state who you are, whom you serve and the unique way you serve them. Before we hire someone to help us develop a brand or create our marketing message, we must be able to understand, and clearly articulate, our value statement, or a “unique sales proposition” (“USP”). This value statement is critically important to succeed in growing your practice. Your USP will help you communicate your value so only your ideal clients— including only those who can afford to pay you—will be attracted to you.

In speaking and working with hundreds of attorneys through the years, I’ve found most struggle with positioning themselves as unique. I mean, doesn’t every litigator say they are “aggressive in the courtroom?” Or that they “zealously represent their clients?” Don’t most divorce attorneys say they are “compassionate” or “collaborative?” And show me a small business attorney who doesn’t tell their clients they can save them money by charging them less than the big law firm in town.

I will let you in on a secret.

If you are operating a solo or small law firm, your uniqueness will be found in your personality, your firm’s culture and your core values.

Start by thinking about what is unique about you because when you are the only attorney, or the lead attorney of a small group, then you’d better believe people are hiring you because they like you and trust you.

START WITH ‘WHY’

If you have not read Simon Sinek’s “Start With ‘Why’” or listened to his popular TEDTalk on the subject, I highly recommend you do both. In them, he discusses the importance of starting with your “why”—why you do what you do in the way you do it—instead of starting with “what” you do or “how.”

He uses a tool called the Golden Circle to illustrate this concept. Just image a typical target symbol, with three circles, a large one, a medium-sized one centered inside the large one, and then a small one in the center of the other two.

Inside the large circle, but outside the medium circle, write the word “what,” which represents “what you do in your business,” e.g., “solve X legal problem.” Now, inside the medium circle, but outside the smaller circle, write “how,” which represents “how I help the firm’s clients solve their legal problem.” Last, in the center of the small circle, write “why.” This represents: “Why do we do what we do in our business?” and “Why is it important (to us, our clients and the plane)?” (See Exhibit A, Golden Circle.)
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Sinek explains the most innovative companies in the world (and the best at marketing to their target audience) start with “Why?”. Perhaps his most well-known example is Apple Computers. Apple Computers does not say “What we do is make computers. Want to buy one?” Nor do they say: “This is how we make computers. Want to buy one?” Neither of these would be very compelling to the approximately one billion Apple customers worldwide.

However, when the company asked the question: “Why do we do what we do?” they were able to create a very compelling message indeed. Their mission, their “why” at the time of their infamous “Think Different” campaign was to create a computer for those who thinks differently— the innovators and creators of the world. They believed, and convinced at least a billion people, that it was important to create special tools for innovative people, that the computers and cell phones currently available on the market were not sufficient to get the job done. So, when they created the iPhone, iPod, iPad and, of course, the MacIntosh (the “Mac”) and all their other products, their “why” was because the innovators and creators, those who “Think Different,” needed these tools!

Let me give you a couple of examples closer to home. You may have heard of LegalZoom by now. LegalZoom was founded by three guys no one ever remembers and Robert Shapiro, a famous Los Angeles litigator with the goal of becoming a leading provider of online legal services. The concept is simple, users can visit the LegalZoom website and access documents which they then can complete themselves and have an attorney in the LegalZoom network review. Their motto: “The law wasn’t designed to be easy. We’re here to change that.” LegalZoom does not say what they do exactly, or how they do it, instead, they focus on their “why” which, in a corporate meeting might have been (I imagine): We do this because we believe it is hard for most people to access the legal system, either because it costs too much or because it is too complicated for them to understand, so we are going to create a product/service that eliminates this problem and makes the legal system more accessible to more people.

Wealthy Woman Lawyer’s “why” is because “we believe all women lawyers deserve to be wealthy women lawyers.” Women lawyers, particularly women law firm owners, work too damn hard not to be rewarded for their efforts, and yet, so many of them will never be compensated adequately. We aim to change that.

Now, it’s your turn. I recommend you get together with your team and discuss your firm’s “why.” A great way to start is with the phrase “We believe…” For example, a family law firm who focuses on collaborative divorce might write: “We believe families are destroyed in a courtroom. We offer an alternative that preserves families for the children, while allowing parents to move forward amicably and live their separate lives.” (If you were to use it as a tag line, you would shorten it.)

If you are having a difficult time getting clear on your “why,” then I encourage you to write a manifesto for your firm. Lay out all your beliefs in a page or two, starting with a personal story about what set you on the career path you are on and then tying it to your present-day mission and why you serve your clients the way you do.

For some, this work may not be easy. Others will get it right away. If you are in the first camp, don’t despair, just keep at it and you’ll figure it out eventually. When you do, it will create a powerful shift in your law firm business—and probably in your life.

UNDERSTANDING RELATIONSHIPS WITH BRANDS

Before we bring everything together to create your brand message, it is important to understand how we, as consumers, relate to brands. Many small service-based businesses get caught up in thinking people want a relationship with our “brand.” I’m here to tell you though, that that’s not really the case. When you own and operate a small business, people want to feel like they have a relationship with you, personally.


In small businesses people have relationships with people, whereas in larger businesses, people have relationships with brands.




Let me explain by using Coca-Cola as an example of a brand with whom most of us have a relationship. We likely don’t know the CEO of Coke, nor anyone who works there. But we do know that Coke is the “real thing”, and it makes us feel good to drink Coke because we feel like we are connecting with good memories from childhood and growing up drinking Coca Cola. We may remember being a child and going to the neighborhood store with our grandpa and him buying us a cold Coca-Cola in one of those small glass bottles.

Or we might remember hanging out with our friends on a hot summer day at a local watering hole, swimming, eating hamburgers and drinking Cokes. We have a relationship with the brand based on nostalgia and how it makes us feel to drink Coke. We may enjoy the taste, but it’s the memories of good times with people we love we associate with Coca-Cola that makes us loyal to that brand.

It’s the same with Nike. For those of us who buy and wear Nike products, we do so because it makes us feel like athletes and action takers. We are the people who don’t whine about working out. We “just do it.” I also would bet you very few of us could name the CEO of Nike without Googling it.

Ah, there’s another brand: Google. What’s your relationship to Google? Do you know (or care) who the CEO is? Would that keep you from using it? Likely not. Google has become such a ubiquitous brand, that it’s now a generic term for “look it up on an internet search engine.”

Your law firm, though, is not Coca Cola, Nike, Google or any other large brand. Your law firm is you. And most people could not even tell you the name of your law firm. They could not differentiate between you and another law firm, particularly if your law firm name is your name or the names of multiple partners. Even if you name your law firm a brand name like “Family Law Focus” or “Serene Estate Solutions,” most people will not remember it.

Why? You simply do not have enough money to do what is necessary to have people create a relationship with your brand. To do so, you would need deep pockets and a high-impact advertising strategy. Big brands spend millions on advertising because it takes just that much to get people to create a personal relationship with a brand—and even more to create brand loyalty.

Most law firms could literally change their logos and most of their clients would not even realize it. I say this to help you understand that spending hours, days and weeks trying to pick out the exact right logo is about you and your ego. (I’m not judging; I’ve been there, done that, repeatedly).

Your firm name, logo, your firm colors and the look of your website are important because they help communicate and reinforce the way you want your firm to be perceived in the marketplace (e.g., traditional, venerable law firm v. modern, virtual law firm), but that is NOT where your primary focus should be.

DETERMINE YOUR CORE VALUES

Instead, your focus should be on getting clarity about what you and your firm stand for. We touched on this when we started with our “why.” Now, we are going to dig deeper and get clarity on our core values. What is a core value? A core value is a fundamental belief you hold to be true that guides your decision-making and behavior.

Determine your core values by asking yourself:



	What are my absolute non-negotiables (deal-breakers) in a business (or personal) relationship? (e.g., lying)



	What guiding principles do I believe in above all else and what do they represent for me? (i.e., “Your word is your bond.”)



	What behaviors do I find most upsetting and why? (e.g., lack of punctuality, lack of presence, lying, deceitful behavior)








CORE VALUES EXAMPLE AND EXERCISE

As an example, my core values are:


	Presence. I believe in the importance of showing up when you say you are going to and being present in the moment. The greatest gift you can give another is your full, undivided attention for a period.



	Integrity. Doing what you say you will do when you say you will do it.



	Proactive Communication. Communicating proactively (to head off problems at the pass), consistently and frequently.



	Compassion and flexibility. Remembering we are all human and imperfect, and sometimes we all need a little grace.



	Choice. We all, as adult, autonomous humans, get to choose what we want for ourselves so long as it does not harm others.



	Boundaries. We must respect others’ boundaries, and it is necessary to establish and defend our own for our highest and best good.





I developed these core values when I created my first brand The Indispensable Trusted Advisor.TM

To do so, I asked the question: What do I think it means to be an indispensable trusted advisor? My goal was to teach others how to position themselves as indispensable trusted advisors clients clamor to hire. First, I had to articulate what that meant for me.

Since then, my Indispensable Trusted Advisor brand has changed, but the underlying core values have not. Why? Because those are my personal core values. It is likely that if you worked with me and you did not share those core values, we would not be the best fit. That goes for members of my team, and my private clients.

This has been tested. When I’ve ignored those little red flags and either hired people for my team who do not share those core values, or taken on private clients who did not, it’s rarely gone well because these values are so important that I’m generally out of alignment with people who do not share them.

One woman law firm owner, we’ll call her Susan, sat down with her team and devised the following list of core values for their firm, which serves small business owners:


Respect – We respect each other, our clients, and ourselves.

Accountability – We actively accept responsibility for our actions and obligations.

Communication – We keep lines of communication open with our clients.

Professionalism – We strive to embody the highest conduct, aims, and qualities that characterize the legal profession.

Ethics – We follow the Rules of Professional Conduct, recognizing that the Rules are a baseline for ethical behavior and striving to meet a higher ethical standard.

Honesty – We are honest with clients, other lawyers and third parties.

Integrity – We consistently adhere to our standards of professionalism, ethics and honesty, and our clients can depend on us.

Excellence – We provide high-quality work product and superior customer service.

Accessibility – We are available to communicate with and on behalf of our clients. We respond to communications promptly, within 24 hours. We take advantage of technology to make communication more seamless for our clients.

Value – We provide excellent value for the quality of services we provide so our clients want to work with us again and refer others to the firm. Our client will probably value our services.

Compassion – We treat others with dignity and sincerity.

Community – We are part of a larger business community, and we will work to make our local community a better environment for all small businesses.


Here is a long list, and my advice would be to winnow it down to three to five core values, maximum. But, like Susan, you should just start where you are. Just get those core values down on paper.

Now, it is your turn. Take a few minutes now to write down your core values. Are they things like “honesty, integrity and compassion” or something else? Why are these values so important to you? Try to think of examples when someone you’ve hired, or someone who has hired you to be their attorney, has been out of alignment with your core values. What happened? How did it show up for you?

Once you have gotten clear on your core values, you’ll realize you can share them in many ways. For example, you could put them on your website, or have them designed and framed to hang in your office. You could distribute them to new hires. You could weave them in your marketing copy and make them a part of your hiring process. When you and your business are fully aligned with the values that matter the most to you, you begin to think and act differently. Not everyone will be a suitable client for you anymore. No more “warm bodies” on your team; you’ll become much more selective when hiring. Coupled with your knowing your “why,” core value work will make you and your firm a formidable force in the marketplace.

UNIQUE SELLING PROPOSITION

Once you have your core values written down, begin to think about your unique selling proposition (USP). You might have heard this term before, perhaps as a Unique Sales Proposition. I’ve used the term “selling” because it is active, and I want you to realize that, in any business, you are always selling.  Everyone in your team is selling, each time they interact with a prospective client or referrer. Your USP is that one benefit you offer to clients that makes your firm standout from all others. What does your firm do to help your clients solve their 3:00 a.m. concerns in a way that differs from the way other attorneys might solve the problem?

One of the best ways to get clarity on your USP is to ask your existing ideal clients what they liked most about working with you and your firm. You can do this by conducting a survey, hiring a market research firm, or simply picking up the phone, calling your clients and asking them (or have someone do it for you).

Why do they like you and trust you? What factors persuaded them to hire you? What do they tell others about you? How likely would they be to recommend your firm to others and why? These are clues to why they hired you— and why others like them will hire you.

Are you punctual? Communicative? Sharp? On the ball? Extremely organized? A straight shooter? Do you get results fast? Are you always calling them before they call you? Do they appreciate your ability to negotiate or strategize? What do they think sets you apart from other attorneys? Does it match up to what you think sets you apart?

How does your USP show up in your company culture? Do you have a policy that all phone calls are returned the same day or within 24 hours? Why? How does that benefit the clients?

Does every client have access to their organized files from day one until the conclusion? Do your attorneys always show up early to court when they meet clients? Do they arrive before the client every single time?

Your core values are about what you value. Your USP is about your ideal clients’ perceptions of the value you bring to the table and your promise to them to solve their problem in the unique way you solve it. It’s a succinct statement that clarifies the problem you solve, who you solve it for, how you do it so it is unique, and your pledge or promise to your clients about how you will solve their problem. Remember: we want to focus on their 3:00 a.m. problem, not just any old problem.

One of my core value statements, as I mentioned, is that we will show up when we say we are going to show up, fully prepared and fully present. No employee will last at my firm if they do not do the same. Clients, likely, will not enjoy working with me for long if they do not do the same. Doing what you say you will do when you say you will do it, showing up on time and being prepared and present are intrinsic to my business and to me personally. For example, I get annoyed when someone is allowing themselves to be distracted by messages pinging on their phone during time we have allotted to work on resolving an important issue, or when we have agreed to be together for any reason. My time is valuable and so is theirs. It’s particularly valuable when someone has paid me for it.

However, as a unique selling proposition, I might begin to think about how this core value works as a benefit to my prospective clients. For example, if a client schedules an appointment with me to discuss a pressing problem—the one that’s keeping them awake at night—they can be assured I’m going to show up fully prepared, on time, and fully present (physically, mentally and emotionally). I’ve found this to be a huge differentiator in marketplace where so many feel alone and unheard as they wrestle with their business problem.

Based on this insight, I could then formulate my USP and use it as a selling advantage. Or, I could use my “why” or other core values as differentiators. I don’t need to use them all. I can pick the ones I think will resonate the most with my prospective clients.

Now, it’s your turn.

USP EXAMPLE AND EXERCISE

Reminder: The elements of a USP are: 1) The problem you solve, 2) who you solve the problem for, the unique way you solve that problem (the differentiator), and your promise to your clients about how you will help them solve their problem.

For example, based on Susan’s core values, (and her mission and vison statements) her USP may be:

We strive to help our clients, small business owners and CEOs (who), prevent legal issues, protect their business interests, and prevail in all legal matters (problem we solve: legal problems that arise in business), to their complete satisfaction by providing well-considered strategies, clear communication, and the highest level of professional, ethical legal services, so they may continue to enjoy the fruits of their labors for years to come (how we solve them in a unique way).

It's a little lengthy, which is why I would encourage her to narrow her core value focus, or just highlight one or two in her USP statement.

Perhaps Susan and her firm might want to use other core values as a point of unique attraction or her “why.” Much depends on the clients the firm wants to attract, and what she thinks will resonate the most with them.

For instance, while making more money might resonate with my clients, making more money without working themselves to death in the process likely would resonate even more strongly. Because I realize this, a USP for my company could be “we help women law firm owners (who) make more money (problem we solve: not enough money), without overwork or overwhelm (the unique way we solve this problem). I don’t have to give the details of the how—that’s what they pay for. It is enough that I provide the promise of how I will do this. Several of my core values shore up how I deliver on this promise. For instance, if you want to live a life of accomplishment without overwork or overwhelm, you might want to start with setting boundaries (one of my core values). Or perhaps, understanding more about the core value of “choice” will help you achieve your biggest goals without feeling burdened. You see, your USP does not need to overtly state your core values. Just being clear on your core values and your “why” and thinking deeply about how these will benefit your clients is enough for you to develop your own USP.

Now, I’d like for you to try it.  Using your three to five core values, write your USP. Describe the unique way you do what you do, who you do it for, what you do (problem you solve), and the outcome. Fill in the sentence below with your answers. Don’t worry about getting it 100 percent perfect the first time. You can re-write it later after you think about it more. The key is just to get started now.

With (describe the way you do what you do), I help my clients (describe your clients), (describe what you do—a verb) so they can (describe the outcome). Do you see how powerful that is in understanding your value and what sets you and your firm besides other law firms who may offer similar services? Once you have your USP clarified, you may then inform your marketing team so they may better help you express that throughout your marketing materials. A good copywriter can take this information and demonstrate your USP throughout your web copy. A high-quality graphic designer should be able to help you express your USP visually through the colors, fonts and graphics you select.

