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DISCLAIMER
Disclaimer: This marketing guide is for general informational purposes
only and is not intended as legal advice, marketing guarantees, or a
substitute for professional consultation. The strategies and insights
shared are based on industry knowledge and experience but may not be
suitable for every law firm or legal practice. Results may vary depending
on a variety of factors beyond our control. KPC Marketing makes no
representations or warranties regarding the accuracy, completeness, or
applicability of the content. By using this guide, you agree that KPC
Marketing is not liable for any outcomes related to its use. For tailored
marketing solutions, please contact our team directly.
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THE LAW FIRM MARKETING
PLAYBOOK: YOUR WAR CHEST
The Hard Truth

Here is a reality most smaller firms don't realize: the most successful
law firms don't just practice good law; they treat marketing as a
relentless business operation. Top-tier firms have entire departments -
SEO specialists, content creators, media buyers, and PPC strategists,
who work full-time to dominate online visibility.

They are banking on the fact that you will try to do this alone - and that
you will undoubtedly fail.
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WE'RE YOUR SECRET WEAPON: THE JD ADVANTAGE

HOW TO USE THIS PLAYBOOK

•

•

•

Digital Dominance: Controlling the narrative through aggressive SEO
and PPC.

Physical Presence: Making your name unavoidable with offline
advertising, direct mail, and billboards.

Reputation Engineering: Turning client satisfaction into a verified
referral engine.

At KPC Marketing, we level the playing field. But we are not just
marketers trying to figure out the “legal game.” We are JDs who have
been in your shoes. We understand the law, the ethical tightropes, and
the specific competitive pressures you face.

The Ethics Check: We don't just grow your firm, we protect your
license. We build every campaign with ABA Model Rule 7.1 in mind to
avoid “false or misleading” flags. Furthermore, working with us
simplifies your Rule 5.3 obligation regarding the supervision of non-
lawyer assistance - because we already speak your language and know
how high the stakes are.

While other agencies are guessing at bar compliance, we are building
strategies that are safe, assertive, and highly effective.

Growth isn't about luck; it's about putting lines in the water. This
playbook outlines the necessary arsenal to breach the market:

You can continue to be the best-kept secret in your jurisdiction or you
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WHAT IS DIGITAL MARKETING FOR
LAW FIRMS?

MARKETING EQUIVALENTS: LINES
IN THE WATER

•

•

Utilize as many marketing methods as possible to connect with
potential clients.

You need to convert the people who respond to your marketing
campaigns into clients.

By way of background, digital marketing generally refers to an array of
digital strategies and techniques intended to increase awareness and
growth of your legal practice. As mentioned, effective digital marketing
goes beyond website optimization and includes strategies around
search engine optimization (SEO), paid media advertising, local
advertising, email marketing, and so forth.

Digital marketing for law firms should be viewed as another tool in your
firm’s metaphorical toolbox to build your legal business. It should be
incorporated into an overarching marketing strategy that encompasses
referrals, word of mouth, traditional media advertisements, billboards,
and other channels.

For law firms, new client marketing shares characteristics with fishing:
you need to go where the fish are, put as many lines in the water as you
can, and carefully reel in the ones that bite.

The marketing equivalents for your firm’s marketing efforts are: You
need to match your marketing tools and strategies to the places where
your potential clients gather, in person and online.
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WHY EFFECTIVE DIGITAL MARKETING MATTERS
Big firms have an advantage by actively managing their online
reputation and reviews, ensuring every digital touchpoint leads to a
consultation. However, with the right strategy and support, smaller firms
can achieve similar results without sacrificing billable hours. KPC
Marketing is here to help.

A recent study by Martindale-Avvo revealed that, aside from
recommendations from family and friends, the majority of prospective
legal clients use a combination of search engine queries, online reviews,
and legal directories when locating and evaluating an attorney.

This means that if you lack a robust digital presence, your legal practice
is likely to be overlooked by prospective clients who would otherwise
consider retaining your services. Even if a potential client is referred to
you by another attorney or family friend, that prospective client is likely
to conduct research about you online before engaging your services.
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DEFINE YOUR FIRM’S
MARKETING GOALS AND
UNIQUE POSITIONING

Every law firm is unique, and there’s no one-size-fits-all marketing
strategy that all firms must follow. Sometimes, you even have to adjust
your approach to appeal to your target audience. The most successful
attorneys are those who are open to being creative and uniquely you.
They brand themselves with every piece of content they produce – from
web content to email correspondence. They understand their targeted
audience and create stellar content that appeals to their prospects’
unique needs.

