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“Will marketing and advertising cheapen my law firm?” EFFECT'VE LAW FIRM ADVE RTlSlNG
It's a question that mostly goes unasked, but not unrecognized, by lawyers and law firms N E E DS TO DO TH R E E TH I NGS

entering into marketing or advertising partnerships.
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That’s not the only unasked question in legal marketing ...
Take the hammers, eagles, and pirates or leave them, the main point stands: Consistent
advertising and branded marketing does not cheapen a law firm. It enriches and expands

Will this advertising concept a firm’s book of business.

fail?”

These lawyers are confident in these branded choices and have committed their
advertising strategies to be inclusive of memorable concepts at every marketable
opportunity.

“Will we look desperate,
cheap, or like those TV
lawyers?”

They believe in the characters, not because they are the most accurate representation of
“I mean, why would a high- y ATTRRAET lawyers, but because they represent a solid advertising strategy that the advertisers have
quality legal advocate p- .y DEAN B 1 ] confidence in.

really need all this e

marketing mumbo-jumbo, :
or to be on every local TV
channel or billboard and
advertise themselves as an
arm, a hammer, or a gorilla?”

However, according to the numbers, confidence in advertising is not very high with
lawyers.

Because these branded ads make the phone ring for these lawyers and do exactly what
effective legal marketing is supposed to do.
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What form of lawyer advertising (Internet, TV, radio, etc.) do lawyers consider most
harmful to the public perception of the legal profession? Phrased differently, which

TH I N K O F ADVE RTISE M E NTS? communication channel has the most impact on public perception?
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Notice, this is an almost mirror reversal of the communication channels lawyers believed
had the greatest impact on public opinion of the legal profession.

This is an important distinction.

And finally, the kicker: 81% of lawyers who are actively marketing and advertising their
law firms believe lawyer advertising is harmful to public perception of the profession.
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If 11% of advertising lawyers felt their ads had no impact on public opinion of the
profession, and only 9% felt their advertisements had a positive effect, doesn’t it make
you wonder what kinda ads are being created?

WHAT’S THE RESULT OF THIS ON THE
LEGAL ADVERTISING LANDSCAPE?

When you
think of great
advertising,

Because the vast majority of lawyers

don’t advertise, because the examples of
attorney advertisements (especially on mass
media) feel like a blight on their profession,
because they want to be cautious with

their investments, the confidence levels in
marketing strategies for most lawyers and law
firms are safely low, and industry standard.

You rewer Ehirk naf

But when
youre paying
for advertising,

That’s unfortunate, but not unexpected and leads to another legal marketing/advertising
paradox.

When you think of examples of good advertising, you never think safe or standard. But
when you’re paying for advertising, you definitely want safety and standards.

So, rather than tons of unique,
differentiated, branded law
firms, lawyers investing in
marketing are flocking their best
practices together, replicating
the same positioning and
advertising decisions their
competitors make, resulting in
undifferentiated homogeneity
across the legal advertising
spectrum.

Furthermore, in regards to

the communication channels
advertising lawyers choose

for their law firms, everyone is
online, as more legal marketers
switch their budgets from
traditional mass media to digital.
Again, look at the migration of
marketing dollars from mass
media to digital in the Florida
Bar Survey, from 2009 to 2017.

If every legal marketing dollar spent is heading to the same digital marketplace,
competing for the same eyeballs in a constant war for attention online, lawyers should
really be solely focused on creativity, a branded web presence, and forging indelible and
lasting digital advertising for their law firms that gets noticed and grabs attention.

But they aren’t.
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WE WANT THE SPOTLIGHT,
NOT THE SCRUTINY

Most law firms, like most businesses in general, don’t want to be too outgoing or
“kitschy” in their marketing and advertisements because this may portray them as non-
serious about their core business.

Better to be rational and serious on their website and ads and tell everyone you have
200 years experience. Just tell them we are no frills, reliable, and we know what we’re
doing.

Yeah ... that’ll stand out.
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At some point, we’ll have to agree that “Trusted Forever” is just as much of a legal
marketing trope as “Strong Arms” or “Hammers.”
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WHAT DOES AN EFFECTIVE LAW
FIRM ADVERTISEMENT LOOK LIKE?

Are you going to be the Hammer, or the Eagle, or Sensible & Trusted Forever? The
great news is, this is up to you! But to be successful in advertising, you need a strong
brand and you need confidence in your strategy.

Depending on the personalities and comfort level of the shareholders, effective
branding in a law firm can be sensible and strong and even silly. Bottom line: The
brand needs confidence, and it needs to be memorable.

Depending on the strategy and goals, effective advertising looks different for every
law firm. Bottom line: The ads need to get noticed by a ton of people and get the
phone to ring.

So what really makes for an effective advertisement?

Every advertising campaign has a wide variety of tactical options and elements
(creativity, distribution, branding) to consider in order to create an ad that reaches its

desired goal.

Should you pay more money for distribution? Should you pay for placement? Should
you invest in top-notch creativity or talent?

What is the desired balance among these advertising elements that actually achieves
sales?

[
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According to Nielsen, creativity, strong brand assets, and good distribution were the
main contributing factors in effective ads that led to sales for more than 500 brands
surveyed in its Five Keys to Advertising Effectiveness Report.

So, stated another way — your law firm can create effective advertising by focusing on
creativity above all else, developing a strong and memorable brand, and paying properly
to distribute your ads to as large an audience as possible.

Seem like a lot to handle?

Then make sure you find a marketing and advertising agency that can help you create
distinct ads and deliver them to your potential clients. We know some people.
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THE KEY TO OVERCOMING
THE FEAR THAT ADVERTISING
CHEAPENS YOUR LAW FIRM?

The key to succeeding in legal advertising is mainly one thing — confidence.
Confidence in the strength of your law firm’s brand and its distinct place in the market.

Confidence in your marketing strategy, the communication channels, the target audience,
the intended actions.

Confidence in the ability to measure your marketing ROI.

Confidence that creative, strongly branded advertising will help your law firm achieve
business goals.

When it comes to legal advertising, the formula for success is simple:
Confidence + Strategy = SUCCESS!

Without confidence, not only will your advertising fail, it may bring your “cheap law firm”
nightmares to life and end up costing you more than just money.

WANT MORE ADVICE ON
LAW FIRM MARKETING?

Sign up for the Consultwebs newsletter

Follow Us on Facebook

Subscribe to the LAWsome Podcast
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