
Marketing Plan for Law Firms 

Maryam Mammadzada 

Why is marketing for law firms important? 

Maintaining a consistent, controllable level of customer activity is essential to operating a 
successful business. If you properly market your legal practice, more people will notice it and 
there will be more chances to make money. To put it simply, a good marketing strategy can assist 
you reach your goal of having a respectable number of clients in order to generate revenue. 

What distinguishes a marketing strategy from a marketing plan? 

Despite their similarity, it's crucial to distinguish between law firm marketing strategy and 
marketing plan in order to streamline your marketing initiatives. 

In essence, your marketing strategy propels your marketing activities forward and explains the 
rationale for your company's marketing. Your law firm's marketing objectives, target market, 
services provided, main message, and more are all captured in your marketing strategy. 

Your marketing plan, on the other hand, outlines the precise steps you will take to carry out your 
strategy and meet your marketing objectives. The kinds of marketing you'll employ for your 
organization will also be described in your attorney marketing plan. This covers search engine 
optimization and social media marketing. 

Marketing tactics for law firms 

How does one go about developing a marketing strategy for a legal firm? 

• An executive synopsis 

Using the following areas as a guide, summarize your entire marketing strategy. Be succinct and 
clear. This short part should provide your employees or other stakeholders with the essential 
information they need to understand your marketing plan. 

• Marketing objectives 

Make sure your marketing objectives are in line with the business objectives of your company. 
Ensure that the goals are SMART. For instance, increasing the open rate of your law firm 
newsletter by 20% within the first half of the year could be one of your company's marketing 
objectives. Why did you choose these objectives, and why do you think they are significant for 
your legal practice? 

• The intended audience 



This is among the most crucial pillars of a successful marketing plan. Executing an efficient 
marketing strategy will be greatly aided by knowing and defining your target audience, including 
their traits, legal services purchasing patterns, and pain areas. 

• Analysis of the market 

The people, companies, and groups that constitute your current and potential customers are 
referred to as your "market" in this context. Consider the scale of the commercial opportunity 
your law firm has in relation to your target audience, geographic location, practice area or areas, 
etc. 

• Analysis of competitors 

Having a solid marketing strategy makes you stand out from the competition and attracts the 
clients your legal practice need. Prior to anything else, though, you must learn how and what your 
rivals are doing. What traits do your competition possess? What percentage of the market do 
they hold? How do they attempt to set themselves apart from other legal practices? 

• Services Provided 

Describe the kind of legal services you plan to provide, the practice area or areas you work in, and 
the kinds of clients you serve. Do you offer legal assistance to people who have been injured in 
accidents? Or perhaps you offer families going through challenging divorces legal assistance? How 
will you deliver those services, and what are the advantages of doing so? 

• The main point 

This is the main point you wish to make about your legal practice to your intended audience. Your 
primary message should address your potential clients' needs and legal and personal pain points 
in greater detail than just listing the services you provide. 

• Cost and advertising 

How are you going to market and charge for your services? What is the pricing structure of your 
legal practice, and what are included in the various rates? Why did you select the marketing 
channels that you would use? 

Marketing strategy for a law practice 

You will have a clear roadmap to refer to all year long if you take the time to develop and 
implement a comprehensive law firm marketing plan. Over time, a thorough marketing plan can 
also help you save money, time, and effort. Having a well-defined plan makes it obvious who on 
your team is in charge of what. This keeps you on course and helps you complete legal marketing 
activities for your firm that could otherwise be lost. 



• Overview of the plan structure 

Having a solid structure for your law firm marketing plan is just as vital as writing out your business 
plan. Everyone at your company will be in agreement in this way. Additionally, having a formal 
marketing plan enables you to monitor and evaluate your progress. 

Three steps are necessary for a law firm marketing campaign to be successful: 

v Establish your marketing objectives. 

v Put your strategy for achieving those objectives in writing. 

v Carry out the plan. 

Objectives and purpose 

What goals do you hope to accomplish with your legal marketing strategy? 

Without specific, measurable objectives for your law firm's marketing, it is impossible to monitor 
and assess your progress. The good news is that you are not starting from zero if you have already 
written a strong business plan for your legal practice. Examine your business plan's general 
marketing objectives and make any necessary adjustments. 

Any objectives you set should be SMART and quantifiable. Your marketing objectives should be 
able to be specified with a time range and an aim so that you can later evaluate your progress. 

A few instances of attainable marketing objectives are: 

 expanding the clientele of your legal practice. 
 increasing the firm price. 
 increasing your legal firm's brand recognition. 

Implementation 

Assign roles to people when you're creating or revising your marketing strategy. What is done by 
whom? Remember to think about who will oversee the project—whether it will be the appointed 
individuals or someone else. 

Marketing strategies for law firms 

There are numerous strategies to market your legal practice these days. This is why coming up 
with a legal marketing strategy may seem intimidating. Don't forget to choose marketing 
strategies that you can successfully use in your marketing plan while keeping your company's 
objectives in mind. 