For example, a key question to ask during this evaluation is what you are
seeking to accomplish long-term. Are you interested in driving more
traffic to your firm’s website? Or are you looking to enhance your online
reputation via client ratings and reviews on legal directories and Google?

No matter your objective, the result is likely to generate new business.
You need a game plan to make this objective a reality.

8



MARKET WHERE YOUR
PROSPECTIVE CLIENTS ARE

•

•

•

•

•

•

They are likely to be older, middle-aged, or elderly.

They probably have children.

They are individuals of sufficient wealth and means who are
concerned about how their assets will be distributed upon their
passing.

They are serious-minded, forward-thinking, and planners.

They may not spend as much time online as younger people do.

Unless your marketing budget is unlimited, you need to carefully
allocate your marketing spending on the physical and virtual
gathering spots where you know your desired audience is most likely
to be found.

Your law practice focuses on a few areas of expertise instead of
presenting itself as the allegorical Jack-of-all-trades. Perhaps your
focus is on personal injury, bankruptcy, criminal and DUI defense, or
intellectual property law. Similarly, your target client prospects have
their own personal and professional characteristics that affect where
you are most likely to find them.

Just as you won’t find tuna in a lake or trout in the open ocean, your
target prospects tend to gather in specific physical and digital venues
where you are more likely to locate them.

The better you understand the important physical and emotional
makeup of the prospects you want to reach, the better you can
determine where they tend to congregate and tailor your marketing
approach to get them where they are. For example, let’s say your
practice focuses on trust and estate law. What does this say about your
desired prospects?
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EVALUATE WHAT’S WORKING AND WHAT’S NOT
KPC helps firms conduct assessments. You don’t have to guess what’s
working; we implement tracking systems, generate monthly analytics
reports, and recommend pivots based on real data. We do the legwork,
so you don’t have to.

Effective digital marketing for law firms generally involves conducting an
in-depth evaluation of your law firm’s current marketing efforts to
determine which strategies, if any, are bringing in new clients and which
strategies need improvement. For example, your law firm should
consider implementing a tracking system for new prospective clients
and leads. You should also assign specific metrics during your intake
process. This may involve asking a prospective client about the
searches they conducted or the individuals they spoke to, to find your
law firm. (e.g., via referral, Google search, Avvo search, etc.).
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Developing a set of intake metrics is critically important so that you can
assess which marketing channels are producing new leads and
prospective clients while also pinpointing areas for improvement.

As mentioned earlier, your law firm may be receiving a solid number of
prospective clients via referrals. Still, you may only be generating a
handful of new leads via your law firm’s website.

Once you identify this type of issue, you can proactively deploy different
marketing strategies and techniques to help bolster your overarching
digital marketing efforts.

It is also important to note that, when it comes to proper digital
marketing for law firms, evaluating the performance of different
marketing initiatives should be viewed as an ongoing process, as
opposed to a one-time event. This is important because regular
performance evaluations can help your law firm in efficiently identifying
which marketing programs, strategies, and pieces of content are
generating new inquiries and leads.
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LEAD GENERATION
Lead generation, which involves the use of marketing tactics and tools
to identify prospective clients and convert them into actual ones,
requires a balance between quantity and quality in your approaches.
The more lead generation methods you employ, the broader the bottom
of your sales funnel is, and the more prospects you can bring in.
The two main facets of lead
generation are digital marketing
and in-person marketing. Each of
these broad categories
encompasses numerous specific
means. The more practical means
you use for your marketing needs,
the more prospects you will have.

DIGITAL
MARKETING STRATEGIES
AND TOOLS
Let’s face it, many solo attorneys or boutique firms lack the time to
manage everything themselves. That is why KPC offers full-service
implementation of these strategies. From setting up and maintaining
your Google business Profile to managing your PPC campaigns and
writing your blogs, we help ensure your firm’s voice is heard online,
even when you are in court.