Although it may be hard at first to get clarity on your core values, your “why” and your USP, this work is especially important and will lay the foundation for all your future interactions with not only clients, but your team, and others with whom you collaborate in business. Once you have this information, you’ll be able to connect it to every policy and procedure in your firm, from how your receptionist answers the phone, to how your attorneys show up to meetings, how your guests are greeted in the lobby, how your website and social media posts read, and so much more. It may take a little time to get it right, but the time and effort will be so worth it when you are easily attracting those ideal clients who are excited to start working with you immediately.




CHAPTER 6

Action 5: Craft Your Message

WHAT IT YOUR MARKETING MESSAGE?

Once you have clarity on your “why,” core values, unique sales proposition (USP), then you can craft your marketing message and your brand look. Your marketing message is a pithy expression of how you help your clients solve their 3:00 a.m. problems in way unique to you and your firm. It might come in a tag line, a 30-second “elevator” pitch, a catchphrase, or all three. It’s a positioning statement that communicates your value, and allows everyone on your team, and everyone who refers business to your firm, to quickly and easily communicate the unique way you serve your clients. It sets you apart from every other law firm offering similar services.

Your marketing message also supports all the content you then put out into the marketplace. Once you are clear on what differentiates your firm from competitors, you can infuse that message into everything from your web copy, to your branding photography, to your logo, to your lobby décor, to your ad copy, and much more.

DECIDE HOW YOU WANT TO BE PERCEIVED

Your marketing message is not about YOU. It is about how you wish for your prospective clients to perceive you, your company, and the services you provide. If we don’t provide direction to the public about how we would like to be perceived— if we don’t control our own narrative— our prospective clients will fill in the blanks, creating their own version of the truth about our businesses.

For example, when I started my second firm many years ago, I wanted to be known as an attorney who would help small business owners protect their interests through preventive measures, like creating solid contracts, trademarking their brands and negotiating lease agreements at the outset. I no longer wanted to be a litigator and hoped to build a reputable and successful transactional practice. That was my personal goal. However, in my focus on what “I” wanted, I forgot to consider what my prospective clients wanted.

My “message” was based on that adage: “An ounce of prevention is worth a pound of cure.” I believed (and still do) that too many small business owners do not seek the help of attorneys before a problem occurs, and if they did— if they made that relatively small investment upfront— they could save themselves a whole lot of heartache and cash down the line.

However, one day, while attending a small networking event, I volunteered to be on the “hot seat” and allow others in my group to tell me about their perception of my business. It was the perfect opportunity for me to get free feedback from a focus group because the room was full of small business owners—my exact target audience. The feedback was not good. Imagine my shock when one man piped up and said: “What I hear is that you want to take my money upfront, but when I get in hot water—like when someone wants to sue me—you will abandon me.”

Although I didn’t look at it that way, I could now see why he would. How I thought I was being perceived was not at all how my prospective clients perceived me and my law practice. They did not think the value of the services I provided were worth my fees, no matter how affordable those fees were. And I was doing a very poor job of convincing them of the value even though, week after week, I stood up among them and gave them my elevator pitch. No wonder they were not referring business!

Contrast this experience with the experience of one of my first coaching clients (we’ll call her Jill), who also wanted to create a law firm serving small business owners. When I began working with Jill, she was making the same mistake I had made in my business law practice: she was attempting to compete on a concept of saving money by preventing problems. Her big pitch was that it was affordable to hire her to help prevent potential problems because she charged flat fees, so business owners could easily predict what their legal costs would be. “No surprises here!” was her message. But affordability for the client wasn’t helping her achieve her revenue and growth goals, because, instead of focusing on the high value she provided, she had inadvertently positioned her firm to compete on price. She was perceived as an “affordable” or “low cost” attorney, so what type of clients do you think she attracted? Ones looking for the cheapest attorney!

In her rebrand, we shifted the focus away from affordability and toward her “superpowers,” which were that not only was she a great attorney, but she also had years of experience in the software technology field. She was a self-proclaimed nerd who loved to work with innovative clients. And, she spoke “geek”... What geek doesn’t love a good superhero? Her superhero with superpowers persona was solidified when she and her new partner posed for some new professional branding photos and the photographer captured their superwomen-in-business-suits brand perfectly. Now, the duo is considered the go-to law firm for entertainers, creatives and technology companies in their community. Clients seek them out because of the perception that their firm can work miracles to solve their clients’ problems— to save the day. Prospective clients no longer think of them as the “affordable” attorneys who compete solely on price.

If you want your firm to be perceived so it strongly attracts your ideal clients (and just as strongly repels less-than-ideal clients), then it’s up to you to craft a marketing message before they fill in the gaps in their own minds about you.

MESSAGE EXAMPLES AND EXERCISE

John Morgan of Morgan & Morgan is good at this. John used his marketing savvy to create a nationwide personal injury firm with hundreds of attorneys and staff working for him, not only throughout Florida where he started, but now in several other states in the U.S. When I first became aware of John, he was a partner in Morgan, Colling and Gilbert, whose catch phrase was “For the People.” When Morgan, Colling and Gilbert split, John formed Morgan & Morgan with his wife, Ultima, and he took the now famous tag line with him. “For the People” clearly lets prospective clients know that Morgan & Morgan fights for the “little guy” against the big, bad corporations— like the grocery stores where they slip and fall, the doctor’s offices that injure them in surgery, or the companies whose trucks plow into them AND, most important, those companies’ insurance companies.

Personal injury attorney, Dan Newlin, one of Morgan’s competitors, just goes right for the big payoff with a slogan “Dan Newlin got me [insert high dollar amount].” His clients appear on TV sharing their stories, ending each one with “Dan got me X dollars! Thank you, Dan!” They are on billboards, too, with big grins and holding a check for the payoff amount he “got” them. Prospective clients know that if they hire Newlin’s firm, he will get them a big payday. That’s his promise. Note: he does have a “not guaranteed” results disclaimer on his advertisements in accordance with Florida’s Bar rules.

Tag lines, slogans, catch phrases and elevator pitches don’t always need to be about the money. Many attorneys might find it crass to talk about the financial gains they secure for their clients. However, I use these two examples from the personal injury world to illustrate a point: to stand out from the crowd of law firms in your town, then you need to differentiate your firm from the others. The best way to do this is to think about the outcomes you obtain for your clients and develop a message around them.

I know it will be challenging, but I want you to steer clear of some of the old tropes like “we will fight for you aggressively (or zealously)” or “we are compassionate and caring” or “we are trustworthy.” I once interviewed a secret shopper whose job it was to shop various law firms and hear their “messages.” Would it surprise you to know that 9 out of 10 law firms said nearly the same thing when she arrived for her initial consultation? If your prospective client meets with two or three other firms before they wind up in your office, do you think they’ll be able to distinguish your firm from any other litigator who will fight for their rights or represent them zealously? Are most family law or estate planning lawyers expected to be compassionate and trustworthy? Are those just baseline expectations? Who would hire an attorney who wouldn’t fight for them to win their case? No one. That’s the goal.

So how do you differentiate your firm? Start by putting yourself in your clients’ shoes. If you were hiring a family law attorney to help you with your stressful and contentious divorce, would you care if the law firm had a relaxed work environment where they brought their dog to work? Would that persuade you to hire them? Probably not. Thinking about what benefits you (a causal, relaxed and fun work environment) and using that as a marketing message will likely fall flat.

What if, instead, you focused on how it benefits your prospective clients if your firm culture is more casual? Perhaps your casual work environment could benefit your client because it makes attorneys feel more approachable and accessible— like you won’t talk down to them. Then you could say: “Never intimidating, always accessible.”

Or let’s say you are a virtual law firm. You could focus on the benefits to you of being virtual— like working from home, not having to fight rush-hour traffic, and setting your own off-beat schedule. However, the client really doesn’t care that being virtual is more convenient for you and your staff. However, you can still use this differentiator if you think about it from their perspective. How will it benefit your clients? A virtual practice also will save them time because now they won’t have to travel to meet their attorney face-to-face. Perhaps they can schedule appointments in a much more convenient way because you use an online appointment booking system to help them schedule a time for Zoom calls with you. Perhaps it will keep costs down because you’ve reduced your overhead (not that you must reduce your fees for this reason). Now, you can say to them “Virtual. For your convenience,” and share all the ways this will benefit them, and how it sets your firm apart from more traditional law firms.

An even more powerful message might be a picture of you, your non-traditional family and your family dog, with a slogan: “Because families come in all shapes and sizes,” which lets your prospective divorce client know you understand the transition they are going through and, thus, can support them in a way other divorce lawyers may not.

An estate planning attorney who also handles guardianship, elder law or probate, might talk a lot about “legacy,” but what if you took a different approach? What if you shifted your focus to tax savings or financial security for the last season of your client’s life? Few worry about passing along money and property to their adult children when they die, whereas most people a) don’t want to be a burden while they are living, b) don’t want to run out of money and depend on others, and c) don’t want to suffer or be abused by anyone as they become frail and more vulnerable. And yet, look around you at how many law firms focus on the importance of estate planning to leave a “legacy” to adult children. Is that really the most compelling message to attract your ideal clients?

Now, it’s your turn to create a compelling message for your law firm— one designed to attract only your ideal clients and to repel those who are not in your target audience. Start by writing down each of your practice areas, and what they have in common regarding the audience you serve and the services you provide. Ask yourself: What is the goal? What outcome do your clients desire most? What, specifically, do your clients want more than anything?

Do they want results quickly? How about focusing on how quickly you get started on their case and contrast that with how long it takes other attorneys to respond to their needs.

Do they want justice? And, what does justice look like…No jail time? Not being labeled a felon? Not losing their gun rights? How about suing a competing business and winning— making a large corporation pay for what they did to them. Is that justice? If most of your clients want justice, then in your message, that’s what you need to say you’ll get for them.

If your clients want to be made whole, then that’s what you’ll want to give them. How can you convey that in a way they know instantly that’s what you will do for them?

Remember to go back to your “why,” your core values and your USP. Focus on what you think will be the most compelling message to attract our ideal client, but also feels authentic for you and your law firm. You don’t have to do things the way everyone else does them, but you do need to be able to clearly articulate how the way you and your firm provide services sets you apart from others in a way that benefits clients.

Once you are crystal clear on the major outcome you provide, the way you provide it and how it benefits your client, and can articulate that in a few words, then we can move on to all the ways you can infuse your marketing materials with that concept.

If you are not good with distilling the outcomes you provide into an easy-to-remember and understand concept, then hire a brand strategist to help you. This is exactly the work brand strategists do.

A word of caution, though: you’ll want to be sure someone calling themselves a “brand strategist” is not just a graphic designer. Yes, your graphics like your logo and your brand colors are important, but the words come first. Your brand strategist should be able to help you with the process I just described and help you come up with the right words to express what differentiates your firm from others who offer similar services. This means, if they are not a professional copywriter, then they need to have one on their team.

Okay, now that you have a compelling marketing message, let's dive into content creation, which is simply a fancy way of addressing how we will get the message out to the world about you, your firm, the problems you solve and the unique way you solve them.




CHAPTER 7

Action 6: Create Your Content Plan

TURN YOUR MESSAGE INTO CONTENT

Once you are clear on your brand message, then it is time to get the word out to your network about your firm, services you provide, problems you solve, and the unique way you solve them. There are many ways to do this. You can advertise on television and billboards, for example. You can speak in front of live audiences of prospective clients and/or referrers. You can hire a publicist to help you get in front of the media, perhaps through guest appearances on television shows, radio shows or podcasts, or as a quoted expert in print or online articles.

One of the most affordable and effective ways to get in front of your prospective clients quickly is through social media. Social media platforms include websites like Facebook, Instagram, LinkedIn, Twitter and YouTube, TikTok and Clubhouse, to name just a few of hundreds out there.

Before we post on social media platforms, though, we need to think through what, exactly, we will post and why. Too often, I’ve spoken with attorneys who have attempted to grow their businesses through social media (or, more often, have been “thinking” about it but not executing) but they fail because they haven’t taken the time to create a plan for turning their brand message into meaningful content that will resonate with prospective clients.

To use social media as a tool for growing your business, then you must create a content marketing plan first.

WHAT IS A CONTENT MARKETING PLAN?

A content marketing plan sets out the content you will create (videos, blogs, memes, etc.), the running theme of that content (your marketing message and how you will articulate it), where, exactly, you plan to post that content (which social media platforms), and the frequency in which you plan to post.

A content marketing plan is also a great place to assign responsibility for execution. Once you have worked with your agency to develop your strategy, they can create a plan for your approval, and then help you with execution. If you are doing it yourself, you can use the model I am providing for you below to help you get started. However, most likely, you’ll quickly find that you’ll need help because the frequency and consistency required to effectively market services on social media and achieve results can be time consuming and difficult for a busy lawyer— especially when your efforts begin to pay off!

CONTENT MARKETING PLAN MODEL

Typically, I advise my clients to start with a theme AKA their marketing message, with a focus on one or two main practice areas. So, for instance, if you own a practice that handles estate planning, guardianship and probate, you’ll want to consider whether your ideal client for each of these practice areas is the same as others. Again, we are not talking about ALL of your clients, but the ones you’ve determined to be “ideal” based on the ideal client avatar work in Part I of this book. With these clients in mind, consider the questions you hear from them most frequently.

Continuing with our example, let’s say your Ideal Client Avatar (ICA) is a woman in her late 40s or early 50s with a family of her own, perhaps grown children and grandchildren, or children headed off to college. Maybe she has a spouse, or an ex-spouse and she’s remarried. And now, she’s not only responsible for taking care of her own family, but she’s responsible for her aging parents, who are in their 80s. What will be her most pressing concerns with which an estate planning, guardianship and probate law firm may help her? What keeps her up at night worrying?

You’ll want to list “frequently asked questions” of your ICA. I recommend taking a yellow legal pad, drawing a line down the center, numbering down the left side (to the left of that double, red vertical line) from 1 to 26. Title the left column “FAQs” and the right column “Titles.” Then, in the left column, list your ICA’s most frequently asked questions. Once you’ve got 26 questions, in the right column, write an article title that would answer the corresponding questions in the left column.

I’ve provided an example in Exhibit B, Content Ideas.
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Once you create a list for your most important practice area—the one that drives most of your revenue—then you will want to create another list for a secondary practice area that substantially drives revenue. So, in our example, we might create a similar form for probate, and write down questions the same ICA would ask about probate—perhaps for probating her elderly parents’ estates once they pass, how (and why) to avoid probate, or which documents are useless immediately upon death.

If you create 26 ideas for estate planning and 26 ideas for probate, you now have enough content ideas to get you through for A YEAR (52 weeks). What’s more exciting is that you can use this not only to write blogs (or, better yet, for your blog writer to write blogs), but the same content ideas can be reused to create videos, memes like “Tips,” and as topics for a podcast.

The key with these topics is that you’ll want to educate your prospect clients about “what” they need (#allthethings), and “why” they need it (because everything will be a mess if they don’t have it), but don’t spend time delving into the “how.” The answer to the “how” is “contact an attorney today, and if you want to call our office, here is our number.”

Also, you do not have to use the method I have described here. You also can share testimonials (if they comport with your Bar rules), client success stories (again, check your rules and get client permission in writing), your own stories in a way that makes you seems authentic and accessible to your prospective clients, and much more. That said, you do always want to keep in mind your ideal client and create content designed to help them make the decision to hire you and your law firm. Social posting for business is not about you; it is about your prospective ideal client and their needs, emotions and desires.

Okay, once you have a good, solid list of topic ideas focused on the “what” and the “why,” now you are ready to think about how you will execute. When executing we want to consider questions like these:


10 Questions to Answer Before You Post


	Who will create what content? (You may have to appear in videos, but you might hire a blog writer to write blogs, for instance, and a video editor for videos.)



	What type of content are you going to create? (written, visual, audio or video)



	Who will edit it, post it, make it look pretty? (Please, please, hire a professional, especially for videos and podcasts.)



	On what platforms are we to share the content? (The ONLY answer to this is “where my ICA hangs out frequently.” This is NOT about whether you love TikTok; it’s whether your prospective clients will be on TikTok. If your ICA is a 50-year-old woman with grown kids and elderly parents, is she likely to be on TikTok or Facebook more frequently?)



	Who will post it? (Hire a social media manager to do this for you. For what you make an hour, you should NOT be spending your time making memes and posting your business content on social media.)



	When are we going to post it? (During the best times to reach your ICA.)



	How frequently are we going to post it? (A whole lot more than you are thinking you should post because, although you may be tired of seeing your own content, I promise you other people are NOT seeing it nearly as often as you would think. I recommend you get comfortable posting and reposting the same content.)



