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100 Quick and Easy Tips to Creatively Market Your Firm. 

1. Start a blog.  There is simply no better way to increase your visibility and 

expertise and market directly to your clients. 

2.  Use Basecamp for project management.  Your clients will love it, and you 

will too. 

3.  Send your clients birthday cards.  Don’t know their birthday, try 

AnyBirthday.com. Type in a first and last name and zip code (if you know it) 

of someone who's birthday you want to know and you'll likely get the 

answer here. To save you the trouble, mine is August 7. 

4.  Use a brainstorming tool with clients.  My favorite is Mindmanager. 

5.  Dump your yellow pages advertising (and your competitor’s too).  Offer 

an incentive to people to tear out all of the attorney advertisements from 

their yellow pages and bring them into your office.  In exchange for the 

pages, give clients a magnet to stick on their refrigerator with your firm’s 

information and a coupon for something free. 

6.  Never overestimate your client’s loyalty or tolerance for inattention.  

Use a customer relationship management tool to make sure you touch base 

with each client at least once per month. 

7.  Send your self an e-mail today and receive it tomorrow with Mail to the 

Future. 

8.  Realize how stupid you are if you don’t reach out to prospective women 

clients.  For some great tips, go here, here, here, here, or here.  

9.  Answer this question:  How many little interactions do you have with 

your clients or customers?  How many times has a "firm policy" kept you or 

your employees from doing what is right?  

10. Stop advertising in the yellow pages.  Instead, spend that money 

improving the service you offer.  Turn your "advertising" budget into your 

"client appreciation" budget.  
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11. What kind of thing could you do to get your clients or competitors talking 

about you? For business lawyers, how about beginning a "Top 10 Small 

Businesses" award? Accept nominations from the public, have a panel of 

"experts" pick the winners, and invite all of the nominees (with their staffs) 

to a banquet you sponsor to honor the winners. Have a keynote speaker talk 

about a unique issue facing small businesses. Make sure your marketing 

materials are front and center and that you meet and greet every nominee. 

Arrange for photographs of the winners accepting their awards (with a firm 

member in each one), and send the pictures to the local paper along with a 

press release, or ask the paper to cover the event with a reporter. Total 

cost -- a few thousand dollars. The ability to meet and interact with dozens 

of your target clients (and their families and staffs) -- priceless. 

12. Googlize your Firm.  Anyone who is anyone has been given several G-

mail invites to hand out like exclusive backstage passes.  Google has gotten 

people talking about their service (that is going to be free anyway) for 

months before its official rollout.  This got me thinking about what a law 

firm could give away to build buzz. Don’t just give away trinkets, mugs, 

calendars, etc. Instead, do small business incorporations for free. No strings 

attached.  Why do I think this might work? Well, not everyone gets the deal. 

Limit the number of incorporations you do every month to five or so, and 

businesses that want their free incorporation must apply by providing a 

business plan or some other evidence they are likely to be around for a 

while. So, even though you are doing the work for free, you get to pick the 

applicants most likely to succeed and become long term clients.  Mirroring 

the G-mail plan, current clients will get anywhere from 1-5 "invites," and 

anyone who is referred by an existing client automatically gets one of the 

free monthly slots.  All of the month's clients will have to come to a seminar 

where you cover the basics of incorporation, so you don't have to cover the 

basics with each one individually.  Even bring in a CPA to cover tax issues 

with them. 
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13. Take a look at Wordlab, a free naming thinktank, and its Band Name 

Generator. 

14. Develop your “elevator speech” with the help of 15SecondPitch.com.  

15. Tell someone your law firm’s name.  Can they repeat it to you five 

minutes later? 

16.  What is your business? Is it law? Trust? Peace of mind? Are your 

competitors other lawyers, accountants, business advisors? As a business 

lawyer, my competitors also include electricity, transportation costs, 

employee salaries, and rent. In other words, I am competing for my clients' 

business dollars against the other things they spend money on. Unless I can 

articulate the value that I can give them and persuasively show them how I 

can save them money, time, frustration, or worry, I am just another line 

item in their budgets that they will cut in hard times.  

17.  Take advantage of Reed’s Law, which states that the value of a social 

network scales exponentially with the size of the network.  Sign up for 

social networking sites like Linked-In and Ryze, or join internet-based 

discussion groups like ABA’s Solosez, and build your network.  

18. Don’t learn from your competitors.  Only model your practice on your 

competitors' if you want to work just like they do. If you want to grow and 

innovate, look outside of the legal profession to find out what others are 

doing well. Who is the most successful accountant in your town? What is the 

most popular restaurant? Who runs that little store you love to shop in? 

Take them to lunch. Learn from them. They will be willing to share their 

secrets of success with you and may even end up hiring you as their 

attorney.  

