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Introduction
The challenge of marketing in the bankruptcy industry
Trying to survive and thrive as a bankruptcy firm in a highly saturated, competitive market can be a real battle. With so
many law firms fighting over local market share of bankruptcy filings, how do you stand out from the crowd and market
your law firm effectively?
There isn’t a “one size fits all” marketing strategy. Your marketing plan should be customized to align with your local
market demand and demographics, your competitive landscape, and your overall business objectives. It should answer
these questions:

Value Proposition: What is your value proposition? What is it that makes your law firm’s services valuable to
your customers? Why would customers hire you?

Competitive Difference: What differentiates you from your competitors? In what ways do you outshine your
competition and create unique value for your customers?

VALUE
PROPOSITION

COMPETITIVE
DIFFERENCE

MESSAGING

MEDIUMS

Messaging: How can you effectively communicate value to your customers in an engaging and persuasive way?
What messages should you use to get their attention and interest?

Mediums: What resources can you use to share your marketing messages? What mediums will be most effective
in creating leads and paying clients?
Because you know your law firm the best, only you can determine your value proposition, differentiation, and messaging.
This eBook focuses on the marketing mediums, or tools, that you can use to communicate to your customers.
The 20 tools covered in this eBook certainly do not represent an exhaustive list of resources that you can use. These are
simply the resources that we feel will provide the most profitability and results from your time and energy.
You don’t have to use all of these tools. However, the more tools that you use and the more integrated approach that you
take in planning and executing your marketing plan, the better results you will see.
We hope that you find these tools useful and helpful as you market your law firm.
Sincerely,
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Tool #1 – A High Quality Website
Most likely, your law firm already has a website. Most law firms do. However, there is a great difference
between just having a website and having a website that is a potent, effective marketing tool.
A website is much more than a piece of real estate on the Internet. When combined and integrated with other marketing
tools, your website can become an excellent weapon in generating leads, differentiating your firm from other firms, and
establishing trust and goodwill with potential and current clients.

What makes a great website?
You have great flexibility in how you design your website, but remember that all effective websites have the following
elements:

Engaging Content: Content is
king. The more robust, unique,
informative, and useful your site
content is, the more engaged
visitors will be with your site.

Easy to Navigate: How much
do visitors have to think about
where to go or what to do to
find what they are looking for?
The more intuitive and simple it
is for visitors to navigate
between pages and within each
individual page, the more
pleased they will be with your
site. This can be achieved with
effective top menus, sidebar
menus, headings, and internal
linking.

Visually Appealing: The
visual feel of your site should
create a memorable impression on
your visitors. They should say in their minds, “This is a nice website.” Sites with a modern layout, color scheme,
logo, and images stand out from the crowd, establish trust from site visitors, and have higher conversion rates
than websites with outdated, lackluster designs.

Easy to Act: Your site has two main objectives: to get visitors to learn about bankruptcy and then to eventually
contact you for an initial bankruptcy consultation. Your site should make it easy for them to request a
consultation in multiple ways. Having readily available phone numbers, concise and easy-to-fill forms,
prominently displayed contact information, and even chat functionality can make it easier for site visitors to
contact you for help.
4 | Page

How will having an effective website help your law firm?
Establishes a Bond with Customers: When visitors have a good website experience, they begin to trust your
law firm. They will see you as a credible, reliable resource to help them with their situation.

Generates Leads: When combined with online marketing, your website can create leads from those searching
online for help filing bankruptcy. When combined with offline marketing, it can generate leads from those
responding to TV commercials, radio, and billboard advertising.

Creates Competitive Advantage: Since developing an excellent website is not easy, your site will shine in a
crowd of mostly poor or average law firm websites. Your site visitors will likely prefer your site (and as a result,
your law firm) over your competitors’ sites.

Teaches You About Your Customers: Using website analytics, you can monitor what content on your site is
the most popular and what content visitors find most useful and interesting.

Strengthens Your Brand: Just as Nike and Apple have memorable brands, your website has the opportunity
to establish the visual identity, competitive differentiation, and core customer value proposition of your brand.

How can you integrate your website into your overall marketing plan?
A website becomes much more powerful when combined with other marketing tools (both online and offline). The more
you integrate your website with your overall marketing strategy, the more your website will produce results. If it just sits
there without integration with other marketing tactics, it won’t.
Here are some ideas for making your website more
effective:
ONLINE
MARKETING

Integrate With Online Marketing:
Drive traffic to the website using PPC
advertising, search engine optimization, the
Google Display Network, remarketing,
online directories, email marketing, and
Facebook advertising. Improve website
performance by using Google Analytics.

SALES
PROCESS

OFFLINE
MARKETING

Integrate With Offline Marketing:

WEBSITE

Drive traffic to your website using TV
commercials, radio ads, billboards, and
direct mail ads.

Integrate With Content Marketing:
Use your website to host valuable content,
such as eBooks, blog posts, and videos.

CONTENT
MARKETING

BRAND
CREATION

Integrate With Your Sales Process:
Create website content that helps interested
prospects become clients. Consider having
testimonials, success stories, informative content, and even your contract on private sections of your site that you
can share with potential clients.
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Tool #2 – A Mobile Website
As more and more people use smart phones to access the Internet, it is becoming more important than
ever to make sure that these site visitors have good experiences interacting with your website.
Unfortunately, most websites are still very difficult to use for mobile visitors. Even if they look great on computers, not all
websites look good or are easy to use for mobile users. With smaller screens and the challenge of using fingers (and not a
keyboard and mouse) to navigate and type, mobile phones present a host of challenges for website design and
functionality. The good news is that creating a mobile version of your site isn’t expensive or difficult at all.

How does a mobile website work?
Recognizes Device Type:
Your website automatically
recognizes whether the
visitor is using a phone or a
computer.

Shows Appropriate
Version: Your website
adapts the whole website to
display the version
appropriate for the device
being used. It adapts font
and image sizes, menus,
forms, buttons, page
layouts, content, and other website elements to match the screen size and device of the visitor.

What makes a mobile website better than a normal website?
Overall, engagement metrics and conversion rates of mobile sites are better than their desktop versions. Here are some
reasons why:

Easier to Read: Computer versions don’t display the full content on the screen, so the user is forced to zoom in
and out and scroll horizontally and vertically to read the content. This creates friction and a frustrating user
experience. In contrast, mobile sites display content in easy vertical scroll format, so a user can read all the
content on their screen without zooming or horizontal scrolling.

Easier to Navigate: Menu bars and links are larger, easier to click, and easier to use with one finger.
Easier to Act: Mobile sites include click to call functionality on buttons, which makes it extremely easy for
visitors to call you. In addition, radio buttons, checkboxes, and dropdowns help users avoid typing as much as
possible and make filling out forms a breeze on mobile devices.
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Display
Appropriate Content: You
can make mobile site content
the same as the computer
version or you can completely
customize it for mobile users.
You can also make mobile
content shorter for faster
reading.

Faster Load Time:
Mobile sites load much faster
than desktop computer
websites. This ensures that
your visitors don’t leave in
frustration from lengthy load
times.

Why should you consider having a mobile website?
More Website Leads: A higher percentage of mobile site visitors will call you or fill out forms for bankruptcy
consultations. More leads can turn into more paying clients.

Competitive Differentiation: Most likely, very few of your competitors have implemented or are planning on
implementing mobile websites, so your site will have a distinct competitive advantage.

