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INTRO

Marketing Your Law Firm:
Challenges, Best Practices, and
Solutions

Like any business, law firms must adapt to new marketing challenges to remain
competitive and attract the ideal client. Traditional marketing methods like print ads
and word-of-mouth referrals are no longer enough in today's digital-first world —
and even digital search itself is evolving.

Potential clients still use search engines, but they may also encounter Al-generated
answers and use Al-powered search experiences as part of the process of
researching legal questions, evaluating options, and deciding which firms to
explore. That means a modern law firm marketing strategy must consider

not only whether a firm can be found in traditional search, but whether its
expertise, authority, and services are clearly represented across the broader
digital ecosystem.

This guide is designed to help your law firm navigate modern marketing challenges
with practical solutions exclusively for the legal industry. We'll analyze seven
common challenges firms face, based on a survey of law firm staff and attorneys.
We'll provide best practices to create a strategic marketing foundation before you
start solving your marketing challenges, and finally we'll offer actionable solutions
tailored to each challenge discussed in this guide.

Whether you're a solo practitioner or part of a mid-sized firm, this guide will provide
useful insights to strengthen your online presence, build credibility, improve visibility
across traditional and emerging Al-powered discovery, and generate a steady flow
of new clients.
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CHALLENGES

< The Biggest

Marketing Challenges
Law Firms Face Today

The legal industry is more competitive than ever, and law firms of all sizes grapple
with a wide range of marketing challenges. From client acquisition and budget
constraints to staying ahead of digital trends and managing internal marketing
efforts, firms have a lot to navigate, on top of practicing law.

Legalfit conducted a survey of small- to mid-sized law firms to understand their
views of and approaches to marketing. In the survey results, many attorneys and
legal marketers report struggling with time limitations, the rising costs of digital
advertising, and the difficulty of measuring marketing effectiveness. Additionally,
competition from larger firms with extensive marketing budgets and the changing
ways people discover information online make it even harder for small and mid-
sized firms to attract ideal clients.

In this section, we'll turn a spotlight on the most prevalent marketing-related
challenges law firms face today, according to your peers in the legal services
space. Understanding these obstacles is the first step toward developing a strategy
that overcomes them effectively.
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% Client

o Challenges

Acquisition and Competition

With more law firms competing for the same clients, standing out is harder than
ever. Potential clients have access to an overwhelming number of choices — and
the channels they use to discover those choices continue to expand. Search
engines, online reviews, websites, social platforms, referrals, and emerging Al-
powered search experiences can all influence which firms enter a prospective

client's consideration set.

Small and mid-sized firms often struggle against larger firms with extensive
marketing budgets and in-house legal teams. Building a distinctive, credible digital
presence is therefore increasingly important for reaching the right clients wherever

they begin their research.

Survey responses highlighting client acquisition and competition

challenges included:

» Being found in the sea
of options

o Competing with firms spending
huge amounts of money on
advertising

o Converting marketing expenses
into quality cases

Getting attorneys on board with
business development

Reaching new audiences and
attracting the right clients

Too many undesirable clients
requesting services

Increasing conversion rates
from cold calls to clients
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CHALLENGE e

® Time Constraints
and Expertise Gaps

For many law firms, marketing takes a back seat due to the demands of client work.
Attorneys and staff often lack the time to create content, manage social media,
follow up with potential leads, or keep pace with changes in search and Al-powered
discovery. Without a dedicated marketing team, these tasks can easily be
neglected, resulting in inconsistent marketing efforts and lost opportunities.

Many law firms also lack in-house marketing expertise, making it challenging
to execute and maintain effective campaigns across an increasingly complex
digital landscape.