19. Answer you office telephone with you law firm’s name.  Not with “law 

office.”  Do restaurants answer their phone “restaurant?”  (Thanks to Frank 

Kautz for this tip). 

20.  Buy Stickers.  Put a “We love referrals” sticker on everything that 

leaves your office and watch the business come in. 
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21.  Make your employees sign this pledge:  'I understand that my number-

one job, no matter what I was hired for, is to make the customer come 

back.'  

22. Be who you appear to be. 

23. Review you marketing materials.  Are you unique enough?  Here is a list 

of “unique” statements from law firm websites compiled by Jeremy 

Blachman, a 3L at Harvard Law School:  

The nature of our practice and our unique firm culture sets us apart 

from the rest.  

What makes our firm unique are its fantastic people. 

Our attorneys and staff have created a unique firm culture which 
nurtures mentoring and the exchange of ideas. 

We possess a unique combination of experienced lawyers with 
backgrounds in various legal fields. 

Our clients appreciate our unique combination of specialized 
expertise and broad experience. 

Our firm's culture is a unique blend of the conservative and 
entrepreneurial. 

Our exciting practice and unique collegial ambiance distinguish us 
from other law firms. 

We have a unique ability to offer our attorneys unlimited 
opportunity for personal, professional and financial growth. 

We have a unique Pro Bono Policy that demonstrates the Firm's 
support for pro bono. 

There is a unique spirit at work here, a collective "can do" attitude 
that empowers every member of our Firm. 

At our firm, your first reward is the unique opportunity to explore 
your interests and build your practice. 

Our attorneys and staff have a passion for justice and a unique 
commitment to the needs of our clients. 
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We don't think you will find another law firm anywhere that has 
such a unique combination of excellent lawyers, challenging and 
diverse practice opportunities, decent people, and a genuine sense 
of community. 

One of the things that makes us unique — and uniquely effective for 
our clients — is that our people live in the real world, not inside 
dusty law books. 

A law student or graduate should be wary of a firm that is one-sided 
and does not present a balanced mix of quality legal work, people, 
and lifestyle. We believe we have succeeded in achieving such a 
balance, which makes us unique in today's legal community. 

If the unique firm we have described here is one that appeals to you, 
we encourage you to contact us about career opportunities. 

24. On a similar note, take a look at this satirical marketing agency website. 

Our main strategy is to convince people that we do stuff they can't 
do themselves, and that we deserve lots of money for it. The best 
way to do this is to always look good, and always sound like we 
know something you don't. If you're still not convinced, we'll show 
you lots of market research and cost analysis and global positioning 
strategy reports to confuse you and hopefully convince you that 
we're so knowledgeable you couldn't possibly succeed without us. 
Because you can't. So don't even try. 
 
When we deliver your new business strategies to you, they'll be in 
really snazzy binders that look nice sitting on big, round meeting 
tables, so you'll know you got your money's worth. When your 
project has been completed, we'll give you several follow-up phone 
calls to give the appearance that we even remember who you are or 
what we sold you. 
 
Our clients are always satisfied with our service. If you knew who 
any of them were, you could confirm this for yourself, but, since you 
don't, you'll just have to take our word on this one too. Client 
satisfaction is always our first priority. Well...actually...maybe 
something like third or fourth. But we really do take care of our 
clients. More or less, anyway. 
 

25. Make sure your law firm can reserve a domain name that is easily 

remembered. 
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26. Can your marketing materials be understood?  Explain your sales and 

marketing story to a fifth-grader, and asking him to repeat what he just 

heard – then correct the difference between what you said and what he 

said.  

27. Take your customers out for coffee.  Every month, treat all of your 

customers to coffee at a local coffee shop.  Cost to you, around $3.00 per 

customer, per month. 

28. Be able to answer these questions:  Who are you?  What do you do?  Why 

does it matter?  This is a really hard exercise for lawyers. Go ahead, try it. 

29. Give employees an hour of "quiet time" every week -- when the phones 

aren't answered and meetings aren't scheduled -- to think, read a book, or 

just relax. 

30. Hire a graphic design artist (with no legal portfolio) to review the format 

and design of every piece of mail and every type of document that goes out 

to customers.  Also, find the best interior designer in your town and ask 

them for one hour of time to give you tips on making your office more 

inviting and less intimidating. 

31. Go to the most expensive and most popular stores and restaurants in 

your neighborhood. Look at how they are designed.  Look at the people in 

them. These people are comfortable in those environments. If you want 

those types of people to be your clients, make your environment similar. 

32. Prepare a list of client commitments and stick to them.  Include 

returning phone calls within a specified period of time.  Send the 

commitments to clients with every bill.  Offer discounts if you don't live up 

to any of your commitments.  Give clients a small discount if they send back 

a "Report Card" with their payment.  Make it look like the ones kids got in 

the fifties.  Follow up with them on any grade they give below an "A." 