How do you implement a mobile website?
Depending on your budget, you have several options for mobile website development:

Custom Development: You can hire a website developer to create a completely customized website for
mobile users. While this is the most expensive option, you will have the most control over how your finalized
mobile website appears and functions.

Plugins and Other Companies: There are many plugins available for platforms like WordPress that can adapt
your site for mobile devices. These plugins are inexpensive and will create a simplified mobile website for you. In
addition, there are many companies like Duda Mobile or Google’s GoMo that help you modify your site for
mobile. Some of these are completely free! The mobile site created from these options won’t be as fancy as a
custom-built site, but it will give you the core elements that improve the mobile user experience at a fraction of
the cost.
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Tool #3 – Blogging
Blogging isn’t just for teenagers or for moms sharing recipes. It has evolved over the years into a viable
marketing tool for businesses. Blogging provides you a way to include fresh, engaging content that
boosts your site’s appeal to consumers and search engines.

How does blogging work?
A blog is simply a website or part of a website that is dedicated to sharing tips, insights, information, or any content of
value to your customers. Since those considering bankruptcy typically have a variety of questions and concerns as they
decide whether or not to file and which attorney they should hire, your blog allows you to address these anxieties and
concerns through your frequent posts.

Why should you consider blogging?
Blogging will benefit your website and your law firm as a whole in these ways:

Establishes Trust with Consumers: Consumers see your blog posts as an indicator that you genuinely care
about their needs and interests. They will appreciate the valuable content that you provide.

Provides Engaging Content: As you blog frequently and include high quality content, readers will appreciate
the value that your site brings to them. Your blog allows you to answer their most pressing questions and
overcome their concerns.

Higher SEO Rankings: Sites that include fresh content on a frequent basis are seen by search engines (such as
Google and Bing) as
being of higher
value than ones that
are stale and not
updated frequently.
They will reward
your website with
higher SEO
rankings as you
blog consistently,
especially if you
follow SEO
guidelines in the
content of your
blog posts by using
targeted keywords appropriately.

Competitive Differentiation: Since few of your competitors are likely blogging, your blog
will differentiate your site from other attorneys’ websites. Visitors may prefer your site to your competitors’ sites
as a result.

Free: There are plenty of available, free blogging platforms or plugins for your website.
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Low Time Commitment: Blogging only takes a few hours a week. Writing assignments can be distributed
among yourself, other attorneys, and your staff, thus reducing the time commitment of all individuals involved.

What makes an effective blog post?
Short and Sweet: You don’t have to write a doctoral dissertation. Blog posts can vary in length, but ideally they
should be long enough to be useful but not so long as to bore the reader.

Informative and Useful: Focus on the topics that your customers care about the most. What are their biggest
questions or greatest concerns? Write about these topics.

Frequent: A stale blog with few or infrequent posts won’t do you any favors. While you don’t want to burden
yourself by blogging too much, your blog should be frequent enough to get visitors’ and search engines’
attention. You can blog daily, bi-weekly, or weekly depending on how much time and resources you have.

Visually Interesting: Try and include images, charts, or graphs to support the content and spice up the post’s
visual appeal.

Unique: Write about topics that are not readily available elsewhere. Think creatively and write with a unique
tone and voice.

Use Appropriate Keywords: If you are trying to rank on search engines for certain keyword phrases (Ex:
“Idaho bankruptcy attorney”), make sure to use the keywords in your url, heading, and body text. This will
increase your chances of search engines ranking your content.

How can you implement a blogging strategy?
With a few hours a week, you can execute an effective blogging campaign.

Brainstorm Blogging Topics: What does your audience want to hear about? Consider your customers and
determine what they are most concerned about or interested in. You can start with general topics and then move
into more specific topics over time.

Create a Calendar: Your blogging calendar outlines the topics that you will write about, who will write them,
and when the blogs will be written
(Ex: weekly, twice a week, daily,
etc).

Dedicate Time: Schedule
time in your schedule to
write and post blogs.

Analyze Success: monitor
search engine rankings,
website traffic, and
engagement metrics to
gauge the effectiveness of your
blog posts.
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WHAT WILL YOU WRITE
ABOUT?

WHO WILL WRITE POSTS?
WHEN WILL YOU WRITE
POSTS?

Tool #4 – Google & Bing Pay Per Click (PPC) Ads
There are thousands of online searches each month from people in your area on keyword phrases
related to bankruptcy. Pay per click (PPC) advertising allows you to these individuals that are actively
searching for information and professional guidance with bankruptcy.

What is Pay Per Click
(PPC) Advertising and
how does it work?
Google and Bing have developed
robust advertising platforms
that allow you to advertise to
the millions of people using
search engines each day. Here is
how it works:

Keyword Searches:
Individuals search for a
variety of terms related
to bankruptcy, such as
“chapter 7 exemptions”
or “Miami bankruptcy
attorney”.

Ads Show: You choose
what keyword phrases
you want to target, and
then search engines
display ads above and to
the right of organic
search results each time
these phrases are
searched for.

Ads Are Clicked On:
The individual briefly
scans through the ads
and organic search
results and then clicks
on ads that they find interesting.

Website Visits: When the person clicks on your ad, they are sent to a specific webpage that you choose. This
can be any page on your website that is most appropriate for the keyword search intent that the visitor has.

Website Leads: A percentage of these site visitors will find your site informative and persuasive enough to
contact you by phone or online form for a consultation.
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How can PPC advertising help your law firm?
Those that click on PPC ads have a high likelihood of becoming a lead because they searched for terms related to your
services. They are actively looking for bankruptcy information and professional help.

Lead Generation: When executed effectively, PPC advertising can generate more website traffic and leads for
you than any other online marketing tool.

Branding: Having your website show up for thousands of monthly searches strengthens your brand image and
make your law firm more memorable.

Fast Implementation: A quality paid search campaign can be launched within a few days and maintained
with minimal time commitment each month.

Competitive Equalizer: Your firm competes on an equal playing ground with your competitors. As you
target keywords, write better ads, and develop a better website than your competitors, you can effectively
compete for market share in your area.

Learn About Your Area: PPC metrics reveal how strong of a market demand your area has as well as how
competitive it is.

How do you set up and manage PPC advertising?
Managing PPC accounts doesn’t take a lot of time, but it does require specific skillsets that take time to develop.
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Keyword Research: Brainstorm
keywords that relate to your industry and services
to target for advertising. You can use the Google
Keyword Research tool to find out what keyword
phrases individuals are searching for. The tool
shows you how many monthly searches there are
and how competitive the keywords are. It even
recommends keywords that you can include in
your campaigns.
Write Ads: Once you have chosen what
keywords you will target, you then write
compelling, effective ads that will get the interest and attention of those searching for keywords. Your ad should
stand out from the crowd, highlight the benefits of your services, and use appropriate keywords relevant to the
phrases you are
targeting. Also, you
should choose the most
appropriate landing
page to send visitors
once they click on an ad.

Set Bids: Determine
what you are willing to
pay per click for each keyword. You should use the prices of your services, the conversion rate of your website,
how high or low your ad is appearing, your click through rate, how competitive the keyword is, and what the
search intent of the keyword is to help you determine the appropriate bid price to pay.

Determine Audience: Choose where you want to show ads geographically and to what devices (mobile,
computer, and tablet).

