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for solo & boutique law firms



In today's competitive legal landscape, effective marketing
isn't optional, it's essential for maximizing results and
competing well. Our playbook provides a streamlined
approach to developing a marketing strategy to ensure your
law firm can do just that.

The following pages outline seven fundamental elements that
help establish a high-level marketing strategy. Each
component builds upon the others to create a comprehensive
approach that drives client acquisition and retention.

This concise guide cuts through marketing complexity to
deliver actionable insights that can be implemented without
overwhelming your resources or practice demands.

Introduction
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"Strategic marketing for law firms is not about promoting services;
it's about connecting your expertise in a trustworthy and cost-

effective manner to bring clients to your door." 
Julie Fisher, CEO & Fractional CMO



Understanding
the Target
Audience 
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The most essential element of any
marketing strategy is a clear
understanding of who you're trying to
reach. For law firms, this means
moving beyond general demographic
data to develop deep insight into
client needs, motivations, and decision
processes.

WHY UNDERSTANDING
MATTERS

Start by noticing things your best clients
have in common: like their age, location,
values, or education. These traits help
you spot patterns and understand who
you can serve well. Once you group
similar clients together, you’ll know
exactly who to focus on in your
marketing.

AUDIENCE SEGMENTATION



Setting
Marketing
Objectives
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You can’t set meaningful marketing objectives until you truly
understand who your audience is and what matters to them. That
insight drives smarter goals: like attracting the right types of cases,
improving visibility in high-value markets, or targeting effective
referral partners. Without that clarity, even well-funded efforts risk
missing the mark.

UNDERSTANDING BEGINS WITH CLARITY

Turn vague ambitions into clear action by framing your goals around
what truly moves your firm forward. SMART goal frameworks are the
gold standard. Stop with KPIs and start here first! For example,
instead of saying “increase referrals,” set a goal like: “Gain 5 new
chiropractor referral partners in Dallas within 60 days.” The sharper
the focus, the greater the impact.

HOW TO SET SMART (SPECIFIC, MEASURABLE,
ACHIEVABLE, RELEVANT, TIME-BOUND)
OBJECTIVES.



SWOT Analysis

S
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Chances to grow your
practice through new
client segments, digital
strategies, underused
marketing channels or
growing practice area. 

OPPORTUNITY

These are advantages that
set your firm apart—like a
strong reputation, niche
expertise, or solid referral
relationships.

STRENGTH W Gaps that limit your
growth, such as unclear
messaging, inconsistent
branding, outdated
marketing, or poor lead
tracking.

WEAKNESSES

T External or competitive
pressures—like rising ad
costs, shifting client
expectations, changes in
online visibility, or
aggressive competitors—
that can impact your
results.

THREAT

"An insightful SWOT analysis transforms marketing from
guesswork into strategic decision-making based on your firm's

unique position in the marketplace." 
Julie Fisher, CEO & Fractional CMO



Content
Strategy

Define Your Business Goals

Choose the Right
Content Types

Produce Quality Content

Conduct Keyword & Topic
Research

Create a Content Calendar

Distribute & Promote It
Strategically
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Know Your Target Audience

""The most effective
content strategy

doesn't simply share
information; it

connects pain points
with solutions,

celebrates successes,
and builds trust."

" Julie Fisher, CEO &
Fractional CMO
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Marketing
Strategies
DIGITAL MARKETING

Digital marketing allows your law firm to
meet potential clients right at their first
search online. With precise targeting and
proper lead attribution, ROI can be tracked
down to the dollar to ensure wise budget
spend and effective marketing tactics. This
level of control helps small firms compete
with larger players using data-driven
precision and smarter decisions.

SOCIAL MEDIA MARKETING

Social media confirms your law firm is a
brick-n-mortar business and supports SEO
strategy and community engagement. Your
firm’s “voice” builds trust through
authentic content and meaningful
engagement. It keeps your practice visible
and positions attorneys as experts in their
field of law. Done right, it creates the long-
term positioning your brand needs.
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Marketing
Strategies
TRADITIONAL MARKETING

Traditional marketing offers credibility and
community presence that digital alone
can't always replicate. Tactics like
sponsorships, print ads, and in-person
events build trust through familiarity and
local visibility in your community. These
branding touchpoints become powerful
reminders at key decision-making
moments. 

Marketing offers law firms powerful tools to build their brand, stay competitive,
and attract the right clients, but without a clear strategy and smart targeting, it
quickly becomes an expensive guessing game that drains resources and delivers
little in return.

"The most successful legal marketing doesn't choose between
channels, rather, it positions them into a system where each
reinforces and amplifies the others. Multi-channel marketing

is 100% a requirement for small to mid-sized law firms
desiring to compete." 

Julie Fisher, CEO & Fractional CMO



Basic principles and practical tips for
implementing these strategies.

Clear Goals and Objectives: Define clear, specific, and measurable goals that align
with your overall vision, mission, and main profit center(s). Without clear objectives,
it's challenging to measure success or progress.
Alignment: Ensure that your strategies are aligned within your law firm’s
departments so they connect and no gaps can be found. This alignment helps
maintain focus, consistency, and respect for your firm’s goals.
Resource Allocation: Allocate resources (financial, human, and time) strategically to
support your chosen strategies. Prioritize investments that have the most significant
impact on your goals.

BASIC PRINCIPLES:

Communication: Ensure your strategies are communicated clearly and consistently to
all relevant stakeholders. You can effectively convey your message through multiple
channels, such as meetings, emails, internal newsletters, and presentations.
Leadership Buy-In: Secure support from top leadership. Leaders must champion the
strategies to inspire commitment and enthusiasm throughout the organization.
Actionable Plans: Break down your strategies into actionable plans with specific
tasks, deadlines, and responsible individuals or teams. This makes it easier to track
progress and hold people accountable. Now, KPIs can be built.

PRACTICAL TIPS:
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Business
Development

Business development turns visibility into trust, and it works best when attorneys are directly
involved. Speaking at CLEs, hosting seminars, and engaging in strategic networking builds
credibility and deepens referral relationships.

To be effective, these efforts must align with your marketing, supported by a CRM and consistent
follow-up. It's not about selling legal services, but staying visible, adding value, and being top-of-
mind when legal needs arise.



Successful partnerships should be mutually beneficial.

Partners should have shared objectives and a clear understanding of what
they want to achieve through the partnership.

Partners get involved and stay visible—through networking events,
sponsored gatherings, CLEs, and community involvement.

Attend events with intention, follow up promptly, and treat every
conversation as the beginning of a relationship, never a transaction.

In referral relationships, commit to consistency and intention. Use a CRM
as a tool to create touchpoints and track activity.  Horizontal & vertical
relationships are important because change is inevitable - people can
move or retire and you need to be ready for who will take their place or
how to follow where they moved too.
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Referral Partnerships



Contact
Information
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We offer free virtual consultations:  Book a time

Office

951-489-9918

Phone Number

juliefisher@fisher-marketing.com

Email

We hope this 2026 playbook helps to shed some light
on your marketing needs. Whether starting a law firm
or working on growing one, your marketing can’t be
overlooked. It is an extension of you and your goals.
Don’t rely on a digital marketing agency alone. Learn
more about how our Fractional CMO Services can help
your law firm achieve success without adding
headcount and higher payroll costs.

https://calendly.com/juliefisher-fisher-marketing/30min