	How can you post consistently and frequently without having to go onto social media every day yourself and post? (There are tools for this. And teams.)



	Who will monitor and engage with people commenting on our content? (On some platforms it may be you. On others it may be your team.)



	At what point do we advertise on social? (Once you’ve mastered consistently and frequently posting high-value content attracting convertible ICAs. And not before.)






Once you’ve listed content ideas and answered the above questions, now you are ready to commit your overall plan to paper.

PULLING IT ALL TOGETHER

When I’m preparing a content plan, I like to create subthemes to support my overarching theme. I usually choose five subthemes and repeat them month after month, sometimes mixing them up. So, one week, all my content may be around a subtheme of my main theme.

Let’s look to family law for an easy-to-create theme, and subthemes based on the P.E.A.C.E. acronym, in Exhibit C, Family Law-Themed Content Plan Sample.
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Once you get into the habit of creating content calendars, you (and your team) will move through this process quickly. You’ll notice in my example above, I chose a subtheme for each week and created content around it. Frankly, you can repurpose the same words into blogs, videos, meme or even a podcast if you have you own.

For example, if I were a small business attorney, I could write a blog about the entity options available to entrepreneurs who want to start a new business, describing the pros and cons of each. Then, I could create a video just on LLCs, explaining what they are and how people often mistakenly think they can just go to the state website, register them and they are done setting them up. I could get my graphic designer to create a meme mini slide show (called a carousel) for Instagram on the three to five must-have documents for a new corporation or an LLC. I could use the audio file from the video I created and upload it to my podcast. I could host a livestream on Facebook, Instagram or YouTube to discuss the pitfalls of DIY business formation. You get the idea.

You’ll also notice in my example I created “habits.” It’s my habit every Monday, I announce my Tuesday livestream. It’s my habit every Tuesday at noon, I host my livestream. It’s my habit every Wednesday I post a blog article or an episode of my podcast. Every Thursday, it’s usually a meme or a cartoon. Friday is a wildcard; no post on Saturday; and a video on Sunday. I wrote it this way so you could see an example of how you could do it to make it easy for you and your team so you aren’t recreating the wheel week after week, month after month. If you know every Tuesday at noon, you are going live to your audience of prospective clients and best referrers, then you can block that out on your calendar (plus whatever time you need to prepare).

TOP FIVE MISTAKES ATTORNEYS MAKE WITH CONTENT MARKETING

Most often attorneys:


	Feel a need to over-prepare. Remember, prospective clients can’t digest too much complex information at once, so keep it simple, keep it high level. Focus on the “what” and the “why” of the thing and not the “how.” The “how” is what they hire you for. You will tell them what they need or why they need it, and if they want to know how to do it, you’ll tell them to call your office to schedule an appointment.



	Try to do everything themselves instead of hiring experts in digital marketing to help them. You are correct: If you spend all your time trying to write blogs, edit videos, and design graphics, when would you have time for running your law firm, must less lawyering? I create A LOT of content for my business—and I have TWO agencies, a copywriter, and an executive assistant helping me. For example, the agency that handles my podcast helps me book guests, sets up the interview, grabs my audio and edits it, writes my show notes, creates the graphics for each episode, and distributes the final product to all my channels. If I tried to do all that myself, I’d never have time to work on my business growth strategy or to help my clients with their growth strategies.



	Overestimate how much of their content is being seen by others. The social media algorithms aren’t set up to show all your content to everyone on your friends or followers lists every time you send something out. Over time, your content is seen most by people who engage with it the most (those folks who “like” and “heart” everything). So, send out the same content more than once. Just because you posted a video one time does not mean you can never post it again. Post it on all your channels and post it repeatedly so it gets in front of different eyeballs. Do this while you are building your followers. You never know who is lurking there and not engaging. (There are many people like that on social media; you know who you are.) Those non-engagers are likely to be the ones who call you to book an appointment. I’ve had people follow me for years, rarely engaging, and then suddenly they pop up and hire me, seemingly out of the blue.



	Worry too much about what other people think about them, so they fear putting themselves out there. Here is my philosophy on that: your haters will not be your clients anyway, so what do you care what they think? I only worry about the opinions of people who pay me. Other people’s opinions do not pay my bills. They don’t pay yours either. Stop letting them take up space in your head. If someone makes a nasty comment on your content (and people will), delete, unfriend, block and move on with your life. You don’t have time for petty fights on social media, you have a business to build. Better yet, have a social media coordinator manage your comment threads so you never even see that nastiness to begin with. Also, remember, the Universe is vast. No one is paying as much attention to us as we would like to think. Other people have their own problems to worry about. Any negative comments they make on your posts are about them, not you. Say a silent prayer for their peace and get back to your work helping those people who are excited to be working with you.



	Overthinking the whole thing. I’ve just given you a very simple formula. Follow it, and let it work for you.





Now that you have a plan for producing content, let's talk about sales funnels. What are they? Do you need one? How do they work to help you grow your business?
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Part III:
Set Up Your Sales Funnel Objective




CHAPTER 8

Action 7: Understand Your Funnel Objective

WHAT IS A SALES FUNNEL?

To understand how we attract our ideal clients, we must understand how sales funnels work. Internet marketers would have you believe that sales funnels are a new thing that came along when internet marketing became a thing, however, that’s simply not true— sales funnels were around long before the advent of internet marketing.

A “sales funnel” is a metaphor for the journey a client takes, from the first time they hear of you and your firm, all the way to the point at which they hire you.

In between those two points, your marketing system is “warming them up” so future clients can get to know you and your firm, why you’re unique, and how you can help them.

How we move people through a sales funnel has changed over time but the goal of the funnel is still the same: to convert people who might be good clients from “I don’t know you” to “Hey, I feel like I know you, I like what I see, and, I now trust you enough to have a conversation about hiring you.” It looks something like Exhibit D.
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This buyer’s journey through a sales funnel used to be accomplished through means like in-person networking, where you would meet a stranger at an event and get to know a little about them (cold stage).

After that, you would invite them to coffee, perhaps lunch, or maybe to be your guest at another event (warm stage). Finally, if you thought they were a good prospect, you’d invite them to have a sales conversation (hot stage).

This sales funnel is a one-to-one model, meaning you are prospecting for clients by meeting with them one-to-one. Many people still use this approach but it can be slow going and not incredibly fun, unless you just love networking events.

Also, now that we are in the middle of a pandemic, people have, understandably, become quite reluctant to meet in person.
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One-to-Many Prospecting

The same objective can also be achieved on a larger scale using one-to-many prospecting. One-to-many sales funnels may start with you giving a speech to a group of people, writing an article for a trade magazine you know your prospects love to read, or advertising on television or radio. There are many ways to get in front of a lot of people at once in order to showcase your expertise and tell them about the services you provide and for whom you provide them.
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Often, where these funnels break down is in the follow-up stage. We think that because we went to a networking event, gave a speech, wrote an article or ran an ad, that we’ve done enough to get people to move themselves from the cold to hot stage, however, we forget that they must go through the warm stage first—and that it’s on us to provide a path from them to do so.

Email and social media have made follow-up so much easier. Now, we need not spend hours on the phone calling people who attended an event with us, asking if they want to have a conversation to “get to know each other better.” Instead, we can simply invite them to follow us on social media or ask for permission to email them.

Better yet, we can create an entire sales funnel online without ever having to present to anyone in person, incur the high cost of television advertising, or beg trade pubs to publish our articles. The internet and social media allow us to create an end-to-end funnel where we control the narrative and the buyer’s journey experience.

DIGITAL SALES FUNNELS

Today’s sales funnels are easy to understand but are often challenging to execute. There are three main reasons for this:


	People who lack internet marketing experience often don’t understand how they work.



	It’s strongly recommended that you hire a tech-savvy marketing team to help you because there are a lot of moving parts that require different areas of expertise. People who are experienced with the back-end set up of an online funnel most likely are not great graphic designers, marketers, or copywriters—and you’ll need them all for an effective online funnel.



	It takes time to build out an online funnel and many people quickly get frustrated and quit too soon. They throw up their hands and say “well, that didn’t work!” without understanding what pieces were missing.





SMALL LAW FIRM SALES FUNNEL EXAMPLE

So, what does a digital sales funnel look like for a small law firm? Well, it can take different forms depending on how much digital content you will provide and how detailed you want your funnel to be. Here’s a simple example: The prospect sees your videos frequently on their favorite social channel, and from there, they are led to your website to sign up for your email list in exchange for a high-value report or guide.

You send them weekly, high-value emails and when they are ready to act (ready to get divorced, need to probate a loved one’s estate, need to stay out of jail, etc.), you are top-of-mind, prompting them to call and schedule an appointment.
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This is a simple funnel you can set up yourself if you’re even a little tech-savvy. You can create videos right at your desk or from your phone and post them to social media. Each video could encourage people to grab your useful, informative guide from your website (make sure to provide a link so they can do so easily), then, using a low-cost bulk email service like Mailchimp or Constant Contact connected to your website, you could follow-up regularly via your e-newsletter so that you’re always top-of-mind.

Attorneys who’ve been in practice for a few years are at an advantage because you likely already have hundreds of past and current clients you can pull right from your case management software to create the foundation of your bulk email list. And, because they’re past clients, you should already have permission to email them.

In the first e-mail newsletter you send them, just let them know why they are receiving your email (because they have been your client, and you want to keep providing information they may find useful) and give them an easy option to opt-out of your list if they so desire.

A couple of caveats here if you’re based in the U.S.:


	Check your local Bar rules to determine who you can and cannot email. Generally, attorneys may email their past clients, current clients, attorney colleagues, family members and people who sign up for their list and consent to receiving emails. We cannot email strangers, friends or people who have not given us permission to email them.



	You must make it easy for people to opt-out of our list if they don’t want to receive emails from your firm. Most email services have this function built in because it’s the law.



	You must include your physical address. Also usually built into the service because it is a legal requirement.





The guidelines above are current as of this writing, however, privacy laws are ever-changing and current requirements should be verified prior to sending anything out.

If you are in Canada, Europe, or other parts of the world, or you are in the U.S. and intend to attract clients outside the U.S., pay special attention, as you may find that more stringent regulations apply to you.

Be aware, this book educates you on marketing options for your law firm. Nothing herein constitutes legal advice. You must read and understand all laws, rules and guidelines that apply to you and your firm.

WHY YOUR EMAIL LIST UNLOCKS HIDDEN GOLD IN YOUR CLIENT FILES

I’ve had many clients create and run an automated funnel that moves clients from social media to their website to their email list— a list that started based on their past and existing clients.

Each one has told me that after just the first few e-mails to their list, they have had old clients calling them with new work— all because they “suddenly” became top-of-mind.

Your emails need not be lengthy or complicated. In fact, they can be quite simple. A teaser of your newest blog post that prompts your audience to read the full post on your website or a few paragraphs coupled with a call to action inviting them to follow you on one of your social media channels will work nicely.

However, a nice header at the top of your email is helpful in reminding your clients who you are and what you look like. I recommend my clients create a header that goes at the top of each email they send to their list. It should include:


	The name of the newsletter.



	A statement to the effect of “legal news and information from X law firm.



	A photo of the law firm principle or a team photo (people LOVE to see other people’s faces).



	Your URL and phone number at the bottom of the header.





Although your phone number and physical address are likely at the bottom of your email already, also including this information at the top makes it incredibly easy for your prospects to find your firm’s contact information when they need it.

We want to make ourselves memorable and make it as easy as possible to connect with us in whatever manner the client chooses. The reason for this header is because a LOT of people don’t read emails, but many do save them with the thought that they’ll go back and read them later.

Even if they don’t read them week after week, you want to make sure they are seeing your smiling face in their inbox and can easily access your contact information when they have a need for services like yours, or want to refer a friend or family member.

We also want to make sure our emails provide valuable content. People often ask me: “Davina, why would anyone read an email from an X-type lawyer?” I recount a story told by one of my copywriting mentors when I asked him, “Does anyone really read any more?”

He said, “Imagine I wrote a book called Everything I love and hate about Davina. Would you read it?”, to which I responded, “Of course I would!”

When he asked why, I said, “Because inquiring minds want to know! I’d read it because it was about me, and I’d be interested to know what you think about me.”

“Exactly!”, he said. “We are our own favorite subjects and people will read voraciously about any subject in which they are deeply interested—no matter how long the writing is. For instance, if you loved mountain biking, you’d likely read any mountain biking magazine cover to cover. But, if you didn’t like mountain biking, you’d likely never pick it up. People read what interests them.”

I’ve thought about this as it applies to legal services clients. I do not know if you have ever been through a divorce, but I have. I can tell you, when going through a divorce, it’s all you can think about. You’re likely to spend hours on the internet researching all the issues surrounding it. You’ll want to know how it all works, how much it will cost you, what will happen with the kids, or how you can stay in the house and get the other party to pay for it.

It’s the same if your parents are elderly and now you must figure out how to take care of them, or if you own a small business and you’re worried about whether you are doing everything right to stay out of legal hot water. Similarly, if you are involved in an illegal venture, you will likely want to know what happens if you get caught so you can minimize your risks.

People need information— especially high-value information from a reliable source. Most likely, they will turn to social media or Google to find the answers first, which is why ensuring that you are there, in their faces, with those answers, or with answers to similar problems, is so important. If you are emailing them week after week with legal information that’s relevant to their lives, they’ll come to rely on you as the source of that information. And, even if they don’t need you at that moment, they’ll begin viewing you as an expert to whom they can refer people who do.

“But I don’t read emails, I delete them!”, you say.

You are not your client.

“But I don’t like to watch videos!”

You are not your client.

“But I don’t read articles!”

You are not your client.

For any marketing funnel to work, you must get crystal clear on your client, where they hang out (online and off) and how they make their buying decisions. And, you must not get it twisted: you are not your client, so don’t think your daily habits reflect theirs. I know a lot of attorneys who hate email, claiming it is the bane of their existence— I get it. My email inbox is slammed, too. I also know that I keep emails forever because I never know when I’ll have to pull something out of the archives in order to prove or disprove something.

When I need to make a referral, I think of people who email me first, then of people in my social media community. Also, if I don’t readily have your email or phone number, I’m probably not going to work too hard to find it. I’m more likely to move onto someone whose contact info I already have.

You may not think that way and that’s okay, just remember, not everyone thinks the way you do. Whole fortunes have been built on email lists, and it’s still one of the most popular, cost-effective marketing devices going.

GETTING POTENTIAL CLIENTS IN YOUR FUNNEL

Now that you’ve seen an example of a simple social media, to website, to email list, to consultation funnel, you can think about all the ways you can invite your prospective clients into YOUR funnel. Then, you can think about how you plan to warm them up, what action you want them to take, and how you want them to take it.

There are many ways to invite people into your funnel. We’ll cover those in more detail as we get into the channel. Most exciting, is that you can use multiple methods to get people to engage with you and to warm them up so they will hire you when they have a need.

Even better news: you can automate much of this process, including your intake process, which will help you prescreen clients, saving you hours of time and LOTS of heartache that often comes with working with unsuitable clients. And you can easily outsource management of your funnel to a marketing coordinator.

Keep in mind, the example I have presented here is just one of many types of funnels and you may have more than one funnel working simultaneously. In fact, I hope you do. But, if you have none right now, start with setting up one. Once you’ve mastered it and you’re getting results (you’ll know if you are or are not because you’ll be tracking the data), you can add a second one— you might even work your way up to adding a third. That said, you don’t need a dozen different sales funnels, you only need enough to create the amount of revenue you want to generate in your law firm business.

So, now that you understand sales funnels and how they work, let's move onto one of the most important elements of a successful sales funnel: a website that helps you convert promising prospects to ideal clients.




CHAPTER 9

Action 8: Create a Website That Converts

DO YOU REALLY NEED A WEBSITE?

The short answer is, Yes. I know some people just use their Facebook business page as a virtual home base, and if that’s you, I encourage you to pay attention to what I’m about to say: You don’t own Facebook, Instagram, YouTube, LinkedIn, or any of the other the social media sites.

Your website is the ONLY virtual “real estate” you own and control on the Internet. At any moment, the owner of one of the social media sites could make a change that could crash your business overnight, and if you solely depend on that site as a source of clients, you’re going to have a problem. I have seen it happen to many of my colleagues and it has also happened to me—LinkedIn once banned me for nearly six months with no explanation as to why!

None of these sites make it easy for you to discover why, correct the problem and get back on their site again. Any data you may have had there is gone— they own it and they could not care less about the negative impact on your business. You must invest in creating your own website, create an email list of prospects and referrers, and diversify your source of leads.