33. Prepare a boilerplate monthly status report and save it in every client's 

file with their address, etc. already printed on it. Send it every month and 

tell them what happened on their case that month.  
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34. Look for space in your office where you can have a comfortable 

conversation with a client, partner, or staff member.  Having a white board 

or other brainstorming tool would be a big plus.  Make it a fun place to 

think. 

35. Create a Firm To-Do List.  The list isn't for client matters, but for firm 

matters.  Make marketing and firm development high priorities.  Make sure 

everyone has access to the list and place at least one item on the calendar 

each week to make sure it gets done. 

36. Fund a Local "Genius Grant. -- Find the biggest problem in your 

community and have a competition to solve it.  Involve the schools and 

retirement homes.  Give a prize for the best solution.  Make sure everyone 

knows your firm sponsored the competition.  Set aside another part of the 

prize money to go toward funding the solution. 

37. Start an Exclusive Client Club.  Come up with an unprecedented level of 

service and benefits (at a premium price) and offer it only to your best 

three customers.  Tell them they can invite others to join the club, but they 

must "vouch" for the new prospect.  Wait ten years, then retire. 

38. Find some kind of work you do and prepare gift certificates.  Send a 

notice to your clients telling them the certificates are available for the 

holidays.  In an estate planning practice, encourage clients to give the 

certificates to young couples who've just married or had children and might 

need a simple will.  The certificate could be for a will, or even a "free" 

consultation. 

39. Send a bill with no amount on the bottom.  Make sure you communicate 

all you've done for the client, and then let them decide how much it was 

worth. 

40. Find employees who want to work second and third shifts and 

experiment with one or two days a month where the firm never closes.  

Advertise these days, and find out how many people who've never had time 

to meet with a lawyer come calling! 
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41. Ask everyone you know for the names of the smartest people they know.  

Invite those people to an exclusive dinner and offer to pay them for one 

hour each month of their advice -- on anything. 

42. Go to your local school or library and donate several books on a topic 

that complements your primary practice area.  For instance, if you do 

divorce work, give the school several books about how children can best 

deal with divorce; or give the local library several volumes on divorce for 

adults.  Get your name in the front of each book and get your picture in the 

paper.  

43. Survey your clients relentlessly.  Make sure they at least answer this 

question, “How likely are you to recommend our service to others?”  Use a 

web-based application like SurveyMonkey. 

44. Test your website for customer friendliness with the Customer Focus 

Monitor. 

45. Test your writing for buzzword BS with Bullfighter. 

46. Convene a focus group on the cheap with Your Focus Group 

47. Work on a better voice mail greeting. 

48. Get access to great free photos for your presentations and marketing 

materials with Stock Exchange Free Photos 

49. Fix Your Web Site 

50. Never underestimate the power of Hand Written Notes. 

51. Take an Accountability Quiz. 

52. Create a Winning Workplace. 

53. Spruce up your web site.  And don’t forget the details. 

54. Learn how to design your newsletter. 
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55. Keep track of the nice things people say about you, and of the people 

who are exceptionally happy with your work.  When you are having a hard 

time at the office (or want to use some testimonials in your marketing 

materials) you have a list handy for a quick pick-me-up.  And in case you 

think it is a bit conceited to keep track of the people who love you, 

remember that you will build a far more successful business by marketing to 

your happiest customers than your unhappy ones. 

56. When you find a good idea in a book you own, fold down the corner of 

each page that has something you want to come back to.  Whenever you 

finish a book, copy each page you “marked” while reading it.  Put the 

copies in an idea file that you review regularly — or at least when you are 

stuck and need to think creatively. 

57. Identify the most successful businesses in your community and find out 

who is second and third in charge there.  Ask those people to lunch.  Learn 

everything you can about their business.  Don’t “sell” your practice or your 

services, but offer to help them in any way you can.  Follow up with a 

personal thank-you note after the lunch.  You will start to see business from 

these people and their businesses before next year is out!  

58. Pick the three computer programs you use the most (or should use the 

most), and learn how to use them better.  Set aside an hour per week to 

spend reading the manuals and playing around with the software.  Better 

yet, get a “Dummies” book and read it through.  You will be amazed at the 

amount of time you can save just learning the in’s and out’s of most 

computer programs.  You would also be wise to make the rest of your office 

(especially staff) do the same thing. 

59. Think of your best client.  Now, go print out the MacKay 66.  How many 

of these questions can you answer? 
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60. If you are interested at all in learning about how other businesses have 

mastered the art of client service, read Secret Service by John R. DiJulius.  

DiJulius runs a string of spas in Ohio and details many practical yet 

ingenious ways he uses to deliver an unforgettable (and profitable) 

customer experience.   