Digital marketing must be an integral part of your firm’s marketing
strategy, as most individuals today use digital and virtual means to
research and evaluate law firms before contacting them. Here are some
of the most common digital marketing measures you can and, in many
cases, should consider in your marketing plan.
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YOUR FIRM WEBSITE
At the very least, you should have a professional, well-designed, and
organized website that is optimized with enough relevant keywords and
terms to rank highly in online search engine queries. Your website
should be intuitive and user-friendly, enabling prospects to quickly
navigate to the information they seek. You should also keep your
website content updated and fresh through supplemental, ongoing soft
marketing efforts, such as regular blog postings.
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SEARCH ENGINE
MARKETING
Search engine marketing means using an assortment of paid advertising
and analytical tools to send prospects to your firm’s website. A well-
known example of search engine marketing is pay-per-click (PPC)
advertising. This involves targeting high-value keywords and phrases to
use as links to your website in online ads. Each time a prospect clicks on
a PPC link in your ad, you will pay a certain amount for it that you bid on
that keyword or phrase.

An important advantage of PPC advertising is the ability to write highly
targeted ads to your preferred prospect demographic and
psychographic audience. This can provide faster results than relying
solely on search engine optimization for your website.

You need to evaluate your return on investment in PPC advertising to
ensure that you are using the most effective keywords and phrases. This
involves testing different words and phrases, as well as conducting A/B
split testing to gauge the effectiveness of your ad designs and calls to
action. Google Analytics is one tool you use to analyze these metrics
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CONTENT MARKETING

•

•

•

E-books and blogs

Webinars and online live streams

Checklist articles and tipsheets

Content marketing relies on informational materials you prepare that
serve dual marketing and educational purposes in your area of legal
practice. Examples of content marketing devices include:

By formulating a comprehensive content marketing strategy, one can
guarantee a consistent stream of engaging content that enhances your
website and encourages visitors to return. Over time, this enables you to
create a searchable resource library for prospects, increasing the
likelihood that a prospective client will find it through an online search
and thereby strengthening your firm’s reputation as a source of
attorneys who are subject matter experts in their fields.
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SOCIAL, EMAIL, AND LOCAL
PRESENCE
YOUR SOCIAL MEDIA PRESENCE

EMAIL MARKETING

YOUR GOOGLE BUSINESS PROFILE

Maintaining a social media presence is another digital marketing means
that you should integrate into your client prospecting. Again, depending
on your target audience, some platforms may be more suitable than
others; however, given their reach, you should, at a minimum, have a
presence on X (formerly Twitter), LinkedIn, Meta (formerly Facebook),
and YouTube.

If you have a good prospect list, emails and online newsletters are
another effective way to stay in touch with prospects while providing
them with the latest information on developments in the law that are
relevant to them. A key consideration for social media marketing is that,
unlike your website, you must regularly update these platforms with
fresh content. The frequency depends in part on the platform. For
example, LinkedIn can be freshened weekly, but optimally, you should
be posting on X at least once a day.

Having a Google Business Profile is one of the most cost-effective and
powerful ways to enhance your law firm’s online visibility. When
correctly set up and optimized, this listing helps your firm appear in a
Google search when potential clients seek legal services in your area.
Your profile should include accurate business hours, contact details,
service areas, and compelling descriptions of your practice areas.

Reviews from clients are very important. Positive reviews not only
enhance your local search rankings but also act as social proof for
prospects assessing your credibility. At KPC, we assist law firms in
managing and optimizing their Google Business Profiles, monitoring and
responding to reviews, and ensuring consistency across directories.
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VIDEO, TV,
AND RADIO
Short, informative videos are one of
the most engaging and scalable
methods for educating and
attracting legal clients. Platforms
like YouTube, Rumble, and Meta (formerly Facebook) are ideal for
distributing videos that explain legal concepts, outline your services,
and showcase your authority.

The fundamental aspect of effective video marketing is consistency and
clarity. Well-scripted SEO-optimized videos not only provide value to
viewers but can dramatically increase your website’s visibility when
embedded or linked. KPC helps law firms produce professional-quality
videos that align with your brand, optimize them for search, and deploy
them across the right platforms to maximize exposure and lead
generation.

In competitive or high-volume markets, television advertising remains a
powerful tool for brand building. Whether you’re aiming to reach a local
audience via community stations or a broader regional or national
audience, well-placed TV ads can establish your firm as a household
name. The challenge is crafting a message that’s both memorable and
compliant with legal advertising guidelines. At KPC, we script, produce,
and manage media buys for firms seeking to leverage TV as part of their
marketing strategy.