Survey responses highlighting time constraints and expertise
gaps included:

» Dedicating time to create and manage marketing programs

« Finding time for attorneys to manage marketing effectively

* Need outside assistance to help with marketing

* Not enough integration; a lot of duplicate work across multiple platforms

» We're a small firm and lack time to dedicate to marketing
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$ Budget and Cost Concerns

Many law firms hesitate to invest in marketing due to budget constraints. Without a
clear understanding of which marketing efforts yield the best ROI, firms can be
reluctant to allocate funds to digital marketing initiatives. Additionally, advertising
costs — especially for paid search and social media campaigns — can add

up quickly.

As the search landscape evolves, firms also face decisions about where to invest
for long-term visibility. A strategy that strengthens the firm's website, content,
authority, and reputation can support both traditional SEO and emerging Al-powered
discovery rather than treating them as completely separate efforts.

Survey responses highlighting budget and cost concerns included:

o Cost of marketing and advertising
» Paying for marketing
» The costs of marketing to the right type of clients

» Finding a partner who can run our marketing campaigns and provide
feedback for improvements

* Small marketing budget
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Q Digital Marketing,
Search, and Online Presence

Having a website alone is not enough — law firms must maintain an active, credible,
and authoritative online presence. Poor SEO, negative or fake online reviews,
outdated content, and unclear information about a firm's services can hinder its
ability to attract clients.

The search landscape is also changing. Traditional search rankings remain
important, but Al-powered search experiences introduce another way potential
clients may discover and evaluate legal information. Firms increasingly need content
that is useful to people, clearly structured, consistent, and supported by signals of
expertise and authority.
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This is where Al Optimization (AlIO) complements SEO. SEO helps search engines
find, understand, and rank your firm's content. AlO builds on that foundation by
strengthening the clarity, structure, relevance, and authority of your digital presence
so your firm is better positioned for discovery across emerging Al-powered search
experiences as well.

Survey responses highlighting digital marketing and online presence
challenges included:

» Adapting to the landscape in + Understanding the digital
which people consume media platforms and whether they're
« Google reviews — getting worth the cost
positive reviews and dealing + Website management; having a
with fake reviews robust enough website so that
« Keyword research clients who are referred to us

get an accurate picture of our

e Getting attorneys to create . .
9 y practice and abilities

blog articles

i » Lack of social media expertise
» Staying on top of SEO and

search engine rankings
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o Challenges

@ Marketing Strategy and Execution

Many firms lack a cohesive marketing strategy, leading to fragmented efforts across
different attorneys and departments. Without a clear plan, marketing initiatives may
be inconsistent, leading to missed opportunities for client acquisition.

A modern strategy should connect brand, website, content, SEO, AlO, paid media,
reputation, social media, and lead generation rather than treating each as an
isolated tactic. Consistency across these channels helps prospective clients — and
the systems they use to find information — develop a clearer understanding of who

your firm serves and why it is credible.

Survey responses highlighting marketing strategy and execution

challenges included:

o Consistency in
marketing messages

e Lack of a formal marketing
strategy and coordinated plan to
execute it

» Identifying the right channels for
our ideal clients and effectively
targeting them

» Marketing for specific
practice areas

Following through on
marketing initiatives

Coordination of marketing work
and retaining marketing staff

Getting lawyers to participate
in marketing

Getting younger lawyers to be
better known in the community

Teaching attorneys how to
network and market themselves
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~ Tracking and
Measuring Effectiveness

One of the biggest frustrations law firms face is understanding whether their
marketing efforts are working. Without proper tools to track campaign performance
and client engagement, firms may struggle to justify marketing expenditures.

Traditional KPIs such as traffic, leads, conversion rates, and client acquisition cost
remain essential. As Al-powered discovery develops, firms may also want to
monitor indicators of search and Al visibility alongside those business outcomes.
Recognizing that measurement in emerging channels will continue to evolve.

Survey responses highlighting tracking and measurement
challenges included:

o Choosing marketing solutions with the best ROI

» Containing marketing data in a CRM that facilitates new
business opportunities

« Figuring out what marketing tactics work best

» Not being able to identify where clients and work come from
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< Differentiation and Branding

Potential clients need to understand why your firm is the best choice among a sea
of competitors. Strong branding and a clearly defined niche can help firms establish
credibility and attract the right clients.