Analyze Results and Optimize: Track PPC metrics on costs, website traffic, conversion rates, keyword
performance, and ad performance to determine where to make adjustments. Then optimize your campaign
keywords, ads, landing pages, and settings over time to improve results.
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Tool #5 – The Google Display Network (GDN)
From Pandora.com and NewYorkTimes.com to AllRecipes.com and Gmail, there are thousands of
popular websites and blogs that have dedicated advertising space as a part of the Google Display
Network. Advertising on this network can generate website exposure, traffic, and leads for your law firm.

What is the Google Display Network and how does it work?
The Google Display Network is part of the Google Adwords platform. Half of the platform focuses on search engine users,
while the other half focuses on individuals that browse the Internet on thousands of websites.

Dedicated Ad Space: Thousands of popular websites and blogs opt in to the GDN and dedicate portions of
their website pages to display text, video, image, and animated advertisements. They use this ad space as a way
to generate additional revenue from their websites.

Advertisers: Those wishing to advertise in these ad spaces create text, video, animated, or image ads. They
determine what sites they want their ads to show on. Then, advertisers bid how much they are willing to spend
per click when someone clicks on their ad.

Google Matches Ads and Sites: Google matches ads with relevant sites based on demographic, keyword, or
topic targeting
settings chosen by the
advertiser.

Ad Clicks:
When people click on
ads, the advertiser
pays Google, who then
pays half of the click
cost to the site owner
who hosted the ad.
These people are then
sent to a specific
webpage on your site
specified by the
advertiser.

How can your
law firm benefit
from the GDN?
Branding
and Exposure: Since
your ads can appear on
hundreds or thousands
of sites, you can
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establish a brand image that is seen by nearly everyone in your local area as they browse the Internet. Even if your
ads don’t get clicks, they will give you exposure and recognition.

Traffic and Leads: You can generate higher website traffic and leads from GDN advertising clicks.
Low Cost per Click: Generally, you will spend much less per click than on search engine PPC ads.
Targeting Options: You have great control over where your ads show. You can choose to display your ads on
websites and blogs that relate to keywords, themes, or demographics that you choose. You can also specify what
geographic areas you want your ads to show in.

Powerful Ad Formats: Text, image, animated, and video ads provide engaging formats to help you share
compelling, powerful marketing messages.

How do you set up a Google Display Network campaign?
Research Websites to Target: Use Google’s GDN research tool to find websites relevant to the keywords,
topics, and demographics that you want to target for advertising.

Create Ads: Determine what your marketing message will be. Decide what ad formats you should use, such as
image, video, animated, or text. If you have few resources, consider focusing on text ads, while if you have more
resources you can expand to image ads or even advanced animated or video ads.

Set Bids: Decide how much you are willing to pay for each time someone clicks on your ad.
Analyze Results and Optimize: After your ads run for a while, you can analyze how they are performing in
terms of how much cost, traffic, and leads they are generating. You may decide to target new sites or eliminate
unproductive sites, increase or decrease bids, or create new ad messages.
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Tool #6 – Remarketing
What happens if someone comes to your site, doesn’t contact you for a consultation, and then leaves?
Have you lost this person forever? How do you reach out to that person again? Luckily, Google Adwords
remarketing campaigns allow you to show online advertisements to people who have visited your site in the
past, but didn’t become leads. This gives you a second chance (or third, or fourth…) to offer your customers incentives to
contact you.

How does remarketing work?
Add Code: You copy and paste a simple
snippet of code that Google provides to
you on the pages that you want to track.

Tracks Visitors: The remarketing code

VISITOR
CLICKS
YOUR ADS

VISITOR
COMES TO
SITE

tracks every time a visitor comes to a
page with the remarketing code on it.

Creates an Audience List: Google
creates an audience of all the people who
came to the pages that you are tracking.

VISITOR
SEES YOUR
ADS

COOKIE
STORED

Stores a Cookie: The remarketing code
stores a harmless cookie on a visitor’s
computer. The cookie basically says, “This
person came to your site.” The cookie
remains active for 30 days (or a duration
that you specify).

VISITOR
BROWSES
INTERNET

VISITOR
LEAVES

Displays Ads: When the visitor goes to
sites or blogs that have Google Display
Network ad space, Google will recognize
the visitor’s cookie and then display ads that you have created. You can use image, video, animated, or text ads.

Clicks on Ads: The person can then click on these ads and go to a webpage that you specify.
Another Chance: Your website gets a second (or third, or fourth…) chance to inform visitors about bankruptcy
and persuade them to contact you for a consultation.

Why should you try remarketing?
Produces Leads: Many site visitors aren’t ready to contact you on their first visit to your site. Remarketing
allows them to warm up to you and then contact you on a later visit to your site. You can offer new incentives and
value in your remarketing ads to attract past visitors again. Generally speaking, remarketing campaigns have high
conversion rates of visitors into leads.

Easy to Implement: All you have to do is add the code and create ads. It is very easy to implement and
manage.
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Tool #7 – Search Engine Optimization (SEO)
Search engines like Google and Bing scan the millions of websites on the Internet, organize them, and
display the most relevant, high-quality sites each time we search for keyword phrases. With search engine
optimization, you can ensure that your website ranks high on keywords related to bankruptcy and generate
website traffic and leads as a result.

How does Search Engine Optimization work?
Essentially, search engines perform the difficult task of scanning all websites on the Internet and ranking them by quality
and relevance to the search queries of a user. Using complex algorithms to measure individual sites and webpages, search
engines:

Crawl
Websites Periodically: Search engines scan the Internet for new and existing websites and
analyze their structure and content.

Measure Onsite Factors: They look at keyword usage in headings, urls, titles, images, and content.
Measure Offsite Factors: They measure how many other websites are linking to the specific webpage and
website they are crawling.
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Index Website: In large databases, they store and rank websites by themes based on their onsite and offsite
website analysis.

Display Websites: When a person performs an online search, the search engines display the websites that they
have crawled in the order of highest to lowest relevance and quality compared to the searched phrase.

Repeat the Process: Periodically, search engines recrawl websites and repeat the process to account for
changes in website content and external link profile.

Why should you care about SEO?
Website Traffic and Leads: By ranking highly for targeted keyword phrases, many people will click on your
website’s SEO ranking and become leads. Unlike PPC advertising, you don’t pay search engines for these clicks.
Over time, you can generate significant traffic and leads without paying anything!

Long-Term Strategy: Once you rank highly for targeted keyword phrases, it isn’t difficult to maintain that
position. Your site may rank highly for months or years, providing you with a continual, long-term stream of
traffic and leads.

Competitive Advantage: By ranking highly for keywords, you are preventing your competitors from getting
as many website visitors and leads. You will essentially gain “market share” of online market demand and will
obtain a competitive advantage over other local law firms.

What steps can you take to get higher SEO rankings?
Search Engine Optimization is simpler than you think. Minimal technical skills are required.

Research Keywords to Target: You want to find keywords
that are relevant to your business and that aren’t too
competitive. (Ex: “Tucson bankruptcy attorney”)
Map Out Your Site: Create a list of which pages on your site
you want to rank for which targeted keyword
Measure Current Rankings: Use a tool like Raven Tools, SEO
Moz, or Positionly to measure where your site ranks on your
targeted keywords.
Perform Onsite SEO: Go through each individual webpage and
make sure that the targeted keywords are in the meta, title,
heading, and body text.