Think of your website as your virtual office. It’s open 24/7, and, if set up correctly, it will help you passively generate new leads and warm up potential clients.

12 LAW FIRM WEBSITE MUST-HAVES

Nothing annoys me more than when I see that a law firm owner has paid good money to have a website built for them and it’s missing a must-have, like:

1. An in-your-face phone number. People want to call your law firm to discuss how you can help them, so why are you making it so hard by playing “Where’s Waldo?” with your phone number? Put that thing prominently on every page. Make it easy for your prospective clients to contact you. Obviously, I am talking about a phone number for the law firm that goes to your receptionist or to a reception service, not your cell phone or other personal number. Also, check for additional requirements set by the Bar association in your jurisdiction. For example, in Florida, you must have a physical address on your website.

2. An alternate way for clients to contact you. Not everyone likes to call. Some people just want to schedule an appointment right from your site, so make it easy for them to do so. Allow them to schedule an appointment through a service like Acuity Scheduling, Calendly, or your case management system if it has such a feature. Block off times in your calendar during which you meet with new clients, then allow folks to schedule themselves into those slots. You can also add an intake form to the scheduling link that asks clarifying questions to help you assess whether this would be a good case for your firm. If you only do paid consultations, add a payment button. I don’t know about you, but I love online shopping… and I’m always so disappointed when I have to call someone instead of just arranging my appointment online.

3. An incentive for visitors (prospects) to join your email list. Write and design a short guide or report your prospective clients would find useful. Give them the information they are seeking when they come to your site.


How Much Information Should You Give Away?

I get this question all the time from attorneys who fear their prospects will “steal” their knowledge and go do it themselves. The truth is, the clients you want aren’t interested in becoming a DIY lawyer. They want a skilled and experienced professional.

The reason you want to give away information is that it’s one of the only ways, as an attorney, you can demonstrate what you do for clients. It shows them that you know the issues, you have a process, and you have the experience they need. You’re giving prospects confidence that you can actually help them.




4. Photos of you and your team. When I was in journalism school a hundred years ago, one thing they pounded into our heads was: people love to see people. That’s why we were instructed to include pictures of people with every story. Humans as a species are narcissistic— we like to see our faces in everything, plain and simple. 

If you want people to know, like, and trust you, start by letting them see your smiling face. On that note, a pet peeve of mine is attorneys who only want to show “fierce” faces. People want to know you are approachable and compassionate toward them— smile for goodness sake! Save the ferocity for the courtroom (especially if you are a litigator). Let opposing counsel think you are “sweet and nice”, right up until you are ready to surprise them with your badassery.

5. Blogs—and lists of all your blogs by category. “But people don’t read.” Not true. People read what interests them. Let me assure you that if someone is browsing your site, they are looking for information to help them solve their problem. The more you provide, the more confident they will feel about hiring you. Make sure that on your blog page, there is a sidebar that’s categorized by topic so that once they’ve finished reading the blog that brought them there (perhaps because you shared it on social), they’re sucked in by another topic that interests them. For example, family law attorneys could have articles under categories like alimony, military divorce, child custody, child support, parenting plans, timesharing, retirement distribution, property distribution, grey divorce, or collaborative divorce.


Pro Tip: Use laymen’s terms when categorizing. People don’t search “dissolution of marriage,” they search “divorce attorneys.” And nobody but attorneys use the terms equitable distribution of property and QDRO.




Blogs also help your site’s ranking on search engines by providing voluminous amounts of frequently updated content, something search engines love. They also allow you to naturally use a lot of searchable keywords. And, as I’ve said before, you don’t need write the blogs yourself— there are plenty of people who write blogs for a living, many of whom specialize in writing for attorneys. Some are even former attorneys themselves who no longer practice but love to write. If you’ve had a bad experience with one blog writer, don’t give up. Keep searching until you find the one that works for you and your firm.

6. Well-written copy that tells prospective clients why your firm differs from others and why they should hire you. Hire a professional copywriter to help sell your firm. Just ensure you double-check their work before it goes live to make sure they haven’t written anything that would violate the ethical rules in your jurisdiction (like maybe calling you an “expert” when you are not Board Certified which is a no-no in some jurisdictions).

7. One call to action on each page. You must have one call to action on each page of your website. A confused mind does not buy, so tell your prospective clients what you want them to do: click here to book an appointment now; call our office today to speak with an attorney; follow us on Facebook. Tell them the next step to take— don’t leave it to them to figure out because many people won’t.

8. Videos or podcasts. I know— you hate seeing yourself on video and you hate hearing your voice. I feel the same way. However, you can’t let that stop you from creating what you most desire: a sustainable, profitable law firm business that helps you fund the lifestyle you love. So, here’s my tip for getting over yourself and getting on with it. Shift your focus from you to your audience. Put yourself in their shoes. Feel their pain. What would it feel like if you’d just been injured in a bad car wreck and it wasn’t even your fault? What would you want to know? What would you feel like if your teenage son had just been arrested? Would you be thinking, “Wow, that woman looks fat on video?” No! You’d be thinking, “Who is the best attorney I can find to help me keep my son out of jail!” When you shift your perspective, your whole attitude towards videos and podcasts will change. And, when you see the results of consistently putting out that type of content, you’ll be happy knowing that you’re helping people, making an impact, and creating more for yourself and your family. There are many free resources on how to look, sound and feel your best on video, and on the equipment you’ll need to sound like a professional podcaster. Take a little time on a Saturday to peruse them and pick up a few tips. The more videos or podcast episodes you create, the more comfortable you will feel and, eventually, you’ll wonder why you were ever scared of it to begin with.

9. Video or podcast transcripts. The transcript of the videos or podcasts you create will help you move up in search engine rankings. Plus, they’ll help those folks who don’t like to watch or listen to videos but still want to skim the transcript for the information. There are services that transcribe your videos quickly and easily, so use them.

10. Your practice areas and a bio of each attorney. Yes, you need to write something about each practice area and you need a bio of each attorney. However, this information doesn’t need to be boring! Instead of listing your resume, tell your story of why you do the work you do—why is it important for the world to have attorneys like you? Again, focus on the needs of the client. Is it important for them to know you went to the University of Colorado in Boulder? Probably not. Focus instead on what happened in your life to make you think it was necessary to create a better law firm. Highlight your firm’s culture and touch on why you think it could benefit your clients. Perhaps you have a large team with a specific case manager assigned to each case from start to finish, so they’ll always have someone to call, even if the attorney is in court on another case.

Too often I’ve seen attorney websites that are unmemorable and indistinguishable from any other attorney in town offering similar services. You want to be sure your website stands out among them so after they’ve been searching Google for hours looking for the right attorney to help them, they’ll remember you!

11. A professional, current design that’s as intuitive and functional as it is aesthetically pleasing. Hire a professional designer that knows how to design websites for the client, not for their own need to create a “beautiful site.” Get them to show you samples of sites they’ve designed for other lawyers and professional service businesses. If it’s hard to distinguish one site from another, find someone else. You are looking for an artist, but they need to understand that the purpose of your site is to encourage visitors to act by calling your office and scheduling an appointment. Don’t be afraid to interview multiple web designers to find the right one for you.

12. A mobile-friendly version. These days, most websites are responsive, meaning the site will adapt to the device on which it’s being loaded. However, some sites will require some extra tweaking for an optimal mobile experience. For instance, my website, which was built on WordPress, uses a very popular theme. This theme is responsive, but we still had to adjust my header, for example, to make it work on a cell phone. My point in telling you this is that you need to make sure your designer has optimized your site to function equally well on a desktop, phone, or tablet. They also need to test it in multiple browsers to ensure it’s fully functional in each one.

Your website is a critical piece of your marketing funnel— it’s always there working for you. If you add a chatbot feature or a live chat service, it can even answer some of your prospects’ most basic questions and move them closer toward making an appointment with your law firm, or, at the very least, get them following you on social media, listening to your podcast, watching your videos, reading your blogs, and/or signing up for your email list.

A professional, well-designed, well-written website is one of the first significant marketing investments I recommend you make. If you are tempted to design your own to save money, you may. However, I only recommend this option if a) you are an experienced website designer and copywriter, and b) you are just starting your law firm, have very few clients, and have more time than money. This is a two-part test. You must pass both parts. If you have no idea what you are doing but figure you are smart enough to figure it out given enough time OR you have clients but you just want to save money, I want you to sit down and do some math. Calculate the number of hours it will take you to create the site I’ve just described times your hourly rate. That is the cost of you designing the site yourself.  You could be using that time to either get new clients or to bill for existing work and pay someone who likely will design it better, faster and for less money per hour.

SEARCH ENGINE OPTIMIZATION

Also, ask your web designer if search engine optimization (SEO) set-up is included when they design your site. It should be. What is search engine optimization? It’s what it sounds like: optimizing your website so search engines like Google, Bing, and Yahoo, will rank it higher than similar sites. There are several aspects to search engine optimization, and there are plug-ins your designer can put on your site to help ensure they are checking all the optimization boxes. This includes things like the length of copy on a page, titles on all your images, keywords your prospects might use to search for a site like yours, backlinks to and from other authority sites (like if you publish an article for the ABA, you’ll want to make sure the ABA links to your site from your bio on the article) and much more. Many people conflate SEO with Google AdWords or pay-per-click (PPC) campaigns. They are different. SEO is about optimizing your site, so it organically ranks high in the search engine. PPC (which with Google is called “Google AdWords”) is about paying the search engine money to create a top of the page ad to drive traffic to your preferred landing page. We will cover Google advertising in a later chapter. For now, it’s enough for you to distinguish between SEO (organic traffic) and PPC (paid advertising traffic).

SECURITY AND METRICS

Other plug-ins I highly recommend for your website are anti-spam plug-ins, security suites (which help prevent malicious attacks/hacking), metrics (something like Google Analytics or Monster Insights, so you can track visitor data to your site such as where they are hanging out and how quickly they leave the site or a page), and a plug-in that backs up your site. There are thousands of plug-ins available to enhance your site— everything from allowing easy posting and sharing of your content to compressing your site so it has a faster speed.

THE IMPORTANCE OF STAYING CURRENT

A word on outdated websites: I know you don’t think you should have to update your website design every three to five years. It seems like you just finished the last one! However, consumers these days are tech-savvy. If you are trying to convince them you are the best attorney in your area of practice in your geographic location, then you’d better look like it.

Old, musty websites that look like they were created in the 90s or even the early 2000s will not cut it. If you’ve been working as an attorney for more than five years, and you can’t afford to hire someone to redesign your first website… please, contact me— we need to talk. As for the rest of you, just plan to put this line item in your budget every three to five years.

WEBSITE MAINTENANCE

Last, ask if your website developer offers maintenance on your website. If not, you must have someone on your staff assigned to maintaining it, which involves ensuring it is being backed up (and understanding where it is being backed up), and periodically running updates. It’s easy to run updates, but it may change the look of your site if it’s a significant update, so always make sure you back up your site before you run updates, and check your site afterward to see if anything changed. To give you an example, I’ve run updates and then discovered it changed a font throughout my site. So, we had to go in and correct the font in every affected area. These things happen, but it is critically important to run updates, because, that’s often where security breaches can occur.

I won’t get into domain names in this book (because most of you likely already have a domain and, even a website) other than to say you need not buy up a bunch of clever domain names and point them to your site. You do, however, need to use the name of your law firm because if folks are searching for your firm, specifically, you want them to find you easily.

You also need to keep it as short as you can and easy to remember. Also, use .com as the extension not .net or .org. You are a commercial business, and your URL should reflect that. You can use .legal now. It’s supposed to be only for lawyers. Most people, however, will expect “.com”, or, at least “.co”.

I know that can be hard if your law firm name is common, so you most likely will need to come up with several versions of your law firm name before you shop for domains. Your web developer can help you with this, and help you select your hosting company.

Once you have a website you love, one that communicates why you do what you do, the unique value your firm provides to its clients, and a strong call-to-action (book your appointment now!), now it is time to begin driving traffic to it. There are numerous ways to do this, which we will delve into in the next section.




CHAPTER 10

Action 9: Select Your Distribution Channels

WHAT ARE DISTRIBUTION CHANNELS?

To generate high quality leads for your law practice without ever leaving your desk, it is important you select the right distribution channel. I’m using the term “distribution channels” because these channels, or platforms, are to be used for distributing your content and to prompt people to engage with your sales funnel (though we won’t tell them that in so many words). However, there are one or two other options for generating leads you can easily set up in a few minutes from your computer and that don’t require you to distribute content, so I’m including these as well.

What I’m not including in this list of distribution channels are more traditional forms of marketing and advertising, like direct mail, television advertising, billboards or bench signage, radio advertising, print ads, public speaking to live audiences, or in-person networking. You can rent a billboard or have a print ad published without ever leaving your desk, however, our focus in this book is leveraging online marketing, which can be more budget friendly. We’re also looking to do more than just build our brand. While that is a consideration, we want to more directly address our prospects so they are not only compelled to engage with us through our channels, but to take action to hire us. We want to be ubiquitous so that we’re always top of mind when it’s time for them to hire a law firm. That said, if television ads and billboards work for you, I encourage you to do what works. Personally, I find public speaking to be a highly effective method of attracting clients, however, in the age of COVID-19, I don’t know about you, but I don’t plan to go to any large in-person gatherings soon. Besides, many conferences have been cancelled for the time being and frankly, I’ve found I can speak to a much more qualified audience with a whole lot less hassle and expense by simply flipping on my desk camera or talking into my microphone and posting to my podcast, so why travel anywhere to speak unless it’s an awesome place to go?

One housekeeping note before we dive into the distribution channel options: I have ordered this list alphabetically rather than in priority order because I wanted to make it easy for you to skip to the sections you want to read and skip the ones that don’t interest you. Also, I don’t think there is a one-size-fits-all marketing mix. I think we each need to decide for ourselves what is right for us. At the end of each option, I’ve provided a checklist to help guide you in deciding which options are best for you and which ones there is no way in hell you will ever do. These checklists are not the be-all-end-all but merely some ideas to get you thinking.

And, I want to let you off the hook here for a minute and tell you: you don’t need to #doallthethings. Seriously. Start with one or two good options for you and execute them consistently and persistently. Once you’ve mastered those marketing techniques, you can add another. If after six months, you are not seeing the benefit of a technique, try something new. You may do whatever you choose BUT you do need to give marketing time to work. Even lead generation services take time to yield fruitful results. Keep your eye on the prize and play the long game. Your goal is to build a sustainable, profitable law firm business, which means a steady flow of ideal clients coming to you month after month, year after year. Don’t get discouraged if it takes a while to prime the pump.

Lastly, I’ve culled this list to include methods I know work, because they worked not only for me, but for clients. I’ve left off ideas like sending thank you notes or gifts to clients because, in my mind, those aren’t really business development activities, though they may have that side benefit.

Thank you notes, gifts, texts, emails and phone calls all are important for relationship building and I do recommend clients do this. In fact, I even mention it as one of the elements of the 5-4-3-2-1-1 method discussed earlier. However, thank you notes and gifts of appreciation are about putting kindness and thoughtfulness out into the world, not strictly about business development. Do so with a grateful heart, and you’ll be surprised what comes back to you!

Now, are you ready to pick your marketing mix? Let’s get started with a discussion of each of the distribution channels available for you to relay your brand message to your target audience.

ADVERTISING

For most attorneys, I recommend you do not start your marketing with advertising. Usually, other methods will come first. As you perfect your marketing message and your ideal client avatar, then it may make sense to bring advertising into your mix.

Also, since the book is for solo and small firm owners who want to grow their law firm businesses but may not have a large budget right now for advertising, I will not delve into advertising through television, radio, billboards and other traditional advertising platforms as these can be much more costly than online advertising. If you are at the stage where you can advertise using those platforms and it makes sense because of your target audience, go for it!

Again, it’s important to consider your practice area, your geographic location and your market. Some of my clients use billboards, but the ones who do tend to be in smaller communities where billboards are more affordable.

Television, radio, billboard advertising and the like (bus benches and local magazines, for example) are less targeted and more about visibility and awareness of your brand to the community at large in hopes that the people you are targeting will see them frequently enough that they will remember to call your firm when they have a pressing need. These can be highly effective for personal injury lawyers, for example, whose client can be anyone and is triggered by a sudden, unpredictable event like an accident.

Direct mail advertising is a bit more targeted in that you can identify specific zip codes, but still, it’s a much more scatter-shot approach than the online advertising methods I’m about to share with you. Also, since direct mail is not effective unless you mail to the same people frequently, repetitively, and consistently (some say it takes up to nine touches for your message to get into people’s consciousness), you would likely need to make a significant investment before you see results.