Clear positioning also supports digital discovery. Consistent information about your
firm's practice areas, attorneys, experience, locations, and differentiators makes it
easier for prospective clients to understand your expertise and strengthens the
foundation for both SEO and AIO.

Survey responses highlighting differentiation and branding
challenges include:

» Differentiating our firm in a competitive legal landscape
» Effectively showcasing our expertise to potential clients
« Target niche clients

» Defining the niche of services in a varied practice
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BEST PRACTICES

= Eight Best Practices

for a Successful Law
Firm Marketing

Strategy

You might be tempted to jump right in and begin solving specific marketing
challenges your firm faces. But it's important to first carve out time to build a solid
marketing foundation that supports your firm's business goals. That foundation is
increasingly important as discovery expands beyond traditional search. The same
fundamentals that make a firm useful and credible to prospective clients — clear
positioning, authoritative content, consistent information, and a strong reputation —
also support SEO and AIO.
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PRACTICE 0

Know Your Law Firm

What sets your firm apart? Determining your law firm's core message is essential
for crafting an effective marketing strategy. This message should highlight your
firm's unique value and target both current and prospective clients. Consider what
sets your firm apart, whether that's your specialization, expertise, or client focus.
This will form the foundation of your brand's messaging and trajectory.

Outline the types of legal services you offer and reflect on key questions:

* Who are your typical clients?
e How many do you serve annually?
o What are your firm's strengths and weaknesses?

* What practice areas do you specialize in?

These insights will guide the development of a tailored marketing message and
strategy that aligns with your firm's objectives and client needs. They also help
create clear, consistent information about your firm across your website and other
digital sources.
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PRACTICE e

“ Ildentify Your Target Audience

Who do you serve best? Your law firm's marketing activities should be tailored to
meet the needs of your target audience. Understanding who can benefit from your
services is crucial for directing your marketing efforts effectively.

Consider demographics such as location, age, gender, income, and occupation.
For business clients, identify details like size and industry. You can also think about
the psychographics of your ideal audience, such as their challenges, questions,
and concerns.

Those questions are particularly valuable for content strategy. Creating useful
content around the real questions prospective clients ask can support organic
search while also giving Al-powered systems clearer, relevant information

to interpret.
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& Consider Your Competition

What do you know about your competitors? Staying ahead in the legal field
requires a market analysis that evaluates your target audience and potential
expansion areas. When developing your marketing strategies, consider the
competition in your practice area and location.

In addition to comparing rankings, advertising, websites, and messaging, consider
how clearly competitors demonstrate expertise online. Review the depth and
usefulness of their content, the questions they answer, the authority signals they
establish, and how consistently their firm is represented across the web.

16



LEGALFIT ° Challenges e Best Practices

A CENTERBASE COMPANY

PRACTICE °

@ Build a Brand

What does your firm stand for? Building a strong brand is essential for
differentiating your law firm in a competitive market. Your brand represents your
firm's identity, values, and reputation. It's how clients perceive you and what sets
you apart from other firms.

A well-defined brand conveys trust, expertise, and professionalism, attracting and
retaining clients. Developing a brand involves defining your firm's mission, vision,
and core values, creating a consistent visual identity, and crafting a compelling
brand message that resonates with your target audience.

Consistency matters beyond aesthetics. Firm names, attorney information, practice
areas, locations, credentials, and positioning should be clear and consistent across
your digital presence. That consistency supports trust and helps reinforce what your
firm is known for.
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@ Define Your Marketing Goals

Where are you headed? Defining clear marketing goals is crucial for measuring the
success of your marketing efforts. This will help you determine the return on
investment you're getting from marketing.

What do you want your marketing strategy to achieve? Consider short-term (three-
month), mid-term (six-month), and long-term (twelve-month) goals. These goals
should be SMART: Specific, Measurable, Achievable, Relevant, and Time-bound.

