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Marketing Basics
Cost-Effective, Powerful Strategies for Solo & Small Firm Lawyers



Marketing Basics for Lawyers 
If you’ve seen too much undignified marketing done by lawyers you’re not alone. Of course, 

the pushy messages are easy to spot, right? What’s harder to find are examples of tasteful mar-
keting. And yet, many lawyers are doing tasteful marketing and getting great clients as a result. 

The reason why too many lawyers run cheesy ads is those are the ones they’re most aware of. 
And so they believe those are the only kind that work. But also, they don’t realize there’s a better 
way to get clients. And what exactly do I mean by “better?” Well, I mean more tasteful, more 
effective, and less expensive. 

Now, if you’re skeptical at this point, I understand. I was skeptical too. Actually, I was worse 
than that. I absolutely hated the very idea of marketing. 

Then I stumbled into something that helped me understand how good marketing works, 
which I’ll tell you about that in a second. But first, let me reassure you. If you misunderstand 
marketing, it’s not your fault. There are people prefer you to be ignorant, if not consciously then 
subconsciously for sure. 

For example, people who sell ads would rather you believe the best way to get clients is to 
run ads. And they’re happy help you run cheesy ads if that’s what you believe you need to do. 
But, here’s what I know: if you believe that lawyer marketing has to be unseemly then you’re 
living in darkness. Just like I was at one point in time. 

So let me tell you how I found the light and then discovered the road to proper marketing. It’s 
a weird story because my discovery was a complete fluke. 

Mr. Magoo Learns Marketing 
The first thing you need to know is I’ve always hated schmoozing, or whatever it was that 

you were supposed to do to get clients. I assumed that you had to enjoy glad-handing and I hated 
that. So basically I assumed I didn’t have the proper personality to land clients. My insecurity 
about this was debilitating. It led me to believe I’d have to always work in a firm where other 
people got the clients, not me. 

That’s why I remained in a big firm for many years even though I despised the petty politics 
and mindless bureaucracy. I fantasized constantly about going out on my own, but I was afraid to 
because of my inability to get clients.  

But my insecurity started to dissolve after I discovered folks using this new thing called a 
“weblog.” Basically, it was an easy way to post content to a website that was easy to set up. I 
found a weblog service that had a 30-day free trial and gave it a whirl. And on a whim, I named 
my site “Ernie the Attorney.” This proved to be a stroke of blind genius because there were a lot 
of people interested in hearing what lawyers thought about all kinds of current affairs. 

A weblog was an easy way to reach such people, and in March of 2002 mine was one of only 
five lawyer weblogs. The one or two paragraph posts I put up each day garnered lot of attention 
really quickly. I was completely caught off guard. 
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Bar associations around the country invited me to speak to their lawyer groups. The ABA 
asked me to speak at their annual technology conference in Chicago. Reporters called to inter-
view me on radio shows all over the world. I was even invited to appear on television. Without 
the exposure from my weblog, I would never have had any of those opportunities.  

Trying to get that exposure through traditional marketing would have costs tens of thousands 
of dollars. But it cost me me only $40, which was the annual price for the weblog service I used. 

So, getting lots of exposure was nice. But you want to know what was better? Having 
prospective clients reach out and want to hire me. And that happened too. In some cases, they 
were begging to hire me. When I was in the big firm I couldn’t take most of them on because my 
hourly rate was too high. But, just knowing there were people begging to hire me gave me just 
enough confidence to finally leave the firm and go out on my own. 

Sure, I was still a bit worried about whether I’d get enough new clients. But I did. And it was 
easy because all I had to do was keep updating my weblog. A lot of clients were referrals from 
other attorneys who read my blog posts. Many referrals were from attorneys from outside my 
home state of Louisiana, which surprised me. 

Bottom line? I didn’t have to spend time schmoozing at networking events, hoping that’d 
somehow that would get me business. Instead, I used my website to easily attract people who 
sincerely liked me for who I was, not who I had to pretend to be. 

My sudden ability to get clients boosted my confidence. And I had so many prospective 
clients, that I could be picky about which ones I wanted to take on. Obviously, I took on only the 
highest quality clients. I wanted clients who followed my advice without a lot of backlash. I 
wanted folks who listened to my advice and paid their bills on time. People who were truly ap-
preciative of my hard work. And that’s what I got. All of which was utterly amazing. 

And yet…I still had no idea of how proper marketing actually worked. I was sort of like the 
cartoon character Mr. Magoo, who finds his way to success even though he can’t see where he’s 
going and has no idea how he winds up at his destination. 