If you can’t mail to the same zip code more than one or two times, don’t bother with this method. It’s the repetition that makes it work. Also, if you choose to embark on a direct mail campaign, be sure to check your Bar rules. Personal injury attorneys, in particular, may not be allowed to contact those recently injured in accidents within 30 days of their injury without running afoul of Bar rules prohibiting solicitation. You’ll also likely need to submit your ads to the Bar for approval, which can be an added cost and time drain. And, don’t forget postage when you are calculating your investment. Companies who handle direct mail for clients have the ability to create direct mail designs that can be mailed in bulk with the postage included, so do your research if you decide to go this route. One advantage of direct mail is that not nearly as many companies are using direct mail now, so those who do are likely to stand out a bit more. Still, it may not be worth if for the return. You’ll have to evaluate that for yourself.

Personally, I prefer online marketing because of its ability to dial in to your target audience with greater precision. Ads on search engines like Google and YouTube, and social platforms like Facebook and Instagram, allow you to precisely target your audience to match your ideal client avatar instead of using zip code targeting like traditional advertising methods.

The targeting of online advertising helps to reduce waste and increase lead generation likely to result in a client that matches your firm’s ideal client profile.

Is it perfect? No.

Will ads on these platforms result in some leads that don’t match your desired target? Most likely.

But for my money, online marketing is well worth the investment.

Also, consider your prospective client’s journey to you. Perhaps they have heard about you before they have a need, perhaps not. After asking friends and family members for a referral (often through social media), your prospect is likely to search for an attorney in a search engine. According to the latest data from SimilarWeb, a company that ranks the popularity of web sites, Google search engine is the most popular site in the world with some estimated 60.49 billion site visitors a month compared to the next search engine in line, YouTube, with 24.31 billion visits a month, and Facebook, a social network, with 19.98 billion monthly visits. As of December 2020, Twitter had moved up to fourth place, followed by Instagram, and then Baidu (a Chinese search engine).

What this tells me is that most people in the world use Google to search for what they need. At least almost 60.5 billion a month do. Yahoo is way down the list at number 12, LinkedIn is at 27, and Bing is at 31. So, to go where your audience is likely to look for information about how to solve their problem, focus first on Google advertising (in addition to search engine optimization (SEO) which is NOT advertising), and then, perhaps, YouTube and Facebook.

That said, online advertising is only as effective as your ability to create ads. Unless you are already a professional marketer with a proven track record of writing compelling ad copy and a Google certification in Google advertising, I highly recommend you farm out to the professionals. Learning the ins and outs of advertising on Google, YouTube and Facebook takes an investment of time, energy and money. You do not need to, nor would I advise you to, invest your resources in learning to do it yourself. Frankly, if you cannot afford to pay someone with more expertise to handle this task for you, you likely are not ready to invest in the advertising fees. While you could learn to do it yourself, if you are running your own law firm, you need to ask yourself if this is the best use of your time, and if you’re really qualified to get the type of results you need.

If you charge $250 to $400 and hour and you take 40 hours to learn a new skill, and then you are continually responsible for updating, refreshing and tweaking your new ads and data tracking at, let’s say, 5 hours a month, is that really cost effective for you in the long run? Or would it just be better to hire a pro who likely can do it for less and get better results for you. To learn more about advertising on Google, I invite you to grab Wealthy Woman Lawyer® free report: Google Ads Insiders’ Report for Law Firm Leads on Autopilot: Stop Making These Mistakes and Start Making More Money with Google Ads. (www.wealthywomanlawyer.com/googleinsider/)

When it comes to online advertising, the question I hear most from women law firm owners is: “Should I advertise on Google, Facebook or Instagram?” My answer is: “It depends.” (You knew that was coming.)

Generally, I’d say go with Google or Facebook over Instagram simply because the popularity of the first two greatly exceeds the third. However, if you are getting most of your clients from Instagram, it may be worth advertising there. Remember, the key to advertising is to be where your ideal clients are when searching for solutions to their legal problems.

Based on my own experience advertising on Facebook and Instagram, I had almost no results from Instagram, and Facebook turned out to be a clear winner. Part of the reason, though, is that I have a larger and more organically engaged audience on Facebook, as I have been working Facebook since around 2007, while I’m a relative newcomer to Instagram. Others—clients, colleagues and friends —have had good results from Instagram, but that is where their audience is and where they have invested the majority of their time and energy in growing their following.

One thing I caution you against is giving in to that temptation to “boost a post” on Facebook. If you advertise on Facebook, use the ads manager (and, preferably a professional with experience in running Facebook ads) to run campaigns with a specific call to action. That post-boosting feature is just to make folks feel like they are getting more exposure and to put more money in Mark Zuckerberg’s pocket. Yes, regular ads do that, too, but at least they also will put money back into your pocket, whereas boosted posts likely will not.

My preference for most attorneys is Google. Google ranks all the pages on the web in order of popularity based on a specific criterion (algorithm) it has developed. If you want to “rank” on Google so you appear on the first or second page, you need to pay attention to search engine optimization (SEO), which simply means that your web pages are “optimized” so they are more likely to rank higher in the search listing. About 90 percent of searchers choose organic listings—those pages that rank highest in a search but are NOT paid advertisements.

The issue with SEO on Google or any other search engine/page ranking services is that there are millions of pages on the web in just about every category you can name—and there’s always somebody able to optimize their site a little better than you. How can I know this? Because there are companies that get paid BIG DOLLARS to make that happen. Unless you are a multi-millionaire, you probably aren’t paying someone to keep your site optimized on a daily, much less an hourly, basis.

If you aren’t ranking on the first or second page of Google, it’s not likely your prospective clients will see your site, as most people don’t search past the first page. You should always rank on the first page when someone searches for your name or your firm’s name.

You can imagine the results of searching a popular category like “attorneys” or “lawyers.” Even if you narrow it down by geographic region, you likely will only see the big players as they are the ones who’ve paid top dollar for search engine optimization AND for advertising to drive users to search specifically for their firm.

For those whose pages are unlikely to appear organically—and there are many of us—Google has a solution. It’s called Google AdWords. Basically, you can PAY to be listed on the first page when someone types in your search criteria. When you pay for ads on Google, it also will boost your organic listing.

Don’t get too excited just yet, though. First, Google is not doing this out of the kindness of its artificial heart. Advertising is how the company makes its money. Hey, nothing wrong with that. It’s called capitalism and a free market economy.

Second, it’s not inexpensive to advertise on Google, particularly in popular categories and for popular searches.

Simplistically, the way it works is: The advertiser (you) pays every time someone clicks on their ad. The ad is called a “sponsored link.” The advertising system is called pay-per-click, or PPC for short. (Note: PPC and SEO are not interchangeable. They are two different things, though many law firm owners conflate them.)

Here’s where it gets tricky: the advertiser is bidding against other advertisers for the popular words (called “keywords”) and phrases (“keyword phrases”). The more advertisers bidding for the word, the higher the cost of the word and, ultimately, the ad.

If the words are not very popular, you may be charged only a few cents every time someone clicks on your ad. However, if the words are highly popular, the cost to you could mount quickly. For example, one of the most frequently searched words and, therefore, one of the most popular and most expensive words, is “insurance.” Every time a searcher clicks on your ad for insurance, you could be paying about $50.

If you are thinking “Well, $50 bucks isn’t bad,” imagine were thousands of people clicking on that ad. If 100,000 people clicked on that ad, the insurance company advertiser would be paying Google five million dollars!

And, if you are now thinking “Well, they (the insurance company advertiser) will make that back from all the people who are buying insurance after they click on the ad,” you are making a critical logic error. Just because they are “clicking” on the ad, doesn’t mean they are buying insurance. Maybe they are just browsing and thinking about buying insurance. Maybe they are trying to do some research and get quotes so they can buy insurance from someone in their local chamber of commerce. Maybe they clicked the wrong thing…

That doesn’t include the cost of the services of the ad specialist who wrote the ad and manages your ad campaigns.

If you think you will save money by doing it yourself, don’t bother with Google advertising. Just go wad up some cash and burn it in the backyard. It’ll be cheaper that way. Google AdWords Express was created for DIYers. So far, from what I have seen and heard in conversation with others, the old adage “you get what you pay for” comes into play here.

Even if you think you are a good writer, if you do not have the skills, training and experience to write advertising copy for the internet, you should not be writing your own ads. This is a very specialized area of expertise and good Google ad copy writers are worth every penny because they write ads that actually convert—and should be able to show you analytics to back that up.

To indicate to you the costs for Google advertising for lawyers, one of my law firm clients in a Midwestern regional market (small-town America) pays a search engine optimization company who regularly writes and updates their PPC campaigns about $2,000/month. In addition, their Google ad spend is about $3,000/month. So, they spend about $5,000/month total on Google advertising.

It works for them because they are:


	Laser-focused on one niche (criminal law, particularly DUIs and drug offenses).



	A big fish in a small pond (an award-winning firm with 30+ years in their market).



	Regionally focused with outside advertising that raises awareness of their firm.



	Able to make back that monthly spend with just one case.



	Marketing savvy. (They’ve been tracking leads and ROI long before it was cool. They know exactly where each client heard about them.)





Perhaps “attorney” or “DUI attorney” or “divorce attorney” are not as popular in your geographic area, though.

Besides the top sites I have mentioned, you could also advertise your law firm in various attorney-specific directories like nolo.om, lawyer.com, avvo.com, and findlaw.com, and justia.com com to name a few.

Some lawyer lead generation services offer to send you leads at a cost-per-lead and others are simply annotated and higher ranked positions in their online directory for a fee. You’ll need to do the research yourself to determine which is right for you, and whether using an attorney referral service in which you pay for leads is permissible under your local Bar rules.

I cover these services in greater detail in the next section. For now, I’ve added a list of questions you should ask yourself if you are considering adding online advertising to your marketing mix.


Should I Add Online Advertising to My Marketing Mix?

Key Considerations:


	Do I need to get the phone ringing without my daily involvement in marketing and keep a steady stream of clients coming in the door?



	Can I afford to hire a professional to help me create and manage my online ads?



	Do I have a monthly amount I can allocate to pay for online advertising?



	Do I know how my prospective clients think about finding a lawyer like me to hire to help them with their legal issues? Are they Internet savvy? Do they have access to the Internet? Do they have cell phones?



	Have I maximized other lower-cost marketing opportunities like content marketing and social media marketing?



	Can I track the leads I generate so I can assess whether I am making moneys and getting the types of clients I desire from my advertising?



	Do I have the patience and resources to weed out prospects who may be less than ideal?








ATTORNEY REFERRAL SERVICES AND DIRECTORIES

If you need to get your phone ringing fast, this will do it. Whether you sign up for your state bar association referral service, your local county bar association referral service, a paid referral service, or some combination of the three, an attorney referral service is one of the fastest ways to get people who need an attorney calling your office.

The way attorney referral services work is that the service does the marketing for you. Many people seeking an attorney are likely to search on the Internet or to call the Bar or Legal Aid. When they search, they’ll likely find on the first page, depending on their search terms, attorney referral and directory services like AVVO, FindLaw, Justia, Lawyers.com, Legal Match, Unbundled Attorney and more. When you search for just about any attorney in your state and area of practice, you’ll find at least one service on the front page, usually more. Why? Because they have the resources to buy up the keywords the public will use to search for a lawyer in that area.

Here’s what you need to know about attorney referral and directory services. Firstly, the difference between an attorney referral service and a directory is that the directory sells listings in its, you guessed it, online directory. Justia is an example of this, as is AVVO. Most of these services have a free listing you can “claim.” You simply go in and fill out your profile or listing with all the requisite information. Now anyone searching for an attorney that lands on one of these sites may see your info and call you.

That’s not going to help the directory service make any money, so what they will do as soon as you fill out the listing is call you and try to get you to upgrade to a paid listing in their online directory. The paid listing will increase the prominence of your listing so the people visiting the site looking for an attorney in your practice area and location will see your listing first (along with other attorneys who have paid for a premium listing).

As a premium (paying) customer, you might be listed first in their directory, or your listing might be highlighted with a different color, or you might be placed in the right sidebar, so you stand out more. None of this guarantees you calls, though, only that you’ll stand out more than others.

The issue with paid directories is there is no guarantee that prospective clients will call you. Basically, you are paying for an advertisement and, as with all advertisements, it’s a crapshoot. Your prospective clients might call you. If you have money to spare and the cost is negligible (a couple hundred dollars a month), then, sure, get the premium listing because then you are more likely to be selected over your competition. When you consider the big picture—that you are growing a multi-million-dollar revenue-generating law firm—$200 a month is negligible. How many clients a month do you need to acquire from the directory source to justify $200? One. Less than that, really.

However, if you are operating on a tight budget, your marketing dollars may be better invested elsewhere, like perhaps the help of a social media manager.

One client of mine reported terrific results from a paid directory service, but she went all out and had them design her website, handle her search engine optimization and create a premium listing. She also paid a relatively high monthly fee for that bundle of services, especially considering she does not own the website, they do. So, if she ever stops using their service, she must spend money to have a new website created. But, it was NOT a high fee when you consider the annual gross revenue she generates from this service alone, which is close to half a million dollars. Now, around $700 to $1000 a month doesn’t seem like so much to rent a lead-generating website, does it?

Whether or not you invest marketing dollars with a directory service, I encourage everyone to fill out just about every free listing they can on the internet. Claim your profiles. Complete them. It will help you dominate the first couple of pages of Google (and other search engines) when they search your name.

Plus, you never know who might see you and decide you are the attorney for them and call. I’ve known of some attorneys who’ve gotten calls from Yelp, even though Yelp is just a general listing service and not attorney specific. One of my best clients came from a random listing on a non-lawyer related site, and I’ve gotten clients from my free listing on AVVO and from other listing services. In fact, even though I am no longer actively practicing, I still receive referrals from my AVVO free listing.

Will you get calls from the services asking you to advertise? Yes, you will. It’s their business and it’s their job. So what? Let them do their job, and politely tell them “no” or “not today” if it’s not what you want to do right now.

Now, about referral services. Referral services are a different animal than listing services. With a referral service, the service is receiving the request from the client for an attorney in your area, and then they are then sending your contact information to that client, so the client is encouraged to call you.

Note, however, the services might be exclusive, meaning the client could be sent the names and contact info of multiple attorneys in your area. (Some services say they are exclusive, and you can lock in a category in your geographic location, locking out your competition.)

Alas, here are some complaints I have heard (and experienced myself) with some of the attorney referral services out there:


	CONTRACTS. Some will try to lock you into long-term contracts—up to three years, even, before you even know if the leads are any good. Don’t do it. It’s tough to get out of these even if you are not seeing the type of results you thought you would.



	LEAD QUALITY. Sometimes the quality of the leads is crap. They may not be leads for your particular practice area. They may not be qualified leads, meaning the people calling may be seeking free advice, not an attorney to represent them in their matter. The people calling may not be able to afford your services and could have no idea what an attorney will cost until they speak with you.



	FREE CONSULTATIONS. Many services require (and promise) a free consultation, so you might give away hours of your time to unqualified leads. It might seem like no big deal at first but that time and loss of income will add up.



	EXPENSIVE LEADS. Leads can be expensive and add up quickly. Some services charge $45 to $50 per lead, whether or not you can convert that lead into a paying client. It can still work out for you if you are really good at converting and you are permitted to charge what you want. But, it also can go the other way if you haven’t worked all that out from the start.



	LOW ROI. There may be too many leads, which means the bill runs up quickly, but the leads may not be qualified or your ideal clients. You spend all of your time answering calls, answering questions (for free) and then not getting any real paying clients.





Still, I wouldn’t throw out attorney referral services from your marketing mix. If you are just starting on your own and need to get your phone ringing, attorney referral services can do that for you.

Even if you only convert one or two clients out of all the leads they send you, you’ll make money. Even if you have to pay the Bar association a percentage of the fees you earn, you’ll make money. Plus, you’ll learn how to conduct consultations (sales conversations) with a potential client. You’ll learn how to ask them questions to get to the heart of the matter quickly. You’ll learn client control.

Just don’t sign a long-term (over three months) contract. Pay close attention to the leads you are getting. Call immediately if you find you are getting leads not in your specified practice area or location and asked for a refund on those leads. Demand better leads. If the service has a script or tools to help you convert leads, use them. They work.

Keep working your other marketing strategies to attract more of your ideal clients while you are converting and servicing these less-than-ideal leads.

Lastly, approach these services with a positive attitude. The first adoption case I got was through the Florida Bar referral service. It was the most money I’d made on a case until that point, and it was a challenging case that taught me so much about how to be a good attorney. Plus, I still receive an email every Christmas with updates about the child from his adoptive mom and a “thank you” for helping to create a family. How does it get any better than that?

