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In today's digital age, having a robust digital marketing strategy is vital for law firms to succeed.

In this comprehensive guide, we will delve into the intricacies of digital marketing strategies specifically 

tailored for law firms that want to take their marketing to the next level. The legal profession has 

witnessed a significant shift towards digital platforms, making it crucial for law

firms to adapt and leverage advanced marketing techniques to stand out in a competitive landscape.

By implementing the strategies outlined in this guide, you can establish a strong online presence, 
generate leads and build a reputable brand in the digital realm.



Develop a Robust Marketing Plan
A robust marketing plan forms the foundation for 
a successful digital marketing campaign. To 
develop an effective plan, you must consider 
several key factors:

Clearly define your target audience: Understanding the demographics, 
preferences, and needs of your ideal clients is paramount. Conduct thorough 
market research to identify your target audience's characteristics, pain 
points and motivations.

Research your competitors: Analysing your competitors' digital marketing 
strategies allows you to identify gaps and opportunities in the market. Study 
their online presence, messaging and engagement tactics to gain valuable 
insights for your own marketing efforts.

Identify and allocate budget: Determine the appropriate budget for your
digital marketing activities and allocate resources strategically across different 
channels. Consider investing in areas that offer the highest potential return 
on investment (ROI) based on your target audience and goals.

Identify SMART goals: Setting specific, measurable, attainable, relevant, and 
time-bound (SMART) goals will provide clarity and direction for your marketing 
initiatives. Whether it's increasing website traffic, lead generation, or brand 
awareness, establish clear objectives to track your progress and measure success.

A robust marketing strategy is indispensable for advanced firms seeking 
success in their marketing efforts.



Your website serves as the central hub for your online presence and 
should be optimised to engage and convert visitors into clients. Most 
law firms that have made progress in their marketing have an effective 
website. However, we have provided a comprehensive list of 
must-haves for your reference:

Develop an Effective Website

Content-rich pages:
Craft compelling and informative content that showcases
your expertise, addresses common legal concerns and 
provides valuable resources for visitors. Well-written content 
establishes your credibility and builds trust with potential 
clients.

Easy navigation:
Ensure that your website is intuitive and easy to navigate.
Users should be able to find the information they need quickly 
and effortlessly. Clear menus, an intuitive page structure and
a search function contribute to a positive user experience.



Develop an Effective Website

Responsive design: 
With the increasing use of mobile devices, 

it is crucial to optimise your website for 
various screen sizes and ensure a 

seamless user experience across devices. 
Responsive design adapts your site's 
layout and content to different screen 

resolutions, enhancing user satisfaction 
and search engine rankings.

Blogs: 
Regularly publishing informative and 

insightful blog posts is an excellent way 
to demonstrate your thought leadership, 

address common legal questions, and 
improve search engine visibility. Share 

valuable insights, case studies, and legal 
updates to engage your audience and
drive organic traffic to your website.

Social media integration: 
Integrate social media buttons and 

sharing options throughout your 
website to encourage visitors to 

share your content on their social 
networks. This helps amplify your 
reach, increase brand exposure, 

and drive traffic back to your site.



Implement an SEO Strategy
To increase your law firm's online visibility and attract organic traffic from search engines, it is essential to understand and 
implement various search engine optimisation (SEO) strategies. By following these best practices, you can improve your 
website's rankings and enhance its overall performance:

On-page optimisation

Begin by optimising the technical elements of your website, such as metadata, 
headings and content to align with relevant keywords. Additionally, conduct 
comprehensive keyword research to identify both primary keywords and long-tail 
keywords that are specific to your practice areas. Integrate these keywords 
naturally throughout your website, including page titles, URLs, headings and meta 
descriptions.

Off-page optimisation

Building a strong backlink profile is crucial for off-page optimisation. Backlinks are 
links from other websites that point back to your site, and they play a vital role in 
conveying authority and credibility to search engines. Seek opportunities to earn 
high-quality backlinks from authoritative websites in the legal industry, such as 
law societies, referring law firms and respected media publications. Guest 
blogging on established legal websites and blogs can also provide opportunities 
for quality backlinks. Engage with influencers and participate in legal communities 
to establish relationships that may lead to backlink opportunities.



Implement an SEO Strategy

Reporting and analysing
Continuously monitor and analyse your 
SEO efforts using tools such as Google 
Search Console and third-party analytics 
platforms. These tools allow you to track 
important metrics like organic traffic, 
keyword rankings, bounce rates, and 
conversion rates. By evaluating these 
metrics, you can identify areas for 
improvement and measure the success of 
your optimisation strategies.

Link-building
Effective link-building strategies can 
significantly enhance your website's 
authority and visibility. Focus on acquiring 
backlinks from relevant and authoritative 
sources. It is important to prioritise 
quality over quantity when it comes to 
backlinks. Building relationships with 
reputable websites and legal directories 
can help you obtain valuable backlinks. 
Remember to diversify your anchor text, 
using a mix of your main keyword, related 
keywords and branded anchor text. This 
will make your backlink profile appear 
more natural and avoid the appearance of 
spammy practices.