What’s the real secret to good marketing? 
I had assumed the secret was to get exposure via the Internet. And yes, I was getting a lot of 

exposure online, but that actually wasn’t the most important thing, as it turned out.  
Of course, people who sell advertising want you to believe that exposure is the key, because 

that’s the easiest thing for them to monetize. Later on, I learned that “exposure” is only one as-
pect of proper marketing; there are other elements that are just as important. 

All in all, it took me hundreds of hours and thousands of dollars to learn how proper market-
ing worked. And that’s why I say, don’t feel bad if you don’t understand how good marketing 
works. It’s pretty hard to grasp, mostly because of all the misinformation you have to wade 
through. 

You see, here’s the thing… 
Marketing definitely involves figuring out how to make more money. So, naturally, there are 

lots of opportunists selling marketing services. And there are lots of people eager to hire those 
people in the hopes of making more money.  
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Most people want to make money fast, so the opportunists focus on the “fast” part. Which is 
to say, they focus on “getting attention from as many people as possible as quickly as possible.” 

That’s why you see so much tasteless, cheesy marketing out there. But I want to tell you 
about a better way of marketing. One that’s more effective for getting higher quality clients. One 
that’s also less expensive, because you won’t spend your entire marketing budget on getting ex-
posure. And it’s a process that’s tasteful and dignified, to boot. 

The Essentials of Proper Market 
Here then, are the essential keys for getting good clients, more easily and less expensively. 

Focus on an Ideal Client: 
If you’re going to spend time, money and energy trying to get people’s attention, it makes 

sense to get picky about whose attention you want to get. You want to attract a certain kind of 
client, right? 

Why try to get the attention of someone who’s difficult to work with, unappreciative, and un-
likely to follow your good advice? Those folks will make you unhappy. So use marketing that 
laser focuses on exactly the kind of client you most want. A really top-notch kind of client. 

This is where most lawyers fail. Because they’re so desperate to get clients they’ll take any-
thing that walks in the door. Maybe you feel like that now. But, trust me, once you have a proper 
marketing system you’ll start getting picky about who you take on. And that in turn will build 
your confidence. 

Will this happen overnight? No, it won’t. But if you keep diverting all of your time, energy 
and money into “get clients fast”schemes it will never happen. And then you might start to as-
sume you’re the problem. That will foster insecurity and doubt, which will make you even more 
desperate to take any client that walks in the door. 

So here’s how to avoid that problem. 

Create the Right Message 
Start by crafting the kind of message that will bring you more of the kinds of clients you 

most want to work with. The message your marketing sends out is crucial. 
If your marketing message speaks to your ideal clients about their specific problems in a way 

that resonates, it will attract more of those clients. Your message will resonate more if it demon-
strates sincere empathy for their specific problem. But, if you offer generic platitudes like “we’ll 
fight hard for you,” you’ll attract fewer good clients. They’re tired of hearing those cliches. 

Yes, clients need to believe that you have the skills to represent them well. But first, they 
want to feel like you really care about helping them—more than you care about making money 
(Remember the old maxim: no-one cares how much you know until they know how much you 
care). After you’ve demonstrated that you care, then you should explain how you help your 
clients. 

Your explanation needs to be clear and concise. Unfortunately, most lawyers are unable to 
make things clear and concise. They’re better at making things overly complicated and confus-
ing. 
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Here’s how to make more clients feel comfortable hiring you in a clear, concise way. First, 
pretend they just asked you this question: “So, if I decide to hire you what is going to happen 
next?” Answer that imaginary question like this: 

“The first thing that happens is we meet in person, and we and listen closely as you tell us 
what happened from your point of view. If you have documents, we’ll look at those too. After 
that, we’ll analyze your legal options and recommend a specific course of action that’s 
designed to give the best chance of success. 
And, we’ll keep working to improve your chances of success as we move forward.” 

Now you might read that and think: gee that’s kind of superficial and almost any lawyer 
could say that about almost any kind of case. And you’d be right. But here’s what you’re miss-
ing: most clients would find that explanation exceptionally satisfying.  

They won’t stop and think, “gee any lawyer could say that.” Because first of all, no lawyers 
are saying things like that. Most lawyers say things like “we’re client-focused and we’ll fight 
hard for your rights.” So that’s what clients now expect to hear. Which is unfortunate, because 
that kind of language just creates suspicion and resistance. 

Do you want to know the secret behind why my $40 weblog worked so well? It’s because I 
never wrote in cliches or dense legalese. I used simple words and offered casual observations 
about current topics of interest. That’s the secret. 

Clients read my observations and then decided for themselves that I’d be good to work with. 
Why? Because I came across as sincere and approachable. I wrote blog posts like I was sitting in 
a coffee shop having a conversation with someone. I didn’t write like that for a strategic reason. I 
did it because it was easier to write in a conversational way. And I did that because I had no idea 
that my weblog would be read by potential clients (or by anyone else, really). 