One last word about attorney referral services: Do check the Bar rules in your jurisdiction before you decide whether an attorney referral service is right for you. Some jurisdictions (like Florida) have strict rules regarding attorney referral and lead generation services.


Should I Add Attorney Referral Services and Directories To My Marketing Mix?

Key considerations:


	Do I want to get the phone ringing quickly and consistently?



	Do I want to maximize my internet presence without spending money on direct paid advertising?



	What do my Bar rules say about attorney referral services?



	Do I have the confidence I can convert at least one or two clients from all the leads generated to cover the costs of the leads and more?



	Do I have a system set up to help me manage all the phone calls and intake so I can focus on the work that needs to be done?



	Do I have a way to track the value per matter of matters generated from direct lead sources and weigh that against the cost of the leads?








BLOGGING

“I hate blogging. Don’t ask me to blog because I never will.” That’s how the first conversation started with a new client back in 2014. My response to her was: “You don’t have to blog if you don’t want to. There are many other ways you can market your practice.” I then wrote and published a blog about several other ways to market a practice besides blogging. True to her words, she never did write a blog, nor did I ask her to.

Blogging— writing an article and publishing it on your website— is not for everyone. But, if you love to write, and understand how to write for your audience in order to break down complex legal concepts into terms a lay person can easily understand or you can hire someone to do it for you, blogging could be an excellent choice for your marketing mix.

Blogging helps you accomplish several marketing objectives at once. First, if you blog consistently and post these blogs on your website, you’ll create a content-rich website that potential clients will love. Prospective clients visiting your site should be able to find answers to many of their general questions. You want to give them enough so they feel you are a credible expert in your practice area and a trusted advisor with whom they can feel comfortable discussing the particulars of their case.

Blogging can also do wonders for your SEO because you’ll repeatedly and naturally use top keywords and phrases within your firm’s areas of expertise. Search engines give higher ranking to sites with your preferred keywords when the sites are organically populated with them (as opposed to “stuffing” keywords into a site just to get it to rank).

Also, Google and other search engines favor sites that 1) have significant content on the topic about which the site’s authors purport to be experts, 2) publish new content frequently, and 3) publish new content in a consistent, predictable manner. These factors tell the search engine algorithm that the site is legitimate, authoritative, and likely to be around for a long time.

Besides serving as a rich resource for prospective clients who find your content through searches, and as a determining factor in high page rank, blogs, when shared on social media sites or sent out to your email list, also help attract traffic back to your site.

Here’s how it works:

Step 1: You write a blog and publish it to your website.

Step 2: You write a status update on Facebook, LinkedIn or some other social site, with a link to your blog, which is on your website.

Step 3: You share the first part of the blog in an e-mail to your past and current client, with enough content to entice them to read the entire article and a link to the full article on your website.

Step 4:  You republish the blog on other authority websites (where permitted) as a guest blog with a bio that links back to your website.

Step 5: You repurpose the blog content into other formats (like videos or podcasts) and share that liberally.

You could even take it further by turning your most popular blogs into sponsored (paid) content on various social media sites. This, theoretically at least, will boost your blog’s exposure driving even more traffic back to your website.

Couple well-written blogs shared in multiple places with a lead-generating website designed to make it easy for prospective clients to call you when they need help and you have a winning marketing mix.

Here are a few tips to create a blog to market you law firm business:

1. Know your purpose. Blogging for marketing differs from blogging as a form of personal expression. Lawyers who do not understand the difference could wind up in hot water with the Bar rather quickly. That’s not to say you can’t or shouldn’t share authentic stories about yourself and why you do what you do. Just understand that a different tone may be required when using your blog to promote your law firm business.

2. Start with a plan. The most effective blogging strategies start with a content plan, which includes the topics you’ll write about, when they’ll be published, who will write them, how long they’ll be, and where, how, and how frequently they’ll be shared.

3. Nix the legal jargon. Blog writing must be straightforward, without jargon and legalese. Many attorneys write as though they are writing to other lawyers and judges instead of writing for their prospective clients. Just because you are a good legal writer, does not mean you will be a good blog writer. It’s important to understand that writing a blog is as different from writing a legal brief as it is from writing a short fiction story.

4. Select an experienced blog writer to help you. Legal blogging is not easily outsourced to non-lawyers. Attorneys who have hired me in the past to write their blogs have done so because I am an attorney. They need not explain legal ethics and rules, nor should they explain the law. Some have told me about hiring non-lawyer writers and made statements like, “By the time I explained the law to them, I could have just written it myself.” If you want and need to hire out blogging, however, don’t get discouraged. I’ve noticed over the last few years more blog writers are specializing in writing for attorneys. Many are even attorneys themselves who are particularly good at blogging and love to write about the law. Upwork is a good place to start if you are looking for a blog writer. Several of my clients have successfully outsource to writers they’ve found on Upwork.

5. Once you start, be consistent. Consistency is key to blogging, and that can be difficult for busy attorneys who may blog when they have “down time,” but then can’t keep it up as their schedules get more hectic. One of the best solutions for this is to create a blogging bank where you write several articles at once and then set up an automated system to trickle them out. Another option, as I’ve mentioned, is to hire it done. After you are sure the writer you hired can write the way you require, have them writer several articles at once so you can get ahead of the game.

6. Write for both the search engine and your prospective clients. Did you know that Google prefers articles that are at least 1,500 words? I know I was surprised to learn that because I think people’s attention spans are getting shorter and shorter. However, the thinking behind longer articles is that anyone can write a short, 300-word article, but it likely won’t be of much value. A lengthier piece, on the other hand, will likely require a bit of deep thought, and maybe even research, making it more valuable content. As a general rule, any blogs or articles I write for the internet, whether on my site or as a guest blogger, are about 1,000 to 1,500 words. Most land around the 1,200-word mark.


Pro tip: You must have at least 300 words on a web page for it to be considered “optimized” for search engines.




7. Use subtitles, bullets or numbers to break up long text and help the skimmers. I love to use subtitles and bulleted or numbered lists to help make my content easily digestible for the reader. Most of us are so inundated with information, we are likely skimming a lot more than reading. We want the highlights, the gist, so give us that. Also, when you write lists in an article (for example, 7 Ways to be a Better Blogger), then you are making it easy for your social media manager to repurpose your content, perhaps as a carousel on Instagram.

If you love writing, you are good at it, or have other people in your firm who are good at it, or you can outsource it to a good legal blog writer, then blogging may be for you. The benefits are worth the effort to explore this as an option for your marketing mix.


Should I add BLOGGING to my Marketing Mix?

Key considerations:


	Do I like to write?



	Am I a good writer and can I learn the blog-writing style?



	Am I willing to create and implement a blogging plan?



	Do I have a plan for continuing to implement the blogging plan when I get too busy to?



	Are there other people in my firm who can help with blogging?



	Can I outsource it to a good legal blog writer?



	Am I willing to commit to blogging for a long period?



	Do I understand how to implement and automate blog publishing and sharing or hire someone who does?



	Do I have time to supervise and monitor the process if I outsource it or is there someone on my team who can?








BOOK WRITING AND PUBLISHING

In today’s digital world, we no longer have to wait on some anonymous editor in New York City to read, and then accept or reject our book proposals. We can write and publish our own career-boosting books, getting them into the hands of our audience when we desire.

Books, whether printed, in digital format, or both, are still one of the best ways to elevate your credibility and authority in your area of expertise. People respect book authors as experts, likely because they associate writing a full-length book as difficult.

While 80 to 90 percent of Americans (depending on the source) say they want to write a book, few actually do it. It’s not the publishing that’s the problem, though. With so many self-publishing services out there and self-publishing gaining credibility, it’s easier to become a published author.

Getting the book written, on the other hand, can been more challenging. Even if you are a good writer (or can hire one) who 1) has something important to say or something new to add to the conversation, 2) can write in a compelling way about a topic people want to read, and 3) you like to write, you might never get your book written.

Most people will tell you they struggle with finding the time to write. As a solo practitioner, busy attorney, or managing partner of a law firm, no doubt your days start early and end late. Throw a family, relationships, exercise, community service and myriad other obligations into the mix and you probably feel you are way too pressed for time to even consider writing a book. “One day,” you say to yourself.

Or maybe you have the time, but you aren’t sure how to go about doing it. You’ve sat down in front of that blank, white computer screen multiple times and all you can do is stare, unblinking, at that flickering cursor. Every brilliant idea you had while you were in your morning shower eludes you now during this fingers-meet-the-keyboard moment. You need a plan and a method, but right now you haven’t an inkling of how to get there from here.

I find most lawyers I’ve spoken with about writing a book love the idea in theory. Many have read many books on how to write a book. They “know” how to do it, but it still never gets done. The issue is: writing a book is not a priority right now.

I know this because I know humans always find a way when it’s something we want. We create the time. We find the money. We re-arrange our lives to get what we really want. We make what we want a priority.

If you say you want to write a book, but you have not yet written it, it is because you have not made it a priority to do so, and that’s okay.

However, if you are considering writing a book, I want to remind you of all a practice-related book can do for you and for your law practice.


Your book can:


	Establish you as an authority in your field.



	Increase your credibility among your peers and your prospective clients.



	Help you attract more ideal clients.



	Help you get booked as a speaker.



	Get booked as a guest on a podcast.



	Get your name and the name of your firm in front of more people.



	Lead to teaching and training opportunities.



	Become a tool for generating more referrals for your practice.



	Help get you through doors you might not otherwise.



	Help you meet new people.



	Serve as a conversation starter.



	Be repurposed into blogs, webinars, seminars, trainings and CLEs.



	Lead to other opportunities.



	Inspire you to write other books.



	Inspire and help others.



	Be repurposed as a signature talk.



	And much more!








Honestly, the best way to begin writing your book is to sit, butt in chair, and create an outline. This is your plan. Then, you can conduct your research based on your outline. Once you’ve gathered your research, you can write. How do you do that? Again, butt in chair, fingers on keyboard. Here’s my philosophy on writing: Writers think with their fingers moving across a keyboard or with pen to paper. Writers don’t figure it all out before they write. Like other artists, they get to work and see what has been lurking in their subconscious minds that needs to come out. And, yes, that also applies to non-fiction.


Pro tip: Not every person who “writes” a book actually “writes” it.




I wrote this one myself but I have known many people who have hired others to help them get their ideas and thoughts down on paper. In fact, the world-renowned author of Rich Dad, Poor Dad, Robert Kiyosaki, tells a story about how he once spoke with a young writer about the value of paying someone else to write your book for you. As a writer, he was deeply offended by the idea. But, he says his time is better spent doing other, important things (probably like counting his money).

He believes the value is in the publishing of the book, not the writing of it. Some people hire ghostwriters who remain entirely anonymous and, for the right price, let you take all the glory and credit for telling your story. Others share credit with a co-author, meaning the famous person and the professional writer team up and the professional writer is listed as a co-author, thus boosting his or her career as well.

Whichever route you choose, if you want a brand-positioning book with your name on the cover, the only way to do it is to stop talking about it and either write it or hire someone to help you. Here are key considerations if you are thinking about becoming an author:


Should I add Book publishing to My Marketing Mix?

Key considerations:


	Am I willing to create the time in my already packed schedule to write a book? Or, am I willing to hire someone to help me?



	Do I have a good idea for a book?



	Do I like to write? (Or am I willing to dictate and hire a professional writer to edit and re-write for me)



	Am I willing to invest time and money into having the book professionally edited, proofed and launched?



	Is writing a book a high priority for me right now? Will I create the time and invest the money to make it happen?



	What will I gain from writing and publishing a book?








EMAILS

You hate email. I know. I get it. Still, ask just about any internet marketer and they will tell you email still provides the greatest return on investment. Yes, even more so than Facebook or other social media. You must remember, you are not your client and email is still a big part of most people’s lives. Your law firm needs to take advantage of this and use email to stay in front of your past, current, and prospective clients who sign up to be on your email list.

If your favorite social media site goes away or changes its algorithm, you don’t want all your marketing efforts and client lists to go with it. Yes, there is a place in your marketing mix for social media. BUT you also need to be communicating with your best referrers and prospects regularly through email.

I have had more than one skeptical law firm owner follow my recommendation to email their list and reap the benefits almost immediately. Recently, my client, we’ll call her Frances, told me she received a number of emails from past clients hiring her for new work within days of sending out her first email. She also had many people who just responded to tell her how much they loved receiving it.

If you are ready to give emailing a try, here are my recommendations:


	Use an email service to send out bulk emails. No, you can’t just use Outlook or Google Mail. You must use a service that allows you to send out bulk emails. If you try to use your firm email address through your regular email service, you’ll get blacklisted which will cause BIG problems for you and your law firm. Popular bulk email services for small law firms are MailChimp and Constant Contact, but there are numerous options from which to choose. ConvertKit, AWeber and ActiveCampaign, for example, are often used by internet marketers. If you have a small firm, you likely do not need a service as sophisticated (complex) as Ontroport or InfusionSoft, also popular with internet marketers because they allow for a high-level of targeting and automation. Email services are fairly easy to set up, at least their basic functions. However, you don’t need to be the one to do it. You can outsource this to a marketing coordinator, or perhaps pay your website designer a little more to set this up for you. Email services are necessary for email your list. Besides keeping you from getting blacklisted, they also keep you legal since they are already set up to include all the necessities when you send out bulk emails, like unsubscribe buttons and your physical address and contact info.



	Use a header to make it easier to find your contact information. As I’ve mentioned earlier in the book, I recommend having your graphic designer create a header for your email template. The header should include the title of your e-newsletter, some statement to the effect of “legal news and information from X law firm,” a photo of you and/or you and your team, your URL so people can easily get to your website from your newsletter, and your office phone number. A header is important because it helps your firm to stand out among the crowd of emails piling up in people’s inboxes. AND, even if they do not read your content, they will see your smiling face in their inbox week after week and be able to quickly find the link to your website or your office phone number if they need to contact you to hire you. Yes, I know your contact info must be at the bottom of the email, but let’s not make prospects search for it. Put it right there at the top.



	Don’t put just your logo at the top. No one loves your logo as much as you do, and logos, generally, tell us nothing about the firm other than the name. You don’t want to have a logo take up most of the top of the email because, frankly, people rarely open emails and even fewer actually scroll down from the top half. If your logo takes up the top third or even the top half of the email, they prospect will see none of your juicy content!



	Keep the layout and content simple. There’s no need to make this hard. If you make it hard, you won’t do it. Plus, nobody is looking for you to publish the Wall Street Journal every week. You will simply create and publish content relevant to your ideal client’s lives. Even one article per week, or one video will do. You need not write three articles a week—one for each practice area—unless you want to.



	Create compelling content for your prospective clients and best referrers. No, that does not include sharing cake recipes. People do not care if their lawyer is also an amateur chef. How will a recipe help them solve their legal problems? Stay away from the cutesy and keep your content relevant to their lives and your legal expertise. This doesn’t mean you have to be boring or dry. Please don’t be! If you simply can’t help yourself and feel you must wrestle each blog article into a legal brief, then hire a blog writer. First, you don’t have time for that, and second, only you and maybe your opposing counsel will think it is interesting. Stick with answering your prospective clients’ most pressing questions and sharing insight about issues that could arise which never would occur to them.



	Check anti-spam laws. Particularly if you are emailing people in other countries or if people from other countries will be accessing your website. As I’ve mentioned, in the U.S., we have an opt-out theory for email. “If you don’t want to receive this email, you can unsubscribe here.” Beware, though, in other countries, this may not be the case. Know the laws in your jurisdiction and any jurisdictions in which you plan to reach.



	Email your list consistently and frequently. How frequently is up to you. I recommend my clients email their list at least once a week on the same day and time. Some people can handle this frequency. Some people cannot. If you fall into the “cannot” category, then drop down to two times a month. Once a month is not enough, in my humble opinion. Every day is too much. Some law firms only email once a quarter. Yikes! That’s not nearly enough to keep yourself top of mind with your prospective clients.



	Make it easy for people to unsubscribe. If they ask to be taken off your list, have someone in your office responsible for doing that immediately. You should have someone assigned to monitor responses to emails you have sent to your list. Sometimes, people will just hit reply and email back. Have someone look for these responses. Some will be good. Some will not. Don’t take either to heart. If someone sends a negative reply to one email, I just delete them from my list, and think to myself: “Someone has way too much time on their hands if they take the time to send a hater-reply to a bulk email.” If someone responds with a request to schedule a new client appointment, someone on your team should follow up with them ASAP, perhaps by sending them your intake link.