» Islead generation your primary focus?
+ Do you aim to expand into new regions or practice areas?
e How important is your firm's profitability?

o Is your firm focused on rapid growth?

You may also choose visibility goals, such as improving organic search
performance, expanding the number of relevant topics for which your firm has
authoritative content, or establishing a baseline for how your firm appears across
Al-powered search experiences. These should support — not replace — business
outcomes such as qualified leads and new clients.
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% Execute the Strategy

Who will implement and manage your marketing strategy? When developing or
updating your law firm's marketing strategy, it's important to identify who will
implement it and how. Outsourcing the work to marketing agency experts can be
beneficial and cost-effective, especially if you have a small team with limited or no
personnel dedicated to marketing.

In addition, always consider your target audience when selecting marketing
channels. Your channel mix may include paid media, social, email, SEO, AlQ,
reputation management, and other tactics, but they should work together around a
consistent brand and content strategy.

1S
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@ Automate
Marketing Where Possible

What can be automated? By automating repetitive tasks, law firms can reclaim
valuable time and resources and focus on strategic initiatives. Automation tools can
handle tasks like email marketing, social media posting, lead nurturing, and even
client intake. This not only saves time but also ensures consistency in

communication and follow-up, which often leads to improved lead conversion rates.

Al can also assist marketing workflows, but efficiency should not come at the
expense of accuracy, originality, or professional oversight. Content representing
your firm's expertise should be reviewed for quality and aligned with your firm's
actual services and experience.

20
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PRACTICE Q

d Measure and
Optimize Your Efforts

What does success look like? Measuring and optimizing your marketing efforts is
essential for ensuring your campaigns are effective. Without tracking key
performance indicators (KPIs), it's impossible to know what's working and what's
not. Start by identifying the metrics most relevant to your marketing goals, such as
website traffic, lead generation, conversion rates, and client acquisition cost.

Use analytics tools to track these metrics and gain insights into campaign
performance. Testing different marketing strategies can help you determine what
resonates best with your target audience. Based on your data analysis, make
adjustments to optimize performance and maximize ROI.

For SEO + AIO, measurement can also include organic visibility, performance of
priority content, branded and non-branded discovery, referral traffic from emerging
platforms when identifiable, and periodic reviews of how accurately your firm's
expertise is represented in Al-powered search experiences. Because Al visibility
measurement is still developing, these indicators should be interpreted alongside
qualified leads and client acquisition.

21
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SEARCH

@ From SEO

to SEO + AIO:
The New Search
Landscape

Search is evolving. For years, law firm visibility has largely centered on appearing
prominently when prospective clients search for legal services online. That remains
important, but the path from question to law firm is becoming more varied.

Al-powered search experiences can synthesize information from across the web
and present users with direct answers, summaries, and recommendations. For law
firms, this creates a new visibility consideration: Is your firm's expertise represented
clearly enough across its digital presence to be understood and potentially surfaced
in these experiences?

22
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SEO and AIO Work Together

THE FOUNDATION

SEO

SEO remains the foundation. It focuses on making your website technically
accessible, relevant to the searches your audience performs, and
authoritative enough to compete in traditional search results.

THE EVOLUTION

AIO

Al Optimization (AlO) builds on that foundation. AlO focuses on making
your firm's information and expertise clear, well-structured, useful,
consistent, and supported by authority signals across the digital
ecosystem. The goal is to strengthen your firm's ability to be understood
and discovered as search behavior evolves.

23
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What an SEO + AIO
Strategy Can Emphasize

o Useful, authoritative content » Ongoing content development
that directly addresses around relevant legal topics and
the questions prospective client needs
clients ask « Authority-building efforts,

o Clear practice-area, attorney, including credible mentions,
location, and firm information links, and digital PR

e Content structure that makes » Strong technical SEO and
important information easy to website performance
understand « Measurement across traditional

e Consistent brand and business search, emerging Al visibility,
information across the firm's leads, and conversions

digital presence

AlO is not a replacement for SEO. It is an
evolution of the same core objective: making
your firm easier to find, understand, trust,
and choose.