Perform Sitewide SEO: Have good internal linking and fresh content.
Perform Offsite SEO: Generate links from other websites.
Measure Results: Periodically measure your website rankings for keyword terms that you are targeting
and record your progress over time. Even more importantly, you can use Google Analytics to measure how
much website traffic you are getting from SEO and how many leads are coming from it. Then adjust or
expand your SEO efforts to focus on the pages that need improvement.
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Tool #8 – Online Local Directories
While dying are the days of printed phoneBooks as marketing tools, rising are the days of their online
counterpart, online local directories. These make finding local services like plumbers, landscapers, and
yes…bankruptcy attorneys, simple and easy. They provide the functionality of a search engine with the narrow
focus of local businesses.

What are local
directories and
how do they work?
Online Phone
Books: Local
directories are
simply online
versions of phone
books, only with
improved visual
appeal, features,
and dynamic
content. Most
directories allow
businesses to
include basic
information such as
maps, hours,
prices, and
pictures. They also
offer enhanced versions that allow you to advertise coupons or banner ads within the directory.

Local Categories: Online directories organize hundreds of local businesses into categories, such as restaurants,
florists, and legal
services. Similar to
search engines,
customers can search
for keywords related
to local services (Ex:
“Dallas car wash” or
“St Louis limo
rental”) and browse
through local
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business listings that result from their search.

Customer Reviews: Most local directories provide means for customers to review your business and leave
feedback. This makes it easier for future customers to decide whether or not to use your law firm’s services.

Why should you list your law firm on these directories?
Free and enhanced Versions: Nearly all directories have a basic, free listing package that allows you to post
your basic law firm information. In addition, enhanced versions allow you to run coupons and ads. While you pay
per click or for each time the ad appears, these will help you stand out from the crowd.

Exposure, Traffic, and Leads: With thousands of local searches in your area on popular
local directories, having a strong, robust directory presence can increase your website traffic
and become a source of lead generation.

Competitive Advantage: Many law firms don’t use online local directories, so you will
gain a competitive advantage with your marketing.

Customer Reviews: As you gain positive customer reviews, you can create a reputation of
high quality service that will strengthen your brand image.

Little Time Investment: With a few dedicated hours a month, you can have a robust
online local directory presence.

How do you execute a local directory strategy?
Implementing a local directory strategy requires a few hours a month and no technical expertise.

Choose Your Directories: There are dozens of directories to choose from, but you
should pick the ones that have the most online users. Consider using these main directories:
Yelp, Yahoo! Local, Google Places, Bing Local, Merchant Circle, YellowPages.com,
Superpages, CitySearch, Mapquest, Local.com, and Dex. You can always expand to less
popular directories in the future if you choose.

Create Your Free Listings: In each directory, add your basic business information, such
as your phone number, pictures, attorney profile, hours of operation, address, prices, etc.

Consider Enhanced Listings: Each directory has unique options for enhanced
advertising. Try creating ads and coupons to attract customers. If there are many attorneys
in your area with basic listings, enhanced listings is a great way to stand out from the crowd.

Measure Success: Using Google Analytics and other internal reporting systems, track
how many site visitors, leads, and phone calls you are getting each month from local
directories. Determine which local directories are your best and worst producers.

Encourage Reviews: Ask past clients to leave reviews on a few of your local directories.
Offer them incentives to persuade them to leave their feedback.

Consider Using Yext: Yext is a company that allows you to manage all of your local
directories from one central hub. This can save you countless hours of updating and
managing local directory campaigns.
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Tool #9 – Facebook Advertising
Social media can be an excellent tool to engage your customers in dialogue and to foster brand loyalty. For
bankruptcy, however, social media must be used in a different way due to the stigma and embarrassment
of filing bankruptcy. Facebook’s advertising platform allows you to gain brand recognition and website traffic from
thousands of Facebook users in your area.

How does Facebook advertising work?
Facebook is the most popular social media platform, with over 500 million users. While primarily a medium for social
interaction between individuals, Facebook also displays ads within the social media interface.

Knows People’s Interests: Facebook users tell Facebook their basic demographic information and interests
(Ex: sports, music, etc) when they create their accounts.

Displays
Appropriate Ads:
Facebook matches ads
to the appropriate
audience based on
their location,
demographic settings,
and interests.

Clicks on Ads: Those
that click Facebook
ads come to your
website.

Why and how should
you use Facebook as
a marketing tool?
Facebook has certain strengths
that make it a worthwhile
platform to use. However, you
should understand what
Facebook is good at and what
it is not good at to understand
how to use it properly.

Not for Social Purposes: Bankruptcy has a social stigma, which leads most people to prefer to keep it a
private matter. Therefore, Facebook shouldn’t be used as a social media tool for social interactions with your law
firm.
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Branding and Exposure: Most people on Facebook are interacting with friends, relaxing, or casually browsing.
While a small percent of people will click on your ads, most people will at least notice them and become aware of
your law firm and your services. This can lead them to be more likely to respond to your other marketing efforts.

Traffic and Leads: While Facebook is not nearly as good at generating leads as other online marketing tools, it
can generate some website traffic and leads.

How do you set up a
Facebook
campaign?
While Facebook advertising is
very similar in setup and
management to PPC
advertising, it is much simpler
and easier to manage.

Choose Target
Audience: Just like choosing
keywords determines your
audience in search engines,
choosing interests narrows
your audience on Facebook. In
addition, you can target an
audience based on their

gender, age, and location.

Create Ads and Set Bids: Your ads should include
a small, interesting image, a powerful heading,
descriptive body text, and a landing page for those
that click on your ad. Next, determine what you are willing to
pay for each click.

Analyze Results and Optimize Over Time:
Periodically analyze costs, ad performance, website traffic, and
website performance. Make changes to your ads, targeting
settings, and bids to optimize your results.
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Tool #10 – Google Analytics
After you’ve established a website and are spending time and money advertising it, how do you know
how well your site is doing? With Google Analytics, you can measure site performance and find clues as to
how to improve it. This will increase how effective your site is at lead generation.
The more effective your site performs, the more cost effective it will be to send traffic to it. Google Analytics gives you the
data you need to make informed decisions as to how to improve and modify your site.

How does Google Analytics work?
Insert Code: Google gives you simple code to insert on pages of your site that you want to track.
Analytics Records Site Usage: Google Analytics measures all sorts of metrics as to how your site visitors are
interacting with your site. It records what pages they visit, how long they stay on each page, what links they click
on, and how many people fill out forms to contact you.

Dashboards: Google Analytics takes the data from site interactions and then organizes it into an interactive,

visual interface that is easy to understand. You
can create custom reports and dashboards to help you measure the metrics that are most important to you.

Why should you use Google Analytics?
Learn About Customers: With Google Analytics audience metrics, you can learn about the locations that your
visitors are coming from, the devices (mobile, tablet, computer) that they are using, and the percentage of
visitors that are first-time visitors or repeat visitors.

Optimize Online Marketing Mix: If you are advertising your site heavily, you will be able to determine where
your site visitors are coming from (radio, TV, PPC, SEO, referrals, direct, Facebook, mail, etc) and how each
segment’s traffic is performing. You will learn which are your most profitable mediums and can allocate your
marketing budget towards these mediums as a result.
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Improve Site Performance: This is the most important reason to use Google Analytics. The better your site
performs, the more leads you will get and the more profitable all of your other marketing efforts will be. Analytics
can help you improve site content, layout, calls to action, and many other factors that will make your site become
a more potent marketing tool.