	Create a bank of content so your team is not always scrambling to put together each week’s email. If you have a bank of content, your team can create several email blasts at once and schedule them to drip out over the next few weeks. It’s easy if you simply take a little time to plan.






Should I Add Email to My Marketing Mix?

Key Considerations:


	Do I have the time, interest and energy in writing a weekly blog post to send out to my list OR can I get this done without me being the one to do it (hiring a blog writer or asking other team members to contribute)?



	Can I hire someone to help me set up my email service (like Mailchimp or Constant Contact), design my email newsletter and schedule this to go out on a consistent basis?



	Do I have a list of past clients, current clients and attorney colleagues to whom I can send this email blast?



	Am I willing to commit to do this consistently and frequently?



	What will I gain from consistently and frequently providing free information to my list to help them resolve their legal problems?



	Can I hire a team to coordinate and help me with this project?



	Have I read the Bar rules on advertising and solicitation in my jurisdiction and does this comply with those rules?



	Do I understand the law in my jurisdiction as it applies to sending out bulk email?








GUEST APPEARANCES

If you love to write blogs and you want to expand your connections, guest blogging is a great way of doing that. The key to guest blogging is to make sure you have a byline and/or bio that links back to your website. This backlink will help to drive more traffic to your site so readers can discover more about you and your law firm business.

Being a guest on a podcast also exposes you to someone else’s audience and positions you as an expert to that audience. It’s a great way to add more followers to your social channels or to build an email list. More important, it may provide an opportunity for you to collaborate with the interviewer. The interviewer/interviewee connection could help you not only increase your exposure to others who may be good prospects for your business, it also provides an opportunity for you to get to know a potential referrer or collaborator on a deeper level. Always make time to chat with the podcast interviewer before or after your interview and, when you can, reciprocate in some meaningful way. As a podcast host myself, and someone who has appeared on others’ podcasts, I can tell you it’s a great way to expand your professional network—and make new friends!

Guest blogging and guest podcasting are no substitute for publishing your own blogs and podcast; however, they are a great place to start, and a nice compliment to an existing blogging and podcasting campaign.


Should I Add Guest Blogging/Podcasting to My Marketing Mix?

Key Considerations:


	Do I feel comfortable writing about my area of practice or speaking to an audience about it?



	Do I desire the opportunity to expand my professional network and bring more people into my professional world?



	Can I hire someone to help me book engagements and follow up to ensure all published articles and podcast episodes are published on my social media?



	Am I willing to commit to do this consistently during a year?



	I’m I comfortable sharing my point of view (POV) and becoming more visible to, not only people who will agree with me, but people who will disagree?



	Do I love to teach and share my personal story?



	Do I have a message I want to get out to a broader audience?



	Do I want to make deeper connections with potential referral sources and collaborators?








PODCASTING

I’m a huge fan of podcasting if you did not know. This year is the third year of my podcast, Wealthy Woman Lawyer, where I interview successful, badass women law firm owners and experts who help women law firm owners in their journey to create a wealth-generating law firm. I believe every woman law firm owner deserves to be wealthy and I’m on a mission to provide as many resources as I can to help more and more women lawyers become millionaires.

What I love about podcasting is the opportunity to meet so many people I otherwise would not have had a good excuse to meet! I can contact people I admire and would like to get to know with an offer to be a guest on my podcast. It’s a great benefit to them, because they have an opportunity to showcase their expertise on a well-respected platform and to get in front of a desirable audience. Also, we’ve just helped them create a piece of content that can be shared and re-shared repeatedly on their website and social channels.

I’ve found that many of these folks, once they have experienced what it is like to be a guest on my podcast, are generous about reciprocating in some form or fashion, either by inviting me to be on their podcast, or perhaps by referring potential clients or collaborating with me on a joint venture.

Here are the secrets to hosting an effective podcast:


	Have a point of view and a message to share.



	Be willing to be vulnerable and let people get to know the real you.



	Enjoy either teaching (if you create solo episodes) or interviewing others (and have a talent for it).



	Get comfortable hearing your voice on a recording (it likely will sound different to you than how you normally hear your voice).



	Be willing to spotlight others with no expectations.



	Have a great team to help you book guests (if you interview others), create your graphics, edit your recordings and distribute your work.



	Be willing to invest in good equipment, particularly a good microphone. There is nothing more painful than listening to someone with bad audio equipment.



	Have a good follow up system in place to help you keep and deepen the connections once you have made them.





If that sounds like you, podcasting may be your jam!

I also love podcasting because it creates evergreen content that can be shared repeatedly on many platforms. Also, because I include a transcript with each podcast posted on my website, it helps drive traffic to my website by organically improving my site’s search engine optimization.

Lastly, I find podcasting a great way to reach an audience with your message without having to get made-up to record a video. I’m kidding… sort of.

While I do not mind putting on make-up and styling my hair to record video content, I know many other women law firm owners who find this an obstacle to creating video content. Some don’t like the way they look on camera and others don’t want to take the time out to get dolled up for it. I hear you. While video content is terrific, and I will continue to create it myself, if it is a hang-up for you, I encourage you to try podcasting. I’ve found my podcast episodes get as much engagement on social media as videos, AND I know they are also being listened to on podcast platforms like Apple Podcasts, GooglePlay, Spotify, Stitcher and iHeartRadio while people are driving, walking, eating lunch, working out or cleaning the house. You can’t do that with video.

The only drawback I have found to podcasting is that it takes a while, sometimes years, to work its magic in your business. Good audiences, just like good communities, are not built overnight, despite what some social media influencers would have you believe. However, it takes only one or two good connections through the interviewer/interviewee relationship to notice a difference much sooner. Some of my podcast guests have become clients and others have become collaborators.

Several of my women law firm owner clients have launched podcasts and we are getting terrific feedback. The key is to be crystal clear on your audience profile—who do you want to listen to your podcast? Also, it’s important to have a podcast theme that is easy to understand and to publish predictably. My podcast is weekly, as are my clients’ podcasts. One client, a criminal defense attorney in a small community in Florida, has made the focus of her podcast “justice.” She invites guests on to talk about solutions to injustices in the community. Her goal is to help empower others in her community, as well as increase awareness of her law firm (which sponsors the podcast) and the work they are doing in the community.

Another client, a family law attorney in Texas, is creating a podcast in which she will discuss issues related to family law with other attorneys. This will provide an opportunity for her to connect with some movers and shakers in her field, and develop deeper relationships with not only her best referrers, but potential collaborators.

Of course, both of these clients are positioning themselves as thought leaders in their communities and areas of practice.

Overall, I highly recommend podcasting if you want to share a message and create a bigger impact in the world.


Should I Add Podcasting to My Marketing Mix?

Key Considerations:


	Can I hire a production team to help me with this project (because it can be time-consuming if you attempt to DIY it)?



	Can I create time in my schedule to interview others or prepare and deliver my own message?



	Do I have a good theme and message to share that will attract a large audience (large being relative)?



	Am I willing to invest in podcasting for the long haul and give it time to work its magic in my business?



	Do I want to increase my impact by reaching more people with my message?



	Am I willing to systematize this process and create a team to handle all the technical aspects of it for me, and to invest in that team?








PUBLICITY (MEDIA RELATIONS)

Publicity (media relations) is often overlooked by law firm owners as a way to get the word out about their business. Part of the reason is, now that we have our own platforms on the internet, particularly social media, it seems unnecessary to contact traditional media outlets to pitch a story.

Also, many business owners, not just women law firm owners, struggle with how to create a relationship with a reporter, and to cultivate story ideas that would be media worthy.

I remember back when I worked for a major law firm, they were all about submitting their attorneys to the “On the Move” section of the local business newspaper. This section showcased when companies hired or promoted people within their ranks. This is NOT high-value media coverage. However, their consistent contribution to the local newspapers, coupled with having a media relations professional of the staff who took the time to build relationships with local reporters, provided an advantage when the firm pitched a story or wanted to be a go-to source for quotes in articles about hot topics related to their expertise.

High value media coverage is when you are quoted as an expert in a newspaper, magazine, or on television or radio or some other third-party-owned (not owned by you) news outlet, OR when interviewed to discuss an important topic or event. Even in these modern times, third-party endorsement of your expertise is still valuable. For as much as many people say they don’t like the “media,” the truth is that people, in general, do believe what they read in newspapers and magazines and what they see on television or list to on the radio.

So, how do you get quoted or interviewed as an expert on television? Some attorneys do it when representing clients in a high-profile case. A good example of this is Jose Baez, the criminal defense attorney who represented Casey Anthony, accused (and, ultimately, acquitted) of killing her toddler daughter, Caylee. Because of the high-profile nature of this case, and Baez’s willingness to speak openly and frequently to the media, he rose from obscurity and become nationally famous. It helped that his client was acquitted.

Of course, there are numerous other examples like this. Thanks to networks like CourtTV, which allow courtroom junkies to watch non-stop coverage of legal trials in the comfort of their living rooms, it is easier than ever to get national attention for, and build your reputation on, high-profile cases. Many of you may remember Mark O’Mara who represented George Zimmerman in the Trayvon Martin case. And, of course, Johnnie Cochran, lead defense attorney in the O.J. Simpson case.

If you don’t have a high-profile murder trial, or you don’t want to take that approach for fear of becoming more infamous than famous, you might try offering your services as a legal expert, available to analyze and comment on cases getting media coverage. Or, you could simply seek out opportunities to be interviewed about your career, message and the impact you strive to make in the world.

If you wish to cultivate relationships with media reporters, it’s important you always think of your offer from their viewpoint. For instance, when my husband and I owned a high-performance fitness training studio back in 2006, we were one of the first businesses to bring this fitness model to our community. It was really a new way of working out to achieve results. We were excited about it and wanted to let everyone know we were there, ready and willing to help them achieve their fitness goals.

Alas, that was not enough of a story to pitch to our local news stations. I mean, who else but my husband and I would care about how we wanted to save the world through fitness? That’s not a new story. Thousands of fitness trainers want to do that. So, instead, we thought about it from the local lifestyle news reporter’s viewpoint: What would be a good lifestyle story she would be interested in sharing on the local morning television news show?

With that thought in mind, we wrote an email press release to her telling her about how the local firefighters were training at our gym using this new method and invited her to come out and film them as we trained them.

She did more than that. She was so excited about the story because of its impact on the community, she brought out a camera crew, and they filmed and aired interviews with us, and our firefighter members, live to the morning show audience throughout Central Florida. After that program aired, our gym was packed with new members wanting to try out the workout for themselves.

That said, there are a few downsides to contacting the media to promote your business. One is that they may not like your pitch. Don’t let this one bother you. Just go back to the drawing board and think of other ideas that could work.

Another is that you may not be quoted accurately (most papers will run a retraction if you ask, though you can’t always count on people seeing that), get as much airtime as you expected, or have the right context to your words. Don’t let this deter you either. Just be prepared and mindful of what you say. Although you can tell reporters “this is off the record”, I would never trust that. Instead, I would just assume that if I am talking with a reporter, it’s all on the record and can be quoted. If you want third-party media attention, there is an inherent risk and you must be willing to take it. However, the more frequently you help a reporter or producer out and become a trusted source, the more likely they are to cast you in a favorable light.


Pro tip: If you want to be quoted by the media, you must make yourself available when they reach out.




This means answering your phone when they call. Most reporters, particularly those covering current events and not lifestyle pieces, are working on tight deadlines. If you do not make yourself available for their calls (they won’t care if you are in court or a client meeting), they will move on to the next expert from whom they can get another quote. If you hate to answer your phone and if you are not prepared to provide pithy, quotable, sound bites on the spot about current events as related to your area of expertise, this may not be for you.

Also, there is a rule in journalism that there is a bright line between journalistic integrity and advertising. In other words, reporters should not be swayed by advertisers on their show or in their publication. Their job is to report the news fairly and accurately. They will not interview you just because you bought advertising. Theoretically, at least. These days, there are numerous affinity publications out there that appear to be impartial reporters when, in fact, they are not. Their sole purpose is to generate revenue and the content is secondary. We see this often with local lifestyle magazines. These magazines will sometimes cross the line and feature a person or business because that person or business is an advertiser. In those publications, you may be able to buy an interview, however, most people see through it and it will not carry the same weight as being interviewed outside of the obligation to advertise. Just be aware of this.

The long and short of media relations is, as Phineas T. Barnum of Barnum and Bailey Circus fame once said, “there is no such thing as bad publicity.” If people in the community are talking about you, they are noticing you and paying attention to what you are doing. As long as you keep it professional and ethical, you should be good. Remember, the goal is to be locally famous, not infamous.


Should I Add Publicity/Media Relations to My Marketing Mix?

Key Considerations:


	Do I have expertise in my field that could help others if they knew more about me?



	Am I quotable?



	Can I think like a reporter and generate newsworthy story ideas?



	Am I willing to cultivate relationships with reporters and handle rejection when they don’t contact me right away?



	Am I doing newsworthy work?



	Am I willing to hire someone to help me generate press for something I have done that is newsworthy?



	Do I understand what newsworthy means?



	Can I write press releases or know someone who can?



	Am I willing to be misquoted occasionally?



	Can I handle fame?



	Am I willing to answer my phone when a reporter calls looking for a quote?



	Can I think on my feet when questioned?



	Do I respect the media and understand they have a job to do that may not be aligned with my job?








SOCIAL MEDIA (ORGANIC)

I have deliberately lumped social media into one category even though Facebook, Instagram, LinkedIn, Twitter, TikTok, Clubhouse, YouTube (really a search engine) and all the hundreds of other social channels vary considerably from one another. The reason I have taken this approach is because I wanted to focus on what you should be thinking about when you decide which social channel is right for you to promote your business, or whether you even need to tap into social media at all.

Too often, I have seen business owners pick a social media channel to promote their business not because it was the best choice but because they personally liked it. While that is a consideration, there are other factors that may be more important.

The real question I think you should ask yourself before you choose a social channel (or channels) to promote your business is: Is this where my prospective clients and/or best referrers hang out and engage with content?

If the social channel you have picked is NOT where your prospective clients and/or best referrers hang out and engage, I would think carefully before I invested a lot of time into building a presence on it. The demographics are different for each social channel. Do a little research before making your selection.

I know it is tempting just to go with your favorite, or to jump on the wagon with everyone else when a new platform or app is introduced. You might even have feelings of FOMO (fear of missing out) if you don’t rush to join and create content immediately for the flavor of the day, but here’s the reality: there’s always going to be something new and if you fall into a habit of chasing after every one of them, you’ll likely burn out on all of it quickly.

Does that mean you should not join Clubhouse, for example? No. I’m not saying what you should or should not join because I don’t know who your ideal client is—that’s for you to determine. There will be attorneys who tell you they get a ton of business from TikTok. Others swear by Instagram. Few women law firm owners with whom I’ve spoken seem to love LinkedIn, but occasionally, you’ll hear people who say it has been a great source of clients and referrals for their business.

Personally, I have had great success with Facebook. But, none of that matters when it is time for you to make your decision about which social media platform you will use to promote your business. There are only a few factors that do matter:


	Do my prospective clients and/or best referrers also frequently and consistently use this channel?



	Do I (or my marketing team) understand how the channel I’ve selected works, including how to build an audience, how to create engaging content for this platform, how to track the effectiveness of this platform as a driver of revenue to the firm, and how to move prospects from the social platform to my list and, ultimately, to a consultation so I can convert them?



	Can I (or my team) post new, engaging content frequently and consistently once I begin?





Once you have selected the best channel to promote your business, I recommend you master it before moving on to another one. I know it will be hard in the face of all the pressure to be everywhere all the time. However, it will be far more beneficial to do one thing, and do it well, than it will be to try to be everywhere at once. You can always add another social channel after you get traction on the first one and see results.

Remember, too, although content can be repurposed to use on multiple channels, each channel is different and, therefore, you must understand how to tweak the content to fit into the style of each platform. I’m not just talking about switching your videos from horizontal to vertical or shortening their length. Technical requirements are important but the tone and manner in which you share content can vary greatly from platform to platform. For example, Facebook is designed to foster conversation through the written word. While visual content is important to get more eyeballs on your content, people expect to share their thoughts through commenting, emojis, and the ability to share what they love (or what disturbs them). Because of this feature, some controversial situations can arise on Facebook. One need only look at the political fervor of the past several years on Facebook to see that.

The same goes for Twitter. There, content is kicked off with pithy but powerful statements intended to create engagement. Contrast that with Instagram, which is all about the visuals. People who prefer not to get sucked into conversation tend to also prefer Instagram with all its photos of pretty people and inspirational quotes. Insta is not, typically, the place for serious conversation about serious topics. (Though some celebrities and influencers have gotten into a lot of hot water from things they post on Instagram.) This is something you must consider when creating content to promote your business. Instagrammers really want to get to know YOU, the person, more than your business (unless you are selling beauty products, perhaps). So, if you are uncomfortable being the face of your brand, it may not be the best platform for you.