61. This one is easy, and should be on all of our "to do" lists everyday.  Think 

about that one person who helps you the most to do what you do.  Go to 

that person today and thank them.  

62. Divide your staff into three groups and identify a single problem or 

question you need to address in your practice (or your life).  Ask the first 

group to brainstorm and answer the question, "In order to _______, we 

need to stop doing _______." The second group does the same with the 

question, "In order to _______, we need to start doing _______."  Finally 

the third group answers, "In order to _______, we need to continue doing 

_______."  After all three groups have come up with a number of answers 

to their question, have everyone rotate and repeat the process two more 

times.  Get everyone together, review the answers, and then devise a plan 

to put the ideas into action. 

63. Understand that your invoices can be one of your best (and worst) 

marketing tools.  Review the look of your normal invoice.  Is it readable and 

easy to understand?  Does it have all of the information your client wants or 

needs?  It also wouldn't hurt to call a few of your best clients (or the people 

in charge of paying those clients' bills) and ask them if there is anything you 

can do to make your bills easier to read and understand. 

64. Take any issue you want to consider.  Now create a sentence stem that 

focuses on your issue. E.g. If I want to improve my time marketing efforts by 

5% I must...  Then complete the sentence between 6-10 times. Don't get 

fixed too long trying to say the right thing, if in doubt, invent - just make 

sure the ending is grammatically correct.  
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65. Identify your perfect client?  Old or young?  Rich or poor?  Male or 

female?  Once you've decided, go shopping.  Go to the kind of stores your 

perfect client frequents, and look around.  What draws your perfect client 

to the store(s) he or she shops in?  Is it price?  Is it selection?  Is it quality?  

Is it atmosphere?  Go back to your office and compare your office's "look" 

with the look of your ideal customer's favorite store.  Could you make your 

office more inviting or accommodating?  Then think about what you sell 

(and how you price it).  Are you Wal-Mart, Target, or Nieman-Marcus?  

Which one do you want to be? 

66. Pick your five best clients and ask to meet with each of them before the 

year is over.  Make sure they know they won't be charged for the meeting.  

At the meeting ask them, "What do you want to accomplish in the next 

twelve months, and how can I help you to do it?" 

67. Identify your least favorite client -- you know, the one that you hope 

doesn't call, the one that pays their bill late, berates your staff, and/or 

makes outrageous demands on your time -- and fire them.  They don't 

deserve your hard work (and probably aren't getting your best work anyway 

if you hate doing it for them).  As an added bonus, let your secretary pick a 

client to fire too!  It is a great moral boost to everyone in the office when 

that one (and you don't have to limit yourself to one) client is gone.   

68.  Read blogs.  Here are a bunch of absolutely fantastic on marketing that I 

love (and read every day), including mine: the [non]billable hour. 

69.   A Day in the Life of a Persuasion Architect 

70.   acleareye.com 

71.   BeConnected 

72.  BeTuitive 

73.   beyond bullets 

74.   Brand Autopsy 

75.   Branding Blog 

76.   CCUCEO 

77.   Church of the Customer 
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http://thenonbillablehour.typepad.com/nonbillable_hour/2004/01/lawyers_as_reta.html
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78.   Cutting Through... 

79.   Decent Marketing 

80.  Diva Marketing; 

81.  Duct Tape Marketing; 

82.  Experience Economy Evangelist; 

83.   Good Experience Blog; 

84.   HispanicTrending; 

85.   Johnnie Moore's Weblog;  

86.   Kerry Randall - The Lawyer Marketing Guy; 

87.   Lawbiz Blog 

88.   Legal Marketing -- by Andy Havens 

89.   Lip-Sticking 

90.   Local Small Business Marketing S.T.A.K.S. 

91.   Marketing - The Bold Approach Method 

92.   Marketing eYe 

93.   Marketing Genius from Maple Creative 

94.   Marketing Playbook 

95.   The Origin of Brands Blog 

96.   PROFESSIONAL MARKETING Blog 

97.   Radiant Marketing Group 

98.   Real Lawyers :: Have Blogs 

99.   Salesprocessdiva 

100.  Seth's Blog 

101. Underpromise and over deliver. 

102.  The Social Customer Manifesto 

103.  Strategize 

104.  Thinking by Peter Davidson  

105.  Touch Points 

106.  What's Your Brand Mantra? 

107.  WonderBranding: Marketing to Women 
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http://www.infosential.com/
http://decentmarketing.typepad.com/weblog/
http://bloombergmarketing.blogs.com/bloomberg_marketing/
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http://marketinggenius.blogspot.com/
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http://ries.typepad.com/ries_blog/
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http://radiantmarketing.typepad.com/radiant_marketing/
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