Content creation
Developing high-quality, informative, and 
shareable content is a key aspect of SEO. 
Create content that addresses the needs 
and interests of your target audience. This 
includes blog posts, articles, case studies, 
eBooks, and other forms of relevant 
content. Regularly updating your website 
with fresh content demonstrates your 
expertise and helps attract and engage 
visitors. 



Additionally, it's 
important to understand 
the following concepts:

URL structure:
A good URL structure is clean,
easy to read, and includes your 
target keywords. For example,
a URL like "www.website.com

/sydney-lawyers/" is considered 
good. Avoid excessive use of 

keywords, symbols, and numbers 
that may appear spammy. Your 

homepage URL should be simple, 
like "yourwebsite.com".

Backlinks:
Backlinks are links from other 

websites that point back to your 
site. They play a crucial role
in conveying authority and 
trustworthiness to search 
engines. The quality and 

relevance of the websites linking 
to you are important factors

in determining the value
of backlinks.

Long-tail keywords:
Long-tail keywords are longer 
and more specific phrases that 

people search for online. For 
example, "online legal advice" 

is a short keyword, while 
"affordable lawyer in Sydney, 

Australia" is a long-tail 
keyword. Long-tail keywords 
are typically less competitive 
and more profitable to target.



By understanding and implementing these best practices for long-tail keywords, URL structure, backlinks, domain authority, and anchor 
text optimisation, you can strengthen your overall SEO strategy and increase organic search traffic to your law firm's website. However, it 

is important to remember that SEO is an ongoing process that requires patience and consistency to be effective.

Anchor text:
Anchor text refers to the clickable text 
in a backlink that visitors click to visit 

your site. "For example, in the link 
"[https://yourwebsite.com/sydney-law
yers/], the words "Sydney Lawyers" is 

the anchor text. It is important to 
optimise your anchor text by using 

your target keywords naturally. Avoid 
overusing exact match anchor text as 

it can appear spammy.

Domain authority:
Domain authority refers

to the perceived authority and 
credibility of your website, measured 
on a scale from 0 to 100. It depends 

on factors such as website age, 
performance, and, most importantly, 
the number and authority of referring 
domains. A higher domain authority 

indicates that your website is seen as 
more authoritative, leading to higher 

rankings in search results.

Additionally, it's important to
understand the following concepts:



Utilise Google Tools
Google provides a suite of tools that can significantly enhance your law firm's digital marketing efforts. Let's explore some of 
these tools and how they can benefit your strategy:

This tool allows you to monitor how your website is performing in Google search 
results. You can see important metrics like which search queries are driving traffic to 
your site, how many impressions and clicks your pages are receiving in the search 
results, and identify any technical issues that may be hindering your rankings. This 
data is invaluable for optimising your website and content to improve visibility and 
rankings in the search engines. By monitoring changes and trends over time, you can 
make data-driven decisions to boost your SEO. Overall, Search Console is an 
extremely useful tool for any law firm focusing on SEO.



Utilise Google Tools

Google Analytics provides insights into your website traffic, user behaviour, and 
conversion rates. You can track vital metrics such as your main traffic sources, user 
demographics, how long people spend on your site, and whether they complete 
desired actions or "conversions." These kinds of insights allow you to make 
optimisation decisions based on real data about how people interact with your 
website. For a law firm, analytics can reveal opportunities to improve lead generation, 
increase time on site, and boost client engagements. It is a must-have tool for digital 
marketing.



Utilise Google Tools

This tool allows you to create and optimise a free business listing that will appear 
prominently in Google Search and Maps. You can provide accurate business 
information such as contact details, hours of operation, photos, and a description of 
your law firm and areas of practice.

Google Business also allows clients to leave reviews and star ratings, which 
establishes your credibility and trustworthiness in the eyes of searchers. Keeping your 
Google Business listing up to date with fresh content and actively monitoring and 
responding to reviews and questions can significantly enhance your local SEO and 
visibility to potential clients searching online. Overall, Google Business is an essential 
asset for any local business.



In summary, Google offers digital
marketers and law firms an array of tools to 
monitor, analyse, and optimise their online 
presence. When used effectively as part 
of an SEO and content strategy, these 
tools can drive more qualified traffic, 

generate high-value leads and ultimately 
boost client acquisition.

The insights and data provided by tools 
like Search Console, Analytics and Google 
My Business are key to making informed 

decisions that will improve your
visibility and rankings in search

engines like Google.



Social Media Marketing
For law firms, social media platforms like LinkedIn, Facebook,    and Instagram offer significant opportunities to raise brand 
awareness, engage audiences, drive website traffic, and generate leads. According to surveys, over 70% of law firms now use 
social media for marketing and report benefits such as increased inquiries, improved brand visibility and higher quality leads.

When developing a social media strategy, law firms should:

Choose the right platforms: Identify the social media platforms that align
with your target audience and marketing goals. LinkedIn is particularly useful
for professional networking, while Facebook and Instagram cater to a broader 
audience.     can be effective for sharing quick updates and legal news.