24
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SOLUTIONS

o Solutions to the

Biggest Law Firm
Marketing Challenges

Now that you understand the most common marketing challenges law firms face

and the foundational work you can do to best prepare your firm to take advantage
of marketing opportunities, you're ready to start exploring actionable solutions to
your most pressing marketing challenges.

As you assess these options, remember that digital channels increasingly overlap. A
strong website, authoritative content, consistent branding, and credible online
presence can support paid campaigns, traditional search visibility, Al-powered
discovery, and conversion at the same time.

25
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2 Client
Acquisition and Competition

Targeted Digital Advertising

Pay-Per-Click (PPC) campaigns and Local Service Ads help ensure your firm
appears prominently when potential clients are actively seeking legal services,
supporting high visibility and immediate engagement.

Strategic Branding and Messaging

Develop a clear and compelling brand identity that highlights what makes your firm
unique. Whether it's your personalized client service, niche expertise, or history of
success, ensure this messaging is consistent across all platforms.

SEO + AIO Optimization

A strong SEO + AIO strategy helps your firm compete across both traditional search
and emerging Al-powered discovery. SEO establishes the technical, content, and
authority foundation needed to perform in search results. AlO builds on that work by
strengthening how clearly your firm's expertise, services, and authority are
communicated across your digital presence.

This can include optimizing website content around the questions and topics your
audience cares about, publishing useful and authoritative resources, improving
content structure, maintaining clear firm and attorney information, and building
credible authority signals across the web.

26
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CHALLENGE Q

® Time Constraints
and Expertise Gaps

Business Listing Management

Automating directory listings across platforms ensures your firm's information
remains accurate and visible, saving valuable time and effort. Consistent business
information also supports a clearer digital footprint.

Live Chat Services

A live chat feature on your website engages visitors in real time, capturing leads
while minimizing the burden on your staff. With Al-driven chat tools, potential clients
can receive immediate responses even outside of your firm's office hours. Firms
should ensure automated experiences are appropriately configured and do not
substitute for legal advice.

SEO + AIO Content and Authority Building

Instead of relying on sporadic blog posts or one-time website updates, law firms
can use an ongoing content strategy to build visibility and authority. SEO + AlIO-
focused content services can develop useful blog articles, practice-area pages,
FAQs, attorney content, and other resources designed around the questions
prospective clients actually ask.

Authority-building efforts such as relevant backlinks, credible mentions, and digital
PR can further strengthen the firm's presence across the web.

Outsourced Marketing Support

A dedicated legal marketing partner like Legalfit can manage multiple aspects of a
law firm's digital marketing strategy, from website development and advertising to
SEO + AIQ, content, and authority building.

27
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$ Budget and Cost Concerns

Cost-Effective Digital Marketing

PPC campaigns and Paid Social Media Campaigns can be strategically designed to
maximize reach within a defined budget, helping firms focus spend on priority
audiences and opportunities.

ROI-Focused Strategy

By tracking lead conversions and analyzing key performance metrics, law firms can
make data-driven decisions to refine their marketing strategies and allocate budgets
more effectively. Organic investments in SEO + AIO can also support longer-term
visibility alongside paid acquisition.

Online Payments

Offering online payment options simplifies the client experience, ensuring faster
transactions and improving cash flow management.

28
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Q Digital Marketing
and Online Presence

Website Optimization

An ADA-conscious, mobile-friendly, fast-loading website with clear calls-to-action
improves user experience and conversion rates. It also establishes a digital front
door to your firm and provides the foundation for SEO + AIO.