How do I use Google Analytics?
Insert Code: Create a Google Analytics

account (free) and insert the
necessary code that is provided on your
website.

Define Key Indicators: There are plenty of
metrics in Google Analytics, but you don’t have
to track all of them. Pick the metrics that are
most important to your website and marketing
goals. For example, you may measure time on
page, conversion rates, or clicks on certain links.
Defining your most important metrics will help
you stay focused on what matters most and not
get stuck in the weeds of data.

Set Goals: Set goals for how well you want
your website to perform. You may set goals for
leads, average time on site, or other metrics.

Run Periodic Reports: Run weekly or monthly
reports in Google Analytics that report on the
key metrics that you have defined.

Make Website Changes: Based on the
reports that you run, you will gain insights as to
areas of your site that need strengthening or
improving. Make necessary changes that you
feel will improve these metrics.

Repeat: After you make site changes, use your
reports to determine whether or not your
changes have improved your website. Repeat
the process of optimizing and improving your
site until you feel that it is performing up to the
standards and goals that you have set.
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Tool #11 – Radio Advertising
Radio provides a classic medium for marketing your law firm. Its rich audio format and demographic
targeting options make it a great choice for strengthening your brand image and generating leads.

What are the benefits of advertising on the radio?
Rich Audio Format: Audio ads portray emotion and value through voices, sound effects, and music in a highly
memorable, interesting, and effective way.

Branding and Exposure: Radio is an effective way to strengthen your brand and create awareness by allowing
you to reach thousands of radio listeners with a single message. While a good percentage of people won’t
respond directly to your radio ad, they will be more likely to respond to other marketing efforts as they become
more aware of your brand and your services.

Lead Generation: Radio can influence potential customers to call you or visit your website and become leads.

How can you successfully execute radio marketing campaigns?
Set Goals: What are you hoping to achieve with your radio campaign? What metrics will you use to measure
success? Is your goal to gain exposure, to generate website traffic, to get phone consultations, etc?

Choose Appropriate Stations: You can choose radio stations that focus on music (Ex: country, rock, hip-hop,
contemporary, etc), religion, politics, news, or sports. You can even target Spanish channels. Use a radio station
locator like RadioStationWorld.com or Radio-Locator.com to identify potential stations.

Choose Time of Day: When will you advertise?
Mornings? Evenings? Midday? Middle of the
Night? Research radio personalities and shows on
the stations that you have chosen. Choose the
times of day that are most fitting with your goals.
Decide whether to sponsor segments, get paid
endorsements from radio personalities, or create
traditional commercials.

Create Messages: Determine what tone your
message will have, what value you will portray, how
your message will be unique, and what call to action
you will have. Use the power of audio to your
advantage and be creative and memorable in your
message. Your call to action can ask for them to call
your law firm, download an eBook, or learn more
about bankruptcy on your website.

Evaluate and Refine: Analyze the results of your
advertising. Did you gain more leads? More website
traffic? More calls? Determine if the advertising was effective and create
new campaigns if it is working well for you.
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Tool #12 – TV Commercials
Of all marketing mediums, video is by far the most engaging and interesting. Combining visual and audio
elements, TV commercials allow you to create highly powerful, targeted messages for your law firm that can
generate leads and give your brand valuable exposure.

How can TV commercials help your law firm?
While TV ads are more difficult (and expensive) to produce than
other forms of advertising, they also allow you to reach a large
audience and deliver compelling messages.

Sophistication: Text and audio alone are not nearly as
powerful as when combined with video. This is why TV
commercials are effective as they combine visual and audio
elements in a way that allows you to portray your message
effectively and powerfully.

Branding and Exposure: Because TV commercials can
reach high volumes of viewers, they allow you to create
widespread awareness of your brand and services.

Targeted Audience: You can choose what channels,
shows, and time of day you want your ads to show, which
allows you to narrow your focus. You can advertise on
national channels or on cable or satellite channels. You can
advertise to a region or a specific city. With hundreds of
channels that have unique viewer base demographics,
chances are that you can find one (or several) that reach
your target market well.

Lead Generation: If you have a well-produced
commercial, strong offers, and strong calls to action, some
viewers will respond directly to your commercial by calling
you or visiting your website.

How do you execute a TV marketing
campaign?
Choose Channels and Time of Day: There are hundreds of channels that you can choose from. From sports
and news channels to channels about animals, video games, and history, you are able to choose the channels that
you feel fit your demographic well. Next, choose which shows you want to advertise on and what time of day you
will advertise. For broader reach, try primetime ads, while for less expensive airtime, try daytime ads.

Create Ads: Creating commercials can be labor intensive. Create your message, a storyboard, film the video,
edit the video, and then release it to your targeted TV station(s).

Analyze Results: Determine how effective your ads were and decide whether or not to continue advertising.
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Tool #13 – Billboard Advertising
On interstates, highways, and within cities, billboards provide a simple way to advertise. While billboards
do not excel at getting direct responses (unlike other marketing tools), they are excellent at giving your
law firm public exposure, increasing brand awareness, and supporting other marketing efforts.

How does billboard advertising help your marketing efforts?
Exposure and Brand Awareness: How many people in your city or area know about your law firm? Billboards
allow you to create a name for yourself and to get thousands of people to become aware that your law firm exists.
This can be crucial as they decide on which of the many firms in your area they will choose to hire. They will be
more likely to choose your law firm over an unknown law firm if they already know you exist and know what
makes your firm unique.

Some Leads: You shouldn’t anticipate many leads to come as a direct result of your billboard ads. However,
there will be some that call you or visit your website as a direct result of seeing your billboard ads.

Supports Overall Marketing Plan: The more your customers see your brand, the more your law firm will be
present in their minds as they decide who to hire. Most of your leads will come from non-billboard sources. But
once more people have become aware of your law firm and your brand due to your billboard ads, they will
remember you and become more likely to respond to your other online or offline marketing efforts.

How do you execute a billboard marketing strategy?
Choose the Right Locations: Billboards are rated
based on their location, size, visibility, and traffic. Pick
billboard locations that are appropriate for your target
market, are easily visible, and that get a lot of traffic.
Interstate billboards or inner-city billboards on popular
roads will give you the most exposure, but will also be
more expensive.

Choose the Right Message: What value will you
portray in your billboard? Why will the driver seeing
your billboard care enough to read? Your billboard
message should be powerful, creative, and direct.

Keep it Simple: You only have about 5-10 seconds
for a driver to notice and read your ad. If it is too
complicated or cluttered, they won’t have time to read
and understand it.

Memorable: Your billboard should stand out from
the crowd of other billboards. Images are the most
important part of your billboard ad in generating
interest and memorability. If your ad seems like just another boring ad, few people will notice it and even fewer
will act or be impressed by it as a result.
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Easy to Read: Make sure that the text that you use is extremely concise, clear, and BIG. Headings should be
very large and compelling, while anybody text should be in bullet points or use minimal text.