When I started trying to write in a more formal way my results sagged. Then it dawned on 
me: clients don’t care about formality. They care about sincerity, and that’s how they decide 
whether to trust you. And to hire you. 

Avoid Awkwardness 
Have you ever been told by some well regarded rainmaker, “you can’t be shy about asking 

for business?” And then maybe you try to do that in a face-to-face meeting with a prospective 
client? My guess is that it seldom works, and probably feels awkward. Maybe humiliating too.  

Some lawyers try to “ask for the sale” on their website. It’s easier to do that on a website and 
not feel awkward, right? Yes, but it’s just as ineffective as doing it in person. 

So let me tell you about a better way. Here’s the secret: never ask for the sale. Not even on 
your website. 

If your marketing message is properly crafted you won’t have to ask. Clients will decide to 
hire you on their own, without you even asking them to call you. So what do you put on your 
website? You know, after you’ve described their problem in a way that makes them feel like you 
understand their feelings and truly care about helping them. Here’s what you say: 
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“My recommendation is that you find a good lawyer to help you with your case. And whether 
you call or us or someone else, it’s best that you do so sooner rather than later, because 
there are often inflexible deadlines that, if missed, will wind up hurting your case. So don’t 
procrastinate.” 

After reading that, many prospects will hire you, unless they still have concerns. And if they 
have concerns they aren’t going to hire you right away. They will leave your website and proba-
bly never return. They might wind up hiring another lawyer who is no better than you (or even 
worse) just because they had concerns that your marketing message didn’t address. 

So how do you deal with that? 

Use Email To Follow-Up 
If folks are skeptical (or still have concerns) invite them to give you their email address. Then 

you can follow up with them in a low-key way. 
How can you invite them to give you their email address without feeling awkward or pushy? 

Simple, make them want to give it you. Folks who practice “direct response marketing” have a 
tool for getting people to provide personal information and it’s amazingly effective. The tool is 
called “a lead magnet.” And, yes if you have never heard the term before it sounds off-putting.  

But the fact of the matter is: someone who visits your website or reaches out to you in some 
way is properly called a “prospect” or a “lead.” And the thing that causes them to feel compelled 
to give you their email address definitely has to be some kind of magnetic item. 

Fortunately, it doesn’t have to be anything elaborate. All you need to do is come up with a 
free 1 or 2 page PDF “report” or “guide” or whatever makes the most sense to call it. And in that 
guide you’ll simply answer a few common questions that most people tend to have about their 
legal problem. The key is to not say what the common questions are when you refer to the lead 
magnet. For example, you could say “Get my [Name of Guide] guide that discusses the five 
things you should know about [type of legal problem] before you hire an attorney.” 

You do have to actually discuss those five important things, and not just cobble together 
something silly. Because if what you give them has no real value, the prospective client won't 
trust you, nor hire you. Once you’ve given them free valuable advice in the form of a PDF down-
load, you can continue a conversation with them by email. 

How do you do that? Well, it’s easier to understand if you go through the process yourself. So 
I recommend you find a lawyer who has a website with a free lead magnet. Request the PDF and 
study the process as though you were a prospective client.  See what kind of emails are sent out 
(automatically) in the hours or days after you request the lead magnet.  

If you want to see my email sequence and process you can visit one of my websites and sign 
up for one of my free guides. Then you’ll get to see how I do it. As I mentioned I spent a lot of 
time, energy and money learning how to write these emails. But it has been worth it because it’s 
brought me more of the right kind of people. And the emails can be sent out automatically, and 
inexpensively. 

Now, if you want to an even better way of marketing and doesn’t even require a website, 
here’s my advice. 
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Do Referral Marketing & Save Money 
Getting clients by email is a lot easier if you focus on people that already know, like and trust 

you. That’s known as “referral marketing” or “relationship marketing.” And if you combine 
email marketing with referral marketing you’ve got a system that’s powerful, easy, and super low 
cost. Again, you don’t even need to have a website to do referral marketing by email. 

All you have to do is send a short email once a month to your existing referral sources that 
reminds them that (1) you exist, and (2) tells them what kind of law you do. Of course, you 
should also write things that help them understand how much you care about your clients. 

I can’t say this enough: marketing is more about showing how much you sincerely care about 
your clients than about anything else. Despite, what P.T. Barnum supposedly said, people are not 
so easily fooled by fake sincerity. And these days, they aren’t happy about being bombarded with 
more cheesy advertising messages—especially from lawyers. 

If you’re interested in learning more about doing referral marketing by email I have a private 
Facebook group that’s free to join. And check out my online course: The Trusted Lawyer - A 
Simple "Referral Marketing by Email" System.
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