Radio advertising occupies a unique hybrid space between traditional
and digital marketing. It’s especially effective in regional markets, during
peak commuting hours, and with demographics who still rely on
terrestrial or streaming radio. Law firms can utilize radio to establish
brand familiarity, share concise legal insights, or promote time-sensitive
campaigns. Local personality endorsements, sponsorships, and call-ins
can also enhance trust.
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OFFLINE MARKETING THAT
ACTUALLY WORKS (WHEN
INTEGRATED CORRECTLY)

WHEN OFFLINE MARKETING PERFORMS
BEST

•

•

•

•

Serve local or regional markets.

Rely on trust, recognition, and urgency.

Practice in areas like personal injury, criminal defense, family law,
elder law, or estate planning.

Want to dominate a specific geographic footprint.

Digital marketing dominates modern law firm growth, but the most
successful firms do not treat offline marketing as outdated or optional.
They treat it as a force multiplier.

Offline marketing works best when it is intentional, targeted, and tightly
integrated with digital systems that capture, track, and convert attention
into consultations.

The mistake many firms make is running offline campaigns in isolation,
without a digital infrastructure behind them. That's not marketing, that is
gambling.

Offline marketing is most effective for firms that:
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WHEN OFFLINE MARKETING FAILS
•

•

•

•

•

•

Offline efforts tend to fail when:

Without integration, even expensive campaigns quietly bleed money.

No digital follow-up exists after the first contact.

There is no clear call to action.

Prospects are sent to a generic homepage.

Intake teams cannot track the source.

In these markets, familiarity often drives the first call. Offline visibility
builds that familiarity faster than digital alone.
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THE OFFLINE AND ONLINE MARKETING
FRAMEWORK

EXAMPLES OF STRATEGIC INTEGRATION
•

•

•

Billboards direct prospects to a branded URL or search phrase that
leads to a dedicated landing page, not a homepage.

Radio and TV ads increase name recognition while paid search
captures the resulting branded searches.

Seminars and community events use QR codes to deliver checklists,
guides, or consultations that initiate email follow-up.

Offline marketing should never stand alone. It should push prospects
into controlled digital environments where behavior can be measured
and guided.
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• Print and direct mail drive prospects to highly specific pages with
clear next steps and tracking in place.

TRACKING WHAT MATTERS

•

•

•

•

•

Successful firms track:

Call source attribution

Landing page conversions

Consultation bookings

Case value by channel

Each offline touchpoint feeds the same digital funnel.

Offline marketing is only effective when it is measurable.

When offline and digital work together, firms gain something far more
powerful than impressions: predictability.
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THE STRATEGIC ADVANTAGE
Offline marketing is not about being everywhere. It is about being
unavoidable in the places that matter most, while digital systems ensure
no opportunity is wasted.

This is how large firms protect their market share.

This is how smaller firms level the playing field and play to win.
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NON-DIGITAL MARKETING
TOOLS
While digital strategies dominate today’s marketing playbooks,
traditional approaches can still play a major supporting role, especially
when honing in on local communities. A few of these tools include print
advertising, direct mail campaigns, branded promotional materials, and
community engagement efforts.

Networking through in-person seminars, sponsorships, and local event
participation remains a powerful way to connect with prospects. KPC
supports your firm in developing a comprehensive marketing strategy
that seamlessly integrates offline tactics with your online efforts,
maximizing your total market reach.
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NETWORK MARKETING

SOME SPECIFIC EXAMPLES OF LAW FIRM
NETWORK MARKETING INCLUDE:

•

•

•

Speaking engagements with local organizations that are relevant to
your target prospect audience.

Connecting with other lawyers in your areas of practice.

Volunteering for community programs and sponsoring local events.

Networking is primarily a personal endeavor, and as a result, its potential
reach is limited compared to digital marketing strategies. Still, you

should not underestimate the power of referral networking as a client
marketing tool. A trusted referral is one of the most effective forms of
social proof in existence. A referral from someone in your network is
also more likely to convert into a client because you can spend more

time selling yourself and your services as opposed to trying to establish
a foundation of trust.

Who is a good network marketing candidate? Anyone in that person's
professional role is likely to engage with your target prospects.

Examples include other lawyers (particularly those who practice in areas
other than your own) and business professionals who are likely to
advise your prospects in different areas of their lives (such as

accountants, tax advisors, health care providers, and insurance agents).
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BILLBOARD ADVERTISING
Billboards may seem “old school” today, but they remain a valuable tool
for generating awareness, especially in your immediate geographic
market. A strategically placed billboard can repeatedly expose drivers
and pedestrians to your law firm’s name, practice area, and contact
information, building familiarity and reinforcing brand recognition over
time.