Call to Action: The primary two calls to action that you can use are phone numbers to call you or a website
address for the viewer to visit. Since the viewer only has a few seconds to respond to your ad, it is usually easier
for someone to remember your website than it is for
them to remember and call your phone number. If your
goal is purely branding and not direct action, you may
not even need a call to action. Having your logo or law
firm name prominently displayed may be enough to suit
your goals.

Match Your Brand: Make sure that your billboard fits
the tone and visual theme of your brand image as a
whole. Colors, fonts, logos, and images should unite
your billboard with other marketing efforts. This way,
billboard viewers will recognize your law firm’s other
marketing efforts and your brand.

Consider Multiple Billboards: Billboards become
more effective as you use more of them. Since the main
goal of billboards is to increase brand exposure and
awareness, having several billboards in different
locations allows more people to see your billboards and
gain brand awareness.

Measure Results: Tracking billboard advertising
results isn’t as easy as tracking other marketing mediums. You can use a trackable phone number on your
billboard to measure phone call volume. You can use Google Analytics to track website visitors that typed in your
website name directly. Also, you can monitor your other marketing efforts to see if they improve as a result of
your billboard campaigns.
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Tool #14 – Direct Mail Advertising
Direct mail has been a staple of advertising for decades. It is a classic way to reach potential customers
using effective, targeted text-based advertisements.

How can you execute a direct mail campaign?
Choose Your Target: To avoid wasting money advertising to large groups of people that may not need help
filing bankruptcy, try these targeting options.
 Location: You can specify which zip codes you mail to. Target areas that match the demographics of

those that would be
more likely to need help with bankruptcy.
 Mailing List: Many large companies store consumer information based on demographics, geography,
behavior, and life events. You can purchase targeted mailing lists that meet your criteria for your target
market. Narrowing your mailing list based on factors like age, income, gender, family size, county, radius
around an area, zip code, neighborhood, lifestyle activities, hobbies, interests, foreclosures, new movers,
and countless other factors will allow you to narrow your focus to a particular group of people.
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Create Your Message: Determine what the goal of your mailer will be and how to effectively persuade the
recipient to act through a creative, memorable message.
 Content: What value will your ad have? Will you have a coupon? Offer a Free consultation? Invite them
to learn more about bankruptcy? Your message should focus on benefits of your services and what
makes you unique as a law firm.
 Call to Action: You can include a phone number and your website address. If you want to be more
advanced, you can use QR codes or NFC technology to allow smartphone users to easily scan or tap your
mailer and come to your website.

Determine Format: You can choose from many formats of mailers to adapt to your message and budget.
 Brochure: While more expensive, these allow you to portray lots of information in an organized,
professional way.
 Postcard: These are the most affordable option and can be single or double sided.
 Letters: The most formal option, these are more personal in nature.

Consider Coupon Books: Companies like ValPak send out packets of coupons from a variety of companies that
share the same packet. Including a bankruptcy coupon in such a packet will lower your cost of distribution
dramatically.

Mailing to Current Leads: If you gather physical mailing addresses from leads that you get from all sources,
you can offer to send them free materials about bankruptcy through the mail. This is an excellent opportunity to
establish goodwill by sending informative, helpful materials like brochures to help them learn more about
bankruptcy and make an informed decision. This will establish goodwill with your potential clients and increase
their likelihood of becoming paying clients.
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Tool #15 – Personal Selling
Most of your marketing efforts are aimed at bringing you in as many potential clients (leads) as possible.
The more leads you get, the more clients you will get. How effectively do you turn leads into paying
clients? What is your close rate? While you are not a professional salesperson, you temporarily put on the
sales hat as you are faced with the challenge of persuading leads to hire you as their attorney.

Why should you improve your sales process?
The higher your close rate of potential clients, the more profitable your law firm will be. All of your marketing efforts and
every single lead will become more valuable to you as your close rate rises. Improving your close rate is one of the most
important skills and activities that you should focus on in your marketing plan.

How does the personal sales process work?
Every potential client that you interact with faces unique situations, so there is not a set-in-stone
approach to closing leads. However, there are 5 general steps in the sales process for bankruptcy
attorneys that apply to every sales situation that you will face.

Initial Introduction: First impressions are crucial in establishing trust and credibility.
Take time to introduce yourself in 30-45 seconds. You can include:
 Who you are
 What you do
 What makes your law firm unique
 A personal touch, such as why you enjoy helping others with their
debt problems

Assess Needs: The most important aspect of sales is gaining a thorough
understanding of your customer’s situation and needs. Without this
understanding, your sales pitch will seem insincere and be ineffective. Take
time to ask questions, listen, empathize, and take notes. These questions will
give you a grasp on their situation and help you present your services more
effectively later on.
 What is their current financial and legal situation like?
 Why are they considering bankruptcy?
 What do they hope to achieve by filing?
 What concerns do they have about filing?
 How well do they understand the bankruptcy process?

INTRODUCTION

ASSESS
NEEDS

PRESENT
SOLUTIONS

CLOSE THE
SALE

Present Your Solutions: Once you feel that you understand their
situations, then you can begin to explain how your services meet their
needs.
 Features: Describe how the bankruptcy process works and the steps
involved. This will help them overcome misconceptions about bankruptcy
and receive clarity as to the process involved.
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FOLLOW UP

 Benefits: Explain how bankruptcy will help the person with his or her challenges, such as garnishments,
levies, foreclosures, etc.
 Advantages: Carefully explain what makes your law firm unique from other law firms. Discuss your
prices and why they are what they are. Associate your prices with the value that provide with your
services. Demonstrate that you are their best choice for a law firm.
 Proof: Use appropriate examples of previous success stories. Share how you’ve helped past clients with
similar situations to that of your potential client. Demonstrate that you have an excellent track record.
You will establish credibility and trust.

Overcome Objections: Bankruptcy is a daunting, overwhelming choice for most people to make. So it is no
surprise that while they often have urgency in their decision, they are also likely have many objections.

 Price: Since most people that file bankruptcy don’t have a lot of money, many people focus heavily on
price as their determining criteria in choosing an attorney. When you discuss price, make sure to justify
your prices, highlight the value of your services , and explain what makes you different from other firms.
 Anxiety: Bankruptcy has plenty of social, legal, and financial implications that many people don’t feel
comfortable with. By helping them understand clearly the bankruptcy process and how it helps them,
they will see bankruptcy as a positive step forward and not as a giant leap backwards.

Close the Sale: At some point, you need to ask the potential client to act—to hire you, get more information, or
continue future communication. The call to action that you choose, whether it be to schedule an in-person
meeting, download an eBook, accept an email, etc, should be appropriate for how ready they are to take that
step.

Follow Up: Periodically, follow up with your leads via email or phone call. Offer them useful, informative
materials, overcome objections, and answer questions in these brief follow up appointments. These will help you
keep your leads interested, strengthen your relationship, and lead to more closed deals.

How do you improve your sales skills?
Role Plays: This may sound cheesy, but spending time practicing your phone and in-person consultations and
sales calls will help you work out kinks in your approach, find opportunities for improvement, and become more
confident in your abilities.

Script Outline: Consider creating a sales script outline that you can follow during your sales and consultation
appointments and conversations. The script should list the main points in each step of the sales process. It can
give you flexibility in what order you discuss things and should prevent you from sounding robotic. Armed with a
bullet point outline of the most important items to cover, your script will help you stay on track as you consult
potential clients.