At first, it can be difficult to master a new platform as a way of promoting your law firm business. After all, most people are not likely to be sitting around thinking: “man, I want to hire a lawyer today!” We must remember when posting on social media that people are craving connection with other people NOT with businesses entities. Therefore, no matter which platform you choose, you must share your own personality and the personalities of the people on your team with your audience in a way that conveys your core values and brand message authentically, without hitting them over the head with all the boring (and sometimes scary) details of the legal world. If your posts make people feel bad about themselves or think too deeply about their problems, they likely will not follow you for long. As humans, we want to feel inspired and happy.

So, how do you balance the desire of our social media audience to feel-good with the need to poke at the pain enough to move them to action? The balance is delicate. The best way is to use your social channel to tell stories. Tell relatable stories about yourself, your team, and your clients (with the ethical rules) and how you all have overcome and grown and gotten to the other side of difficult times. Connect the dots for your prospective clients.

For example, one of my clients, a family law attorney, talks with her prospective clients through video, which she posts both on Instagram and Facebook, about how she deals with challenging circumstances in her life, and connects it to their desire to move on from a bad relationship. Recently, she discussed living through a natural disaster and having to repair the damage to her home, office and hometown, and she tied that in with moving forward after a divorce and rolling up your sleeves to repair your life.

There are three fundamental elements to every post: 1) She tells a story, 2) She relates that story to the experience of her target ideal client just before they hire her (need for divorce), and 3) She offers hope for a satisfactory resolution.  This makes for very compelling social media content that drives prospects to call her when they are ready to act. She pokes at their pain a little, but does it in a way that’s relatable without being condescending and offers hope for the future.

Another client, a patent attorney, targets inventors with a desire to patent their inventions and turn them into money-making ventures. Her Instagram posts are awesome because she tells stories of successful patents, both in history and present day, and includes her own clients’ successful patent applications occasionally. This is a great way to geek out with her clients about this niche topic. She often includes patent drawings in her visuals and tells the story in the comments. If you are an inventor who wants to patent your invention and you read her story of successful patents, you likely will get excited about obtaining your own patent. My client takes the fantasy of every inventor and shows them that their dream can come true. They need only to call her!

Recently, I spoke with another woman law firm owner who was discouraged because every marketing firm she spoke to told her to create videos lecturing people on the law, or to create memes with legal tips. She not only felt that would be unengaging and ineffective content (it was for her), she also felt it did not suit her firm’s brand in an authentic way. She is a young, energetic attorney who uses technology to its fullest, so it makes working with her much easier for the client. She also doesn’t look like the typical attorney, she says, because she doesn’t work in a corporate high-rise or wear a navy skirt suit. You are more likely to see her in leather pants and a sweater most days, and she likes to travel to her clients, or meet with them through video conferencing.

She bucked the conventional advice she was receiving and choose, instead, to be true to herself and her brand. She told me her ideal client is the “beta male” business owner in the early stages of starting and growing a business who needs an attorney to help him. On her Instagram feed, she began posting pictures of herself as she went about her workday (these photos were planned and staged ahead of time), telling her personal stories of struggle and triumph so it was relatable to her prospective clients. Her engagement shot through the roof and she signed up more and more of her ideal clients. Some may not be comfortable taking the same personal approach, but it works for her and her prospective clients.

One last example, another client, a criminal defense and personal injury attorney, found great success when she shared stories of her team members’ #winoftheweek. Each week she spotlights one team member who contributed to the successful service of the firm’s clients. One week maybe her client care specialist helped a client overcome an obstacle to getting the help he or she needed to afford the legal services required. Another week, it might be one of the associate attorney’s wins in the courtroom (like getting charges reduced and no jail time for a client). She doesn’t share identifying client details, just the success punchline. Posting these wins tells not only the story of the firm’s success because of their teamwork but, more importantly, it tells the story of the clients’ successes, which is at the heart of the firm’s purpose. It all sends a message to prospective clients there is hope, even if you’ve been charged with a serious crime.

Since she posted these wins, my client has reported a jump in engagement from 20 to 30 on her usual posts to 1,500+ on these posts. And these posts are accomplished with branded photos of the team (which can be used repeatedly), storytelling, and a memorable hashtag.

It is important to master this concept before investing in paid advertising on social media, and here is why: If you can’t tell a good story that gently pokes at the client’s pain and desire for resolution of their urgent problem, while also doing it in a way that’s relatable (not condescending) and hopeful, you are not yet ready to pour fuel onto the fire with paid advertising. I most always recommend my clients work with low cost, organic content marketing for a while before investing in paid advertising. Once you and your team master this skill, social media advertising can boost your results exponentially.

That does not mean, however, that if you need to get the phone ringing and you have the budget for it, that you cannot take advantage of other online advertising like Google AdWords, for example. It simply means that taking advantage of the power of social media for free is a no-brainer IF you know your ideal clients hangs out on the channel you’ve selected.


Should I Add Social Media Marketing to My Marketing Mix?

Key Considerations:


	Do I know which social media channel my ideal clients and/or best referrers prefer?



	Do I understand how to tell stories that will resonate with my prospective client, agitate their pain, and offer them hope of resolution?



	Am I willing to be authentic and visible?



	Can I hire someone to help me with the execution of my strategy?



	Do I have a strategy?



	Am I clear on my brand message and how to communicate that through social media?



	Do I understand that while I may be able to turn over the implementation, like creating meme and writing captions to a social media manager, I, or someone in my firm, may still be required to develop the strategy, create raw content (like videos and photos and personal stories) for editing by my team?



	Do I hate social media and everything it stands for? (If that’s you, you may need a different approach. You don’t have to do social media, but you will need to decide what other marketing activities you are willing to do.)











CHAPTER 11

Action 10: Market Consistently

WHAT DOES IT MEAN TO BE CONSISTENT?

When you engage in any marketing strategy, the real key to success is be consistent in your efforts. But what does it mean to be “consistent?” It means once you pick your mix of marketing platforms, you should post content on them (or run ads) in a predictable fashion and frequently enough so that your audience can began to formulate expectations about when they will receive your content. I’ll use my podcast as an example. We are in our third year of publishing the Wealthy Woman Lawyer® Podcast. Based on our past performance of publishing podcast episodes weekly on our website, and then distributing each episode via our email list, on Facebook, LinkedIn, Twitter and Instagram, and through a podcast distribution service to popular podcast hosting services like Apple Podcasts, Spotify, Stitcher, GooglePlay and iHeart Radio, our listeners can predict when they can expect to hear the next episode.

If you use the 5-4-3-2-1-1 method I mentioned earlier in the book, you’ll start by publishing content daily, five days a week to social media. These can be memes, blogs, videos, photos, podcast episodes, or whatever content you think will resonate with your audience and pull them into your online world. You’ll then email them four times a month (with permission). This type of consistency—particularly if you are connected and engaging with them on multiple platforms—will help to form the basis of a relationship between you and your prospects. The more personal and authentic, the more you share your point of view, the more they are likely to feel as though they not only know you, but like and trust you, before they ever even meet you in-person.

Does this mean if you miss a week here or there your whole business will collapse? Of course not. It just means you are human. That said, it’s important to have a system in place if it is your intention to publish and distribute content on a regular, consistent and predictable basis. And, you need to plan ahead so your team has plenty of time to execute.

Sometimes, your clients may not know they need you until a precipitating event occurs, like the death of a loved one, the end of a relationship, or an accident that left them injured. Others may be preparing for some big shift in their lives, and they know they’ll need an attorney to help them with that soon. This may be that they want to bring a family member to the country, or they are planning to start a new business venture, or they are working on an invention they must protect so they can bring it to market.

Work on building relationships with them now, and when the time is right, you’ll likely be their first choice.

It may take time for your ideal clients to find you and even still more time for them to take the action to call you, but you’ll speed up the whole trust-building process if you implement a consistent content marketing system upon which they can rely.

THE DICHOTOMY OF ATTRACTION MARKETING

When you are consistent in marketing to your ideal client and speaking a language only they can hear, you will likely also be repelling others. That’s okay! In fact, it’s good. People who do not like your content and your message would likely never be your client anyway. Remember: the more attractive your message is to some, the more it will repel those who are not likely to ever need your services. Trust that your ideal clients are there waiting for you and will be excited to hire you when the time is right.

Prior to narrowing my niche in my current business, I focused on coaching service-based professionals, both men and women. One day, I sent out an email to everyone on my list. I knew when I sent out this message, some people would unsubscribe immediately, and others would likely follow soon after. In the message, I referred to a world being run by the “White-Men-Over-50-Club” and my mission to change that. To be clear, I do not hate men, a lot of people I love are white men over 50, including my husband and my dad. My point was that it was past time to bring down the patriarchal power structure that has served to primarily benefit white men more than women and non-binary people, particularly women and non-binary of color, and other marginalized groups.

Well, as you can imagine, some people who received it loved it. I’m sure many did not. One even took the time to write a very nasty, lecture-y email response about how I was discriminating against men and that I should broaden my message because men, as well as women, could use my coaching help. He then mansplained to me that because he had been in sales for years, he knew better how to write a sales message. Mind you, this was a friend from high school, which was more than 30 years ago for both of us at the time of this interaction. We had not remained friends through the years, though we had connected on Facebook after our last reunion. He was not a business owner, so I’m still not sure why he subscribed to my list in the first place. After my response back to him, I not only removed him from my list, but from my life, and it did not hurt my feelings one bit.

You see, my job is to market my business and to serve the clients I’ve set out to serve. My job is not to serve everyone in the world. I’ve made it my mission to help women law firm owners grow wealth-generating law practices so they can live a rich, fulfilling life, free of old money stories. When I send my messages out into the world, that’s who I want to hear them. If someone else does, and it resonates with them, that’s okay, too. However, I fully expect some people will be turned off by this message, and I’m good with that because I know it’s an indication that I am on the right track.

Don’t be afraid to repel people you likely would not want to have as clients or who would never hire you anyway. Focus on the people you want to serve. Get laser-focused on who they are, how you serve them and why you want to serve them, and then go for it!

PATIENCE AND METRICS

Once you have picked your mix, you must give it some time to work. There is nothing more harmful to your business than hoping from one method to another and then another giving none of them time to generate momentum! If you do this, not only will you be disappointed in your results, you’ll waste time and money, and, by decreasing your visibility, you’ll deprive your prospective ideal clients of the opportunity to get to know you and your firm and potentially hire you.

If, after some time (let’s say six months), you are discovering that you simply are not gaining traction with your chosen marketing mix, you can change it up. However, make sure that if you do so, you are looking at the data and not doing it based on a “feeling.” I’ve known clients who have “felt” like their marketing was not working, but when they looked at the numbers, they realized they not only made back the cost of their investment but profited— it just wasn’t as much as they anticipated it would be.

As any savvy businessperson will tell you, data is gold. Your numbers will tell you what is working and what is not but only if you have been tracking your data from the start.

Google Analytics is only one tool to track data. Dedicated phone numbers with each different marketing channel are great tools to help you assess exactly where you are getting your best leads and which marketing channels are working best for you. Do not rely on clients telling you how they “heard” about you and the firm. They could have followed you for months on social media and then searched for your name on Google just before they came in and they’ll likely tell you they found you on “the internet.” Still, asking this question as part of your intake process will help you put together the puzzle pieces. Your intake coordinator can ask them if they have been following you on social, if they were referred to you by a particular person, or if they saw your billboards while driving around town.

One criminal defense attorney client was so determined to track the source of new business she even hired a software engineer to create a custom tracking database (this was long before the prevalence of the metrics tracking tools we have now). If you build out an entire marketing funnel online, you can see exactly where your leads are being generated, as long as you set up your funnel properly at the outset. If this all feels like it’s going over your head, or it’s too much for you, be gentle with yourself. You didn’t learn to be a lawyer overnight and you are not likely to learn all the ins and outs of business ownership overnight. Marketing is its own career. Read enough to understand the concepts and then work on building relationships with marketing partners you can trust. The more you work with marketing your law firm, the better you will get at it. Just don’t give up because you don’t feel like you know everything now.

And, don’t worry about doing everything perfectly. The funny thing about marketing is that some of what happens is on an energetic level. I remember telling my husband once, when we were investing in marketing for another of our businesses and we didn’t seem to get leads from the source in which we were investing, that it didn’t really matter. When you put time, money and energy in marketing consistently and repeatedly, a funny thing happens: You attract clients to you from sources not tied to the activity in which you were investing! It’s as though the Universe senses your efforts and rewards you for them in ways sometimes far better than you planned for yourself.

Marketing does require a little faith and, some days, a whole lot of patience. But once you begin, if you keep at it, your efforts will pay off. If you do not believe that, then consider the alternative. What if you do nothing? What will the outcome be then? Sitting on our hands instead of raising them and shouting, “We are here, and we can help you!”, not only does a disservice to you, your law firm and your team, but also to those potential ideal clients who need to hire a law firm just like yours. It deprives them of the privilege of working with you and you of working with them. If we want something, it is our job to ask for it. Marketing is asking for what you want and being open to receiving it.




CHAPTER 12

Next Steps

In this book, I’ve shared with you how to pick your marketing mix and set up a system to funnel leads to your law firm business—all without the need for in-person networking, rubber chicken dinners or cost-prohibitive television, radio or billboard advertising. I strongly recommend you hire marketing professionals to help you as lead generation not only because you will benefit from their expertise, but because once the new clients begin clamoring to hire you, you’ll be focused on serving them and not continuing your marketing efforts. This can quickly lead to a feast-or-famine situation in your cash flow.

That said, with the information in this book, you should be able to get a least one or two funnels set up by yourself if you do not feel you have the budget yet to hire help. Then, once you are seeing results, you can allocate some money to hire a marketing coordinator or virtual marketing assistant with experience in social media management. This is a great place to start.

Next, though, you will need to be sure you have a proper intake system, including a sales formula to ensure you are closing at least 90 to 95% of the leads you are generating. Once you’ve mastered this skill, you’ll likely be ready to begin expanding your capacity to support the influx of new clients. This means hiring a team of A+ employees and other systems beyond your new marketing system. At each stage of your business’s growth, you’ll be required to improve on your existing business skills and learn new ones. That’s just the nature of growth and it’s a good thing.

We are not born CEOs, just like we are not born lawyers. To master anything, we must get comfortable investing our resources—time, treasure and energy. You spend years of study and hard work to become an attorney. When you choose to hang your own shingle, you signed up for years of study and hard work to become a CEO. Don’t despair, though, if that sounds a little overwhelming at first.

Fortunately, you do not need to eat the whole hippopotamus at once. You need only start with the first bite. Chew on and digest what you’ve learned so far, and then take action to implement. Do not let a fear of imperfect action stop you. No one will focus on the imperfection of your efforts—in fact, few will likely notice and those few probably aren’t your ideal client anyway.

One decision I made many years ago has continued to help me in my growth journey as a business owner, and I encourage you to do the same. Surround yourself with like-minded people who have some skin in the game as well. By that, I mean, hire a coach, develop mentor relationships, and join a community where others who are on a similar journey can support you.

I would not be where I am today but for the mentors and coaching who invested in my and championed my success. Nor would it have been as much fun without my community of colleagues who encouraged me and shared their wisdom and insight along the way.


If you are looking for a way to dip your toe into the coaching experience and get support from a community of other, wealth-driven women law firm owners, then I invite you to join us in the Wealthy Woman Lawyer® League https://www.wealthywomanlawyer.com/league/.




The League was born out of my desire to serve more women law firm owners and create a greater impact on the world by helping to put more wealth and power in the hands of women law firm owners.

I have what I’ve learned about building a wealth-generating law firm from scratch and put into the $1M+ Law Firm Growth Framework, which I share with you in the League. This is the same framework I have taught to hundreds of other women lawyers over the past 8 years through my 1:1 private coaching program.

Of course, one of the most exciting aspects of the League is not only coaching from me and my team, but also the support and input of the League community, other women law firm owners who are on this journey of growth and prosperity with you.

I’m an avid reader, podcast listener, webinar watcher, and general consumer of information. I love to learn. However, there are limits to learning this way. At some point, you must commit to act and let experience—both failure and success—be your teacher. I’m found the combination of smart strategic planning, imperfect action, and support from others who have been-there-done-that, to be powerful and life-altering.

The journey to becoming a successful business owner is not always easy, but it is so worth it.

I look forward to supporting you on your journey to success.

Warmly,
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