Billboards are especially valuable for firms targeting local clients in
personal injury, criminal defense, or family law, where recognition and
recall can heavily influence hiring decisions. At KPC Marketing, we help
law firms develop compelling billboard designs, select optimal high-
traffic locations, and coordinate timing with other campaigns to create a
powerful multichannel presence. Whether you’re blanketing your city or
targeting key commuter corridors, billboards can still be a wise
investment in visibility and reputation.
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PLACE YOUR FIRM IN
LAWYER DIRECTORIES
Legal directories like FindLaw, Justia, Avvo, and Enjuris serve as more
than just digital yellow pages; they are also effective instruments for
building online authority and enhancing your firm’s search visibility.
Numerous clients turn to these platforms to compare attorneys, read
verified reviews, and assess credentials before contacting for a
consultation.

Having a complete, optimized profile at the top of directories can boost
your local SEO, increase trust through peer endorsements and client
reviews, and create more entry points for clients to discover your firm
online. We help law firms claim, compete, and optimize their listing
across all major directories. We also guide our clients in cultivating
positive reviews, responding to questions posted on these platforms,
and ensuring compliance with legal advertising ethics. When used
effectively, directories enhance your credibility and expand your digital
footprint.
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ESTABLISH LEADERSHIP IN YOUR
NICHE

•

•

•

•

•

Optimize your content so it appeals to human readers and search
engines

Tighten up your content so it’s legally accurate but easy to
understand

Establish trust by adding your credentials, memberships, and
associations

Include clear CTAs so your reader follows your lead

Double-check your content for accuracy and never sacrifice ethics
and morals. Your reputation is too important.

BUILD AND IMPLEMENT A UNIQUE CONTENT STRATEGY

•

•

•

Ensure that all content is accurate, compliant, and easily
comprehensible.

Create engaging videos and leverage platforms like YouTube to grow
your audience.

Publish thought leadership articles to maintain authority within your
field.

To stand out in your legal niche, you need to showcase your expertise
with purpose. Positioning yourself as a trusted authority requires a mix
of strategy, credibility, and clarity. Below are ways to make your content
work for you:

The most successful firms aren’t only writing content; they’re optimizing
it, distributing it across platforms, and ensuring it reaches the right
audience. KPC handles all of that for you, acting as your content
strategy team while you stay focused on the legal work that matters.

It is beneficial to have a content strategy that engages your audience.
Here are the key steps to craft and implement a practical approach:
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TIGHTEN UP YOUR SEO STRATEGIES

•

•

Fundamental SEO principles

The unique nuances of legal SEO

FUNDAMENTAL SEO PRINCIPLES

•

•

•

•

Keyword Stuffing: Overusing keywords makes content awkward and
challenging to read. Try using relevant keywords naturally throughout
your content.

Lack of Mobile Optimization: With most web traffic coming from
mobile devices, having a non-responsive website can really hurt the
user experience and may even lead to lower search engine rankings.

Slow Page Speed: Factors such as large image files, excessive
scripts, or poor hosting can significantly slow down websites. Slow-
loading pages risk penalties from search engines and prompt quick
user abandonment.

Be Cautious with Duplicate Content: Website material that is identical
to or too similar to other content can harm your SEO by confusing
search engines about which page to rank. Search engine penalties
and decreased visibility can be a result.

At KPC, we don’t only offer generic SEO services. We understand the
nuances of legal SEO, including how to craft location-specific, ethical,
and compliant content that resonates with your ideal client while
avoiding penalties and pitfalls. It’s one more thing you won’t have to
worry about.

Careful planning improves readability, keeping readers engaged. A
properly designed website enhances the user experience, and improved
search engine exposure facilitates easier ranking of content. Focus on
the two areas listed below:

Avoid common SEO mistakes and adopt best practices to boost your
site's visibility and attract more organic traffic. Frequent SEO mistakes
that negatively impact search engine rankings may include:

Stay Ethical: Ethical SEO strategies help ensure your website sees long-
term and continual success. Following ethical rules and regulations
fosters trust and cultivates a positive reputation for your business.
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LEGAL SEO NUANCES:
TAILORING STRATEGY FOR

LAW FIRMS

LOCAL KEYWORD RESEARCH AND
TARGETING

•

•

Focus on Location-Specific Keywords: Identify search terms that
reflect your geographic service areas, such as “divorce lawyer in
Dallas” or “personal injury attorney NYC.”