SEO + AIO Content Strategy

Regularly publishing useful blog posts, practice-area pages, FAQs, attorney
content, and other optimized resources can help law firms build traditional search
visibility while creating a stronger body of authoritative information for emerging Al-
powered discovery.

Content should be created for people first: clear, accurate, relevant, and genuinely
useful. Strong structure, consistent information, and demonstrated expertise make
that content more valuable across the broader search ecosystem.

29
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Review Management

Managing and responding to Google Reviews helps strengthen your online
reputation and builds trust among potential clients. Reputation signals are also an
important part of the broader digital authority surrounding your firm.

Social Media Engagement

Regularly engaging on platforms like LinkedIn and Facebook strengthens
connections with referral sources and potential clients and extends the reach of
your firm's expertise.

Email Marketing and Newsletters

Providing value-driven content through emails helps nurture relationships with past
clients and professional contacts, encouraging repeat business and referrals.

30
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@ Marketing Strategy and Execution

Dedicated Marketing Partner

A legal marketing platform can provide end-to-end marketing services, ensuring
consistency and effectiveness across channels. This can be particularly useful if
your firm struggles to dedicate time consistently to marketing and business
development or to keep pace with changes in SEO and Al-powered search.

Consistent Messaging and Branding

Establish brand guidelines to maintain a uniform message and brand across all
marketing efforts, from website content to social media posts. Consistency builds
trust among clients and reinforces a clear understanding of your firm across the
digital ecosystem.

Gl
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CHALLENGE G

~ Tracking and
Measuring Effectiveness

CRM Integration

Implementing a legal-specific CRM helps track leads, measure conversion rates,
and manage client outreach. Customized web forms that collect relevant information
from prospective clients can be integrated with your CRM, making client intake
efficient and seamless.

Data-Driven Decisions

Regularly reviewing analytics and KPIs allows law firms to refine their marketing
approach and optimize ROI. As part of an SEO + AlO strategy, firms can supplement
traditional performance data with emerging indicators of Al-powered discovery
while keeping qualified leads and new clients as the ultimate measures of success.

32
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< Differentiation and Branding

Niche Marketing

Define a specialization and highlight your expertise in that area to attract clients
seeking specific legal services. A clearly defined niche can also make it easier
to develop authoritative content around the topics for which your firm wants to
be known.

Visual Branding

A professional logo, color scheme, and brand voice help create a memorable
identity for your firm.

Client Testimonials and Case Studies

Publishing real-life success stories and positive client feedback, when appropriate
and compliant with applicable rules, strengthens credibility and helps potential
clients understand your firm's experience and value.

55
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IN CLOSE

= Law Firm Marketing

Strategies with
Proven ROI

Marketing is essential for law firms to stay competitive, attract the right clients, and
build long-term success. While challenges exist, they can be overcome with the
right strategies and tools. By establishing a strong marketing foundation and then
leveraging digital marketing opportunities and expert partnerships, your firm can
maximize its efforts efficiently and effectively.

The next evolution of digital visibility is not a choice between SEO and Al. Strong
SEO remains essential, while AIO extends that foundation for a search landscape in
which prospective clients may discover information through both traditional search
results and Al-powered experiences.

If you're ready to take your law firm's marketing to the next level, Legalfit offers
solutions designed to help you create and improve your online presence, build your
brand, generate leads, and convert visitors into clients.

e In Close
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Legalfit SEO + AIO

Legalfit SEO + AIO combines proven search engine optimization with Al-focused
strategies designed to strengthen your firm's visibility across traditional search and
emerging Al-powered discovery.

o SEO + Al-optimized website content
« Al-friendly content structure and authority building
* Ongoing blogs, backlinks, and press releases

» Visibility strategies spanning traditional search and emerging
Al platforms

The goal is simple: help your firm become easier to find, understand, trust, and
choose as the way people search continues to evolve.

e In Close
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Legalfitis a
comprehensive digital
marketing service
solution specifically
for law practices.

Contact us today to learn
how we can fuel your
firm's success.
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