Record Consultations: You can record the audio of your phone consultations and the video of your in-person
consultations. When you review the recordings, take notes on what you did well and ways that you can improve
your approach. Then make adjustments to how you handle your consultations.
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Tool #16 – Phone Calls
Most marketing tools involve your potential customer interacting with some sort of marketing
technology, such as TV, radio, online ads, your website, etc. Phone calls are unique in that instead of your
customer interacting with pixels and sound bites, they are interacting directly with you or your staff. This
gives you a unique opportunity to make a lasting, personal impression.

What role do phone calls play in marketing?
Establish a Personal Connection: Phone calls are one of the few times that you have personal, one-on-one
interactions with your potential and current clients. Aside from in-person meetings, phone calls are the best way
to create a personal, human connection.

Establishes Trust and Goodwill: Empathy, trust, and goodwill can be established through phone calls.
Sales Tool: Often times you will have to rely on your phone skills to give consultations and follow up with leads
to persuade them to hire you as their attorney.

How can you improve how you handle phone calls?
Track Phone Calls: Use call recording software to track all phone calls and consultations. Review how many
phone calls you are getting and how well you are handling them.

Phone Scripts: For yourself and for your secretary (or whoever answers inbound leads), it is often helpful to
have a written script to make sure you have effective calls. Often times ad-libbing phone calls leads to rambling,
inefficient discussions. Phone scripts help you stay on track. The script can be brief, be in bullet point format, and
have short cues to remind you to discuss the most important points.

Effective Voicemail: Often times, potential clients will call you when you are unavailable or out of your regular
office hours. Your voicemail becomes your spokesperson to handle calls that you can’t get to. It should:
 Introduce Yourself: Tell who you are, what you do, and what makes you unique as a law firm.
 Set Expectations: Be clear as to when you will return their call. Also, be sure to help them understand
what you will discuss with them during your
consultation. Inform them of the best times to
reach you during the week.
 Personal Tone: Sound animated, friendly, and
interested in the person who calls. The caller
needs to feel that you are on their side, that you
are trustworthy, and that you can help them.

Cell Phone Use: Consider having inbound leads come
directly to your cell phone. You can use an alias phone
number that forwards to your cell phone to ensure that
your cell phone number remains private.

Role Play: Practice various common phone situations,
such as receiving inbound lead calls, performing phone
consultations, or following up with prospective clients.
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Tool #17 – Emails
As you already know, email is a great tool for communicating with clients and for helping the client
file bankruptcy. However, it is also an effective marketing tool to share valuable content with current
and prospective clients.

Why should you use email as a marketing tool?
Once individuals have contacted you and given you their contact
information, you can begin to use email as a medium to market
your services and close sales.

Establish Goodwill: As you share valuable content with
potential and existing clients, they will gain trust in you and
will appreciate that you are trying to help them.

Stay Top of Mind: Many customers simply forget to
continue their communication with you, while others may
decide to compare services and prices of other firms. As
they are making the decision of who to hire, your frequent
emails will give them positive experiences that will keep
you in their minds.

How can you use email
effectively?
Share Valuable Content: Emails can share
or link to other useful resources and content on the
Internet or that you have created, such as blog posts, website content, eBooks, and videos.

Appropriate Frequency: Make sure that new leads get introductory emails from you as soon as you receive
their information. After that, consider sending an email every week or two weeks. Don’t send too many emails to
make sure that you avoid becoming an annoyance.

Good Subject Lines: The #1 factor that determines whether or not your email is opened is the quality of your
subject line. Make sure that it is clear, focused on benefits, and unique.

Keep It Short: Most people are busy and have little patience for lengthy emails. Try and keep the email content
short and include links to content on your website or on other sites.

Visually Appealing: Plain text emails can become boring and tough to read if they are lengthy. Consider
having an html email template developed that is visually appealing and that matches your brand identity.

Opt Out Option: Make sure that you allow email recipients to opt out of receiving future emails from you.
Choose an Email Platform: Managing your email campaigns is much faster and easier by using an
inexpensive email management
platform, such as iContact, Constant
Contact, or Mail Chimp.
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Tool #18 – Content Marketing
Most marketing messages are trying to sell something or get a direct call to action. In stark contrast,
content marketing involves the creation and sharing of free resources, information, or content with the
goal of positively influencing the customer instead of get a direct sale. This relationship-building tactic is
gaining popularity as a way to warm up customers to your brand and eventually get a sale.
Content marketing takes work. Few people are willing to put in the necessary work and effort required to create truly
excellent content, which is why this strategy helps you stand out from the crowd.

How does content marketing
work?
Content marketing seeks to create a
relationship with a potential customer. Its
goal is to establish goodwill and to generate
interest in your services, but not to ask for a
sale. It is a long-term strategy that requires
patience and planning, but in the end it can
be a powerful source of lead generation.

Content Creation: You can
create a variety of materials that
will be useful to your customers.
These can include news, case
studies, how-to guides, FAQ’s, blogs, infographics, eBooks, or videos. Whatever the medium you use, the content
should be informative, useful, unique, and memorable.

Sharing Content: Once you have created excellent content, you can share it through a variety of mediums. You
can promote it in your online and offline advertising.

Why should you consider using content marketing?
Customer Goodwill: Customers are used to (and are often tired of) being sold to, which is why marketing
messages intended to generate sales are often ineffective. Content marketing creates warm feelings towards
your law firm. They will see you as a firm that truly cares about their needs. When a customer receives something
of value for free, they feel more loyal to your law firm as a result. This will increase their likelihood of listening to
and acting on your other marketing messages that call for them to act and hire you.

Competitive Differentiation: Few of your competitors are likely using content marketing, and if they are, few
are likely doing it effectively. By creating and sharing unique, valuable content, your law firm will stand out from
the crowd of other firms as one that is truly engaging customers with useful content. Customers will see this as a
reason to hire you as opposed to other attorneys.

Sales Pipeline: Content marketing can create a sales pipeline for you to nurture into becoming leads and
clients. For example, those that request free content from you may respond in the future to your other marketing
efforts and become leads. You can then use effective personal selling to turn leads into clients. The larger your
base of people receiving your free content, the larger your sales pipeline will become.
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How do you implement a content marketing strategy?
Brainstorm and Create Content: Focus on your customers’ needs as you decide what content you will create.
What questions, concerns, or needs do your customers have? That is what you should focus on. Next, decide in
what format you should produce your content. Depending on your resources and abilities, you can create a blog,
infographics, email newsletter, eBooks, videos, webinars, or website pages.

Share Content: Once you have created valuable content, you should promote it with any online or offline
marketing channels that you feel will be effective. You may choose to advertise one specific piece of content (Ex:
an eBook) or showcase all of your content at once.
Specifically, consider using the following:
 Online Marketing: Use PPC, SEO, local directories,
Facebook, the Google Display Network, and
remarketing to advertise your content. Since most
online advertising from bankruptcy attorneys focuses
on getting a free consultation, your ads will uniquely
stand out from the crowd.

 Offline Marketing: Use radio, TV, and billboards to
showcase your great content. Use audio and visual
appeal to highlight the value of your content and how it
will help your audience. Refer them to your website to
gain access to the content.