Understand Client Behavior: Analyze how prospective clients search
for legal services. Consider both the complex legalese and everyday
lay language they may use.

SEO for legal professionals goes beyond general optimization. It
requires strategies that address the competitive and regulated nature of

the legal industry.

Optimize for Local SEO: Ensure your website and listings (e.g., Google
Business Profile, directories) are accurately optimized for local search
and include consistent contact information across platforms.
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DEVELOP A WINNING PPC
CAMPAIGN

•

•

•

•

•

Cost-effective ways to reach your targeted audience that don’t
require a significant initial investment

Create buildable and manageable in-house ads that can be split
tested

Measure and track your results, and don’t be afraid to make
accommodations

Although data from PPC campaigns can be used from competitors, it
can also be used within your content marketing strategy – use it to
your benefit.

PPC ads often appear before organic listings, leading to increased
visibility

Many smaller firms worry that they can’t compete with larger firms in
paid search, but you don’t need the largest budget. You need the most
innovative strategy. KPC helps you manage every aspect of your PPC
campaign, from ad copy to bid strategy, so you’re not overspending and
underperforming.

Investing in your marketing is crucial for achieving tangible results. PPC
(pay-per-click) is one of the most effective digital advertising strategies,
where you bid on keywords your audience is likely to search for. You
only pay when someone clicks on your ad, making PPC a cost-effective
approach that often delivers strong returns on investment.

At KPC Marketing, we don’t just recommend Pay-Per-Click (PPC)
advertising; we implement it strategically and effectively for our new
clients. Our comprehensive legal marketing services include all of the
core components mentioned above. When done right, PPC doesn’t just
complement your organic marketing strategy; it supercharges it. Below
are the key reasons why PPC is an essential tool in your legal marketing
arsenal. Reasons to Use PPC include:
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•

•

•

•

•

•

Master the art of writing high-converting ad copy that is clear,
concise, and compelling

Build a target keyword list and choose the right match type that
aligns with your goals

Optimize your website and landing pages

Prioritize mobile users, optimize ads for voice search, and link to
mobile-optimized sites

Participate in ad auctions and learning to leverage bid adjustments
based on your results

Continuously revisit, review, and optimize ads

Making wise decisions and maintaining a consistent plan are more
important for running a successful PPC campaign than having the
largest marketing budget. Although there isn't a single "right" way to do
it, following accepted best practices will significantly increase your
chances of success. Below are the various methods and approaches:

These strategies can help you run a profitable PPC campaign, but they
are not all-inclusive or one-size-fits-all. Focus on business objectives
and adjust your PPC approach as needed. Regularly monitor the
effectiveness of your campaign and use this information to refine your
ads for optimal outcomes.
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FIRST IMPRESSIONS AND EMAIL MASTERY

STRATEGIZE AND MASTER EMAIL
MARKETING

•

•

•

•

•

Build a quality email list

Segment and personalize

Provide real value

Monitor metrics

Stay compliant

First Impressions Count.

Most potential clients consider prospective law firms one at a time, and
they will stop their search as soon as they find a firm they are satisfied
with. If your marketing approach resonates with an individual, then
statistically you will have about a 50-50 chance of getting that person to
come in.

If you don't close the emotional and social proof connection with that
prospect, and that person moves on, chances are you will never get a
second look. Your marketing message must get it right the first time.

Email marketing continues to be one of the most underutilized yet
powerful tools within a law firm’s digital marketing arsenal. When done
correctly, it can produce some of the highest returns on investment in
marketing channels, while also building trust, establishing authority, and
nurturing long-lasting client relationships.

Practical email marketing extends beyond sending sporadic, generic
newsletters or legal updates. It focuses on providing timely, relevant,
and valuable content tailored to a well-segmented group of subscribers
who are most inclined to engage with your firm. Listed below are ways
to effectively master email marketing:
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REPUTATION AND REVIEWS ACTION PLAN

•

•

Contact your most satisfied clients after their matter is resolved and
proactively request feedback. If your client is reticent about posting a
review with their name, you can offer to have them provide a review
without including their full name.