Consider the following categories of legal marketing strategies for your legal practice: 



• Local search engine optimization 

Although SEO is crucial to making sure your legal practice appears in internet searches, small law 
firms are unlikely to find you primarily through generic searches. As part of your law firm 
marketing plan, you also want to maximize your company's ranking in local search results, often 
known as local SEO, to make sure that clients in your area can discover you online. 

• Local search engine optimization strategies 

Make sure the keywords on your website are local. Add local keyword data to your website to 
help your law firm's website rank higher in local searches. 

Maintain consistency in your NAP. To maximize your local SEO, your NAP (name, address, and 
phone number) should be formatted consistently anywhere it appears online, including on your 
website, Facebook page, and so on. 

Obtain backlinks. By increasing your website's online authority, backlinks from other reputable 
websites can improve the search engine rankings of your law firm website. 

Create customer reviews. Getting good ratings is essential to establishing the reputation of your 
legal practice. 

• Search engine marketing 

You can use a paid internet search advertising campaign to help attract new clients to your 
website, even though SEO is an organic method of increasing website traffic for your legal 
practice. 

Search advertising tactics include, for example: 

• PPC, or pay per click. PPC advertising allows you to create an online campaign in which 
you pay a predetermined sum each time a visitor clicks on your advertisement. Although 
it costs money each click, this might be a useful strategy to boost website traffic. The 
fundamentals of the model are explained in this guide to PPC advertising success for 
attorneys. 

• Google Marketing. A pay-per-click Google Ads campaign may be a useful strategy for 
increasing online traffic to your legal business, depending on your practice area. To find 
out if Google Advertising 101 for Lawyers is a good marketing approach for your practice, 
click here. 

• Google Ads for Local Services. To put it briefly, Local Services Ads are Google pay-per-lead 
advertisements that show up at the top of search engine results. They connect potential 
clients looking for a service with nearby companies that offer that service. The best part 



is that you only have to pay when a potential lead gets in touch with you via the 
advertisement, which produces higher-quality leads and cases. 

• Website of a law company 

Driving potential clients to your law firm website is your aim, whether you're investing in PPC, 
SEO, or both. The website for your legal practice is a potent marketing tool in and of itself. 

Consider your website to be your company's online property, and make sure it is easy to use (this 
how-to guide for law firm website design will help). Your website needs to be: 

 Accessible and simple to use. Content should be easy to read, and images should be the 
right size. Additionally, contact details have to be simple to locate. 

 mobile-friendly. Your website's mobile friendliness affects its search ranking, therefore 
you want users to be able to navigate it on any device. 

 tailored for search engines. Your website's content should be concise, optimized for 
keywords, and consistent with the image of your legal practice. 

Social 

Social media may be an effective marketing tool for your legal practice when used properly, 
benefiting your company in the following ways: 

Reaching new customers at a reasonable cost can be achieved by combining paid advertising with 
social media marketing on sites like Facebook. 

Sharing high-quality information with your intended audience on social media can help you 
establish yourself as an authority in the area and naturally strengthen your ties to the community. 
Having a good social media presence can also help your business reach new audiences and 
possible customers. 

Clients will find your law company more easily if you are active on social media and online in a 
professional manner. 

Branding for law firms 

Lastly, a crucial component of your legal marketing plan is your law firm's branding, or how it sets 
itself apart from rivals. 

You can expand your legal practice by acquiring new, ideal clients by figuring out how to set your 
company apart from your target market. To build the brand of your legal practice: 

Decide on a distinctive selling proposition. What distinguishes your company from its rivals? 
Determine what appeals to your target clients and what makes your company special. Then, to 
create a unique brand, highlight that point in your company's marketing. 



Make your target audience clear. You need to be as specific as you can with your target audience. 
Few people will be interested if you're aiming for everyone, and your messaging may come across 
as weak, which could turn off potential customers. Consider your best/favorite law firm clients' 
qualities as a starting point. Put these in writing and utilize them to create a profile of the ideal 
customer for your legal practice. 

With the correct logo, create a powerful first impression. One of the most frequently used and 
viewed visual representations of your business is your law firm logo, so make sure it's both 
polished and eye-catching. Numerous free design tools are available to assist you in creating and 
personalizing the ideal logo for your company. 

Authority, competence, and credibility 

Both passive and active marketing strategies should be included in a good law firm marketing 
plan. Professional website copy and design, for instance, can be used to do passive marketing and 
help establish your company's authority and trustworthiness. Potential clients are more confident 
in your abilities when you demonstrate your expertise. 

Customer endorsements and reviews 

Positive customer evaluations and testimonials are a great approach to immediately win over 
clients who are looking for representation, as was previously discussed. Consider incorporating 
this into your email marketing plan by putting in place an automatic procedure that incentivizes 
satisfied customers to post gratifying reviews for the public to see. 

 


