
Is It Working Now? The Self-Audit
Okay, now you know the whys, whats
and hows of long-term, strategic and
disciplined marketing. But do you
know if, or which of, your current
activities in fact align your messages
with your target audiences?

Lawyers and marketers can audit
their own marketing plans to see how
well their individual activities align
with their larger marketing strategy.
Simply make a list of all the major
marketing activities you have engaged
in during the past year or two. Then
critically evaluate each activity in
terms of these questions:

� How well did this marketing
activity reinforce what you 
want yourself or your firm to be
known for? 

� Conversely, in what ways 
did this activity confuse the market-
place about what you want to be
known for? 

� How well did this marketing
activity actually reach your key clients,
prospects and referral sources? 

� How effective was this activity at
offering a sample or taste of what it
would be like to work with you 
and your firm?

� How well did this marketing activ-
ity lead naturally to successive marketing
events and activities? That is, how well
was this marketing activity preceded by
other marketing activities that set the
stage for this particular activity as a logi-
cal next step?

This simple analysis will help 
you refine your current and future
marketing plans to make them more
long-term, more strategic and more
disciplined. From here, you and your
practice are in a much better position
to achieve the longed-for ROI on your
marketing investment. �
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� There’s more competition. There are more lawyers and law firms than 

ever before. In the United States alone, Dun & Bradstreet lists 28,050 legal

services firms with 10 or more employees.

� There’s less attention. When it comes to grabbing consumer attention, you

aren’t just competing with other law firms. The average American adult

receives 3,000 commercial messages a day, while the typical business man-

ager is expected to read about 1 million words a week. We have all become

experts at shutting out information that isn’t relevant to us right now.

� Most law firms fail to respond to today’s reality. While legal marketing has

vastly improved in the past decade, drive-by marketing still rules the day.

It’s a hasty endeavor in which communications lack consistency and the

firm’s efforts are seldom coordinated fully.

Better Marketing Starts with a Plan

Is it really true that a strategic marketing plan can solve some of legal market-

ing’s biggest challenges? Yes. Here’s how:

� A marketing plan defines and prioritizes your target audiences, so you can

focus your marketing efforts where they will do the most good.

� It includes a positioning statement, an expression of the benefits you offer

that will be relevant and appealing to your target audiences. Your position-

ing is the basis for all your firm’s communication materials, advertising and

contact points—and it can eliminate inconsistencies in your messaging

and materials.

� It allows you to incorporate contact strategies that take into account how

and where your prospective clients get their information—and how they

make their buying decisions. These strategies will drive your media plan,

which should include a detailed advertising and direct marketing schedule.

The faithful execution of a strategic marketing plan makes for a more

proactive, cost-effective and coordinated marketing effort. If you don’t yet

have a plan in place, what are you waiting for—the competition to best you?

Start preparing your plan today.
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