Focus on building reviews on a single site and try to avoid giving
clients a long list of websites to choose from. Make the review
process as simple as possible. For example, directing reviews to your
law firm’s Google My Business profile is strongly recommended.
Why? The more positive reviews that appear on your Google My
Business listing, the more likely you are to get inquiries and leads
from prospective clients in your immediate geographic area.

When enhancing your online reputation and cultivating positive reviews,
here are some action items to consider implementing:
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• Considering deploying an automatic review funnel. For example,
consider creating a page on your law firm website that asks clients
whether they were satisfied with the outcome of their legal matter. If
the client responds “yes,” the page can automatically direct them to a
review site, such as Google My Business, Avvo, Yelp, Lawyers.com,
and others. If the client responds “no,” then you can ensure that a
feedback form appears, allowing them to express their concerns
privately (i.e., not on a public review site).

OPTIMIZE, TRACK, AND
IMPROVE

•

•

•

Set clear KPIs from the start

Use analytics tools

Improve based on data

A crucial yet often neglected part of a successful digital marketing
strategy is continuous optimization. Unlike traditional ads, digital
marketing campaigns are thorough.

If you’re not tracking your marketing efforts, you’re essentially flying
blind and likely wasting money. Optimization is where mediocre
campaigns transform into high-performing, client-generating engines.
Listed below are ways to optimize, track results, and make
improvements:
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HOW A MARKETING
PARTNER CONVERTS
PROSPECTS INTO CLIENTS

WE UNDERSTAND YOU. WE UNDERSTAND
YOUR TARGET.

Acquiring new clients is essential to your firm's survival and growth.
However, serving your existing clients well can take the lion's share of
your available hours.

As shown above, a high-impact prospect marketing strategy
encompasses multiple facets and necessitates a substantial investment
of thought, time, and energy. For many busy attorneys, there are not
enough hours in the day to thoroughly cover both their billable time and
the time commitments inherent in a comprehensive firm marketing
strategy.

Fortunately, you do not have to be the Lone Ranger when it comes to
prospect marketing. This is where KPC Marketing Services can be an
invaluable partner for you.

At KPC, we start with the understanding that to effectively meet lawyers’
marketing needs, a marketing partner must have lawyers on its staff and
as consultants. This is why our people have JDs and experience in
attorney practice. We have been in your shoes. We understand your
concerns as well as those of your prospective audience.
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WE ARE A FULL-SERVICE
MARKETING FIRM FOR LAWYERS
Everything we have written about here is not just talk; we take action.
We help you to do it. We offer transparent monthly packages and
customized plans that meet your specific firm's needs and align with
your marketing budget. You don't have to guess what you are paying
for.

We don't just optimize your website to help you rank higher in search
results. We help you create compelling, persuasive content, including
ongoing pieces like blogs and articles, that appeals to both the
emotional and rational aspects of how your prospects perceive you.
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THE CLOSING ARGUMENT

•

•

•

•

Digital Dominance: Controlling the narrative through aggressive SEO
and precision PPC.

Brand Authority: Establishing leadership via high-value content and
videos.

Physical Presence: Making your name unavoidable with strategic
billboards and radio.

Social Proof: Turning client satisfaction into a reputation engine
through verified reviews.

THE JD ADVANTAGE:

The Hard Truth.

As we stated in our opening statement: the most successful firms don't
just practice good law, they treat marketing as a relentless business
operation.

The giants of the industry have entire departments dedicated to SEO,
media buying, and reputation management. They are banking on the
fact that you will try to do this alone - and that you will fail.

Your War Chest.

Growth isn't about luck; it's about lines in the water. The Playbook has
outlined the necessary arsenal to breach the market:

We are more than just marketers who are trying to figure out the
marketing game as it applies to lawyers. As JDs, we already know how
to help you effectively brand as you stay compliant with bar rules.

Our JD-powered team understands the law, your target audience, and
the ethical tightropes and competitive pressure you continuously
experience.
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THE FINAL PLEA:
You can continue to be the best-kept secret in your jurisdiction, or you
can level the playing field. We offer the same tools, strategy, and secret
weapons used by the biggest firms, without the massive overhead of an
in-house team.

The evidence is clear.

You handle the cases.

Let KPC handle the marketing strategy, while your reputation remains
intact.

If you want to understand where your current marketing is helping,
where it's failing, and where opportunity is being left on the table,
schedule a complimentary strategic review with our JD-powered team
at 1-866-457-2627 today.

Stop guessing. Start implementing a winning strategy today.
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