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Today’s agenda
1. Why every law firm needs a marketing plan
2. De-mystifying marketing
3. How to establish an annual budget
4. How much time you should devote to 

marketing
5. What gets the “biggest bang for your buck?”
6. Building a website & SEO, the right way
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Startling factoid #1

20% of new lawyers cannot find 
a full-time position. 
- Canadian Lawyer
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Startling factoid #2

Each year, there are 1,750
newly minted lawyers in Ontario.

- The National Post

Admissions to law school are up 70%.
- Canadian Lawyer
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Startling factoid #3

Number of law firm marketing 
credit courses in law school: 

Zero
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Startling factoid #4

Number of CPD hours allocated to 
law firm marketing: 

Zero
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Whaaaa….??

“Good luck!”
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Why you need a marketing plan
• Marketing is an investment in your future
• Marketing is how you get clients 

• Marketing is not a cost centre
• Marketing is not a frill, or waste
• Marketing is not diverting funds for your new 

car or truck
• Marketing does not cut into your profits
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The cost of doing no marketing
Example: 
• Assume a budget of $2,000 per month
• Months 1 to 6:  $12,000 spent;  0 clients
• Months 7 to 12:  $24,000 spent;  3 new clients
• Month 13:  you’re in the black
• Month 24:  you have spent $48,000 to get 

$112,500 of new business
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Marketing budgets:  Money & Time
• Very successful firms spend 15%  of gross 

annual sales on marketing
• 10% is a good figure
• 5% is minimum

• 20% of your time should be spent marketing
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De-mystifying marketing
• Marketing – promoting your law firm (hunting)
• Business development – looking for new ways to 

make money (new hunting grounds)
• Advertising – you pay to get your message out
• Public Relations - establish, promote, protect 

your reputation 
• Media Relations – you pay a PR agency to 

represent you to reporters and editors
• Websites – your electronic storefront
• SEO – the Art of Getting Found by prospects
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How to allocate your budget
• The type of law you practice
• Your profit margins
• Gross annual revenues
• Your target market – who are your prospects?
• Your geography 
• Your competition – are they out-spending you?
• Technology – automation can help you get scale
• Sales cycle – how long does it take to get a client?
• Value of typical sale
• Average sale’s lifetime value – “one and done” or 

repeat clients?
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What type of law do you practice?
• General practice?
• Specialty/boutique firm?
• “Door law”?
• What is your target market?
• Who is your ‘ideal client’ – avatars are useful
• How do you get clients now? 
• What is your referral network? How big is it?
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What is your personality?
• Do you like to give speeches, presentations?
• Do you like to network? Attend social events? 

Host social events?
• Do you like to write?
• Do you like to be involved in your community?
• Do you like sports, social causes, education?
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The Legal A Team, by Practice Area
Media Relations:                                 50%
Business Development 
& Marketing 20%
Turnarounds & 

Management Consulting 15%
Websites & Organic SEO:                   15%
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What gets the “Biggest Bang?”
Media Relations:
1. Because it’s reputation based.
2. Because no one watches TV, reads 

newspapers for the advertising.
3. Third-party validation, by the media. 

Reporters trust you to help tell stories.
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Relentless Results.™
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Relentless Results.™ 
Rotfleisch & Samulovitch PC
• Client since 2014
• Number of “media hits” annually: 40+
• Number of employees in 2014:  6
• Number of employees in 2019:  11
• “tax lawyer Toronto” Google ranking:  #1 
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Relentless Results.™
Jasmine Daya & Co. – Personal Injury lawyers
• Client since May 2018
• Number of annual “media hits”: 20+
• Huff Post blogger
• Columnist on personal injury, The Lawyer’s 

Daily
• Total of 5 lawyers;  busier than ever
• Has 2 articling students
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Relentless Results.™



The Legal A Team

Relentless Results.™
DeRusha Law – Mississauga
• In business for 25 years
• In November 2016, their initial consults (ICs) 

had dried up;  WIP at a trickle
• The firm was in trouble
• Law firm turnaround client;  18 month project
• 4 lawyers;  new hire Oct. 2018—1st in 8 years
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Startling factoids about Google
• Google owns 93% of all web searches in Canada
• People who never go to Page 2:  95%
• Number of factors Google uses to rank pages: 220+
• GOAL: Google wants to serve the best pages to 

users
• How Google ranks pages:  algos & bots
• The first 3 organic spots capture 70% of traffic
• Click-through rate (CTR) is 30% on Google Ads
• There is NO APPEAL PROCESS with Google
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How not to build websites
Creatives – copy writers, photographers, 
graphic designers
Web developers – coders & programmers
SEO specialists – the Art of Getting Found



The Legal A Team

Google gives you free tools
• Google Analytics – measures everything, how 

long people spend on a page, what pages are 
popular/useful, click-through rates, fill out 
contact forms, use web chat, etc. 

• Google Business – get listed, for free
• Google Search Console – SEO and reporting 

(formerly Google Webmaster Tools)
• Google Reviews – very powerful
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Websites we have created
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Websites we have optimized
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Websites we have optimized
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When you get back to the office…

1. Set your marketing budget;  review your 
marketing budget

2. Think about what activities you would like to 
do, to market your law firm, and where to 
spend your marketing dollars

3. Think critically about your website:  is it 
bringing you leads, or is it a brochure?
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