Evaluate and Expand: You can measure three areas to
determine how effective your content marketing strategy is.
 Reach: How many people saw your ads for content?
How many came to your website from content-related
ads? How many eBook downloads did you get? How
many watched your videos? How many signed up for your newsletter? These metrics will give you initial
insights into how interested people are in your content. If these metrics are low, it is a sign that either
your customers aren’t interested in your content or your advertising messages weren’t effective.

 Engagement: How did customers like your content? How long did they watch your videos? How long
did they read your blog posts, stay on your site, etc? The more engaged your customers are with your
content, the more you know that your content is meeting their needs. If engagement metrics are low,
consider changing or improving your actual content itself.

 ROI: In the end, your content marketing should lead to an increase in leads and paying clients. Some
customers who are attracted to and use your content will become impressed with your law firm. They
may continue browsing your site and decide to contact you for a consultation. Or others will have a good
experience on your site and leave, but will be much more likely to respond to your marketing messages
that focus on a free consultation since they already have established goodwill with you. Measure how
many leads and paying clients you are getting, and see if these are coming as an indirect result of your
content marketing efforts.
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Tool #19 – Testimonials and Referrals
Your past clients can be a great resource for you in your marketing efforts. They can give you powerful
testimonials that strengthen your value proposition as a law firm. In addition, any referrals that you can
get from them will increase your lead volume.

How do you gather and use success stories and testimonials?
Success stories and testimonials give your firm credibility and help potential clients gain confidence in your ability to help
them. Using these
effectively can boost all
of your marketing
messages.

Gather
Testimonials:
Invite your past
clients by
calling or
emailing to give
a testimonial of
their
experience
working with
your law firm.
Honestly, not
all of your clients
will be willing or feel comfortable giving a testimonial, but many will. You can have text or recorded audio
testimonials. Try and keep their full names confidential to protect their privacy.

Gather Success Stories: A success story is simply a 3rd person account of how you helped a client with their
situation. It is longer than a testimonial. Ask your past clients if you can create written success stories that
highlight how bankruptcy helped them with their financial situation. Keep these stories anonymous and short.
Most importantly, don’t divulge sensitive data on the person. Many of your past clients will be pleased with their
improved financial situation and will be glad to be used as a success story.

Using Testimonials and Success Stories: You can use these on your website, in marketing materials, and
during sales consultations with potential clients. Because they help potential clients overcome anxiety, these will
become great tools to help you gain and close more leads.

How do you get referrals from past clients?
Occasionally, your clients will have friends or relatives who are struggling with their financial situation as well. Toward the
end of the bankruptcy filing process, consider asking your clients if they know anyone who could benefit from filing
bankruptcy. You may find new clients as your current clients recommend you to their circle of influence.
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Tool #20 – Brand Image
What separates a commodity from a
brand? A brand is unique, portrays value,
and is unable to be copied, while a
commodity is a product that is identical to other
products. Establishing a brand identity and image for
your law firm will help you stand out from the crowd of
other law firms in your area.

What creates a great brand?
A brand is the identity and personality of your law firm. A
clearly defined brand allows you to stand out from the
crowd.

Visual Appeal: Brands are highly visual in
nature. When you see the logo of an established
brand, you immediately recognize it.

Enduring Connection: When you think about
most brands, you automatically connect them
with experiences, conceptions, and emotions
(good or bad) that you have had with them. This
is why many people are loyal to some brands and completely opposed to other brands.

Establishes Trust and Goodwill: Great brands are about great experiences with that brand that establish
trust. High quality service and interactions create a bond of trust that endures.

Why should you care about establishing a brand?
Differentiation: If you look like everyone else and offer the same exact services, you may as well be a
commodity. If your brand is unique and you stand out from the crowd, you can expect to yield above average
profits from your market.

Loyalty: Customers are incredibly loyal to brands. As they search for an attorney to hire, they will remember
your effective branding efforts and will be much more likely to hire you than to hire a law firm that looks and
sounds like everyone else.

How do you create a memorable, effective brand?
Bankruptcy legal services aren’t exactly prone to or appropriate for flashy, exotic appeal, but that doesn’t mean that you
can’t create a memorable, effective brand.

Brand Name: How many law firms do you know with names like “The Law Offices of __________” or
“_________ & Associates”. Not only does this naming strategy not very interesting, but it also makes you sound
exactly like everyone else. Consider creating a new name or pseudo name for your law firm that is easy to
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remember and that reflects value (Ex: “Louisville Bankruptcy Center” or “Boston Bankruptcy Group” or “Dallas
Debt Helpers”).

Color: Colors create emotion and visual appeal. Make sure that your color scheme is attractive, because it will
appear on everything from your website and logo to your stationary and your business cards. Choose colors that
reflect the identity of your firm.

Logo: Your logo reflects your identity and is probably the most important branding tool that you have. It should
be memorable, unique, and use your color scheme that you have defined.

Tagline: A tagline is a short statement that summarizes your law firm’s core value proposition or mission. It
should be compelling and powerful. It will appear by your logo on nearly all communication and marketing
materials. (Ex: “Eliminate Debt. Get a Fresh Start” or “Over 12,000 clients helped. We can help you, too.”)

Overall Visual Identity: Your colors, logo, and visual design of your marketing materials create a visual
identity. Just as writing has an underlying tone (funny, sarcastic, sad, happy), your visual identity creates a tone
for your law firm. Is your law firm bold? Friendly? Helpful? What emotions do you want people to associate with
your firm? This will help you establish design elements that will define your visual identity.

Continuity: Your brand needs to be consistent across all marketing materials and all business materials.
Everything from your email signature and stationary to your website, radio ads, and billboards should reflect the
same logo, colors, tone, and visual identity. The more unified your branded materials are, the stronger your brand
will be.

Consider hiring a graphic designer
You are the only one qualified to determine the direction and feel of your brand. However, executing a successful
branding strategy can often require outside expertise and insight. We highly recommend using a graphic designer with
experience in logo design and branding to help you establish your brand identity. A graphic designer can offer
suggestions for your visual identity and has the skill to implement it across all of your marketing materials.
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Conclusion
Implementing your marketing plan
Even though marketing and operating a successful bankruptcy firm can be tough, you have plenty of great tools at your
disposal to help you market your law firm. Here are some ideas of how you can implement a marketing strategy.
 Set Goals: Create a list of short term and long term goals for your marketing. Metrics can include profit,
revenue, marketing budget, leads, phone calls, website traffic, etc.
 Choose Your Tools: Decide what marketing tools you will use and how you will integrate them into
one unified marketing plan. Then create a task list and calendar for managing marketing campaigns
and associated tasks.
 Craft Your Message: Brainstorm different
ideas for the types of marketing messages that you will use. Once
you have a large list, select the top ideas for testing. You can
always test different ideas and adjust in the future depending on
how each one goes. Lastly, create the necessary marketing
materials (Ex: website, PPC account, billboard ad, etc) yourself, using
your law firm staff, or hiring it out to a graphic designer or marketing firm.
 Measure Results and Adapt: Once you have launched your
marketing campaigns, pay close attention to key metrics that indicate what is
working and what is not working. Compare your marketing results to your initial goals that you set.
Reallocate budgeting to the marketing tools and messages that are most effective. Create new
marketing messages to replace the ones that didn’t produce results.

We hope that you have enjoyed this eBook and found it to be informative and
useful.
If you are interested in our lead generation program for bankruptcy attorneys,
please:

 Call (801) 227-7326
or
 Visit www.SeboBankruptcySites.com
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