Establish goals: Set specific social media objectives, such as increasing 
brand awareness, driving website traffic, or generating leads. Ensure your 
goals align with your overall marketing objectives and are measurable, 
allowing you to track your progress and adjust your strategies as needed.

Create a content calendar: Plan and schedule your social media content in 
advance to ensure consistency and relevance. Consider a mix of informative 
posts, engaging visuals, industry news, case highlights, client testimonials, 
and thought leadership articles. Use social media management tools to 
streamline scheduling and track performance.

Engage with your audience: Encourage interaction and respond promptly
and professionally to comments, messages and reviews. Engage with relevant 
legal communities, join conversations and share valuable insights to position 
yourself as an authority in your field. Encourage user-generated content and 
leverage user testimonials to build trust with your audience.



Recommended social platforms 
for law firms:

jcubecapital.com

LinkedIn:
The top network for B2B 
marketing and professional 
networking. Over 70% of
law firms report LinkedIn 
generates the highest 
quality leads, provides 
tools for sharing updates, 
articles, and engaging 
specific audiences.

Facebook: Massive reach potential and useful for 
increasing brand visibility and driving website traffic. 
However, typically lower quality leads. Suitable for 
sharing updates, events, news, and more visual content.

Instagram: Image-based platform to showcase firm 
culture, events, team members, and achievements. Lower 
lead conversion rates but important for brand visibility, 
especially to younger demographics. Short, visually 
compelling posts required.

In summary, social media should be an integral part of any law firm's digital marketing strategy. When armed with the right 
platforms, metrics, content, and community engagement, social media provides an invaluable opportunity to build brand 

authority, trust, recognition, and new business opportunities. With the increasing digitisation of the legal services, maintaining an 
active, strategic social media presence is critical to success.

   : Great for real-time updates, sharing industry 
news and commentary. Short posts make it easy to 
stay active and engage audiences. Deeper 
conversations tend to take place on other 
platforms. Law firms report low lead generation 
from      but high usefulness for building recognition.



Develop and Grow Your Mailing List
A mailing list enables you to stay connected with potential clients, nurture leads, and drive repeat 
business. Implement the following strategies to grow and maintain your mailing list effectively:

How to build your list:
Build your law firm’s contact database by creating a 
list of names in an excel spreadsheet. In that list we 
suggest you create a number of columns: first name, 
last name, email address and phone number.

Establish a publication schedule:
Develop a content strategy for your email 
newsletters or updates. Provide valuable insights, 
legal tips, case studies, and industry news. 
Personalise your content based on subscriber 
interests and preferences. Strive for a 80/20 
balance between informative content and promotion 
about services offered to maintain engagement.

Track and analyse results:
Use email marketing platforms to track metrics such 
as open rates, click-through rates, unsubscribe 
rates, and conversions. A/B test subject lines, email 
content, and call-to-action buttons to optimise your 
email campaigns. Leverage the data to refine your 
email strategy and deliver more effective messages.

Grow and maintain your mailing list 
database:
Offer gated content, such as ebooks, guides, or legal 
templates, in exchange for visitor email addresses. 
Implement pop-up forms, opt-in boxes, and landing 
pages to capture leads. Regularly update and 
segment your list to ensure personalised and 
targeted email communication.



Identify your key audiences and objectives:
Determine the client profiles you want to attract and set measurable goals like 
increasing website traffic, generating more leads, or boosting brand awareness.

Focus on an integrated strategy: Utilise key digital platforms like social media, 
content marketing, SEO, and paid advertising. Relying on just one or two channels 
will not provide maximum impact. Have a balanced, cohesive strategy that 
addresses all stages of the client's journey.

Optimise your online presence:
Ensure your website is optimised for search, responsive, up-to-date, and focused 
on user experience. Leverage tools like Google Analytics to gain insights into site 
performance and make data-driven optimisation decisions. Build a Google Business 
Profile listing and encourage client reviews to boost local SEO and credibility.

Invest in Your Digital Strategy
Law firms today need to invest in comprehensive digital marketing strategies to remain competitive. While some strategies 
and channels may not align with a firm's specific goals or target audiences, having an integrated approach that utilises key 
digital platforms is critical.

When developing a digital marketing plan, law firms should:



Invest in Your Digital Strategy

Engage on social media: Utilise platforms like 
LinkedIn, Facebook, and Instagram to connect with 
your target audiences. Share your original content 
and engage with followers by joining discussions 
and responding to questions and comments. Track 
metrics to determine the best platforms for your firm.

Create and share targeted content:
Develop tailored content for your key audiences and 
distribute across platforms. Content like blog posts, 
eBooks, newsletters, and video establish your firm 
as an authority and resource for potential clients.



Invest in Your Digital Strategy

Google Ads: Leverage 
Google's advertising platform 
to target relevant keywords, 
reach your ideal audience, 
and drive qualified traffic to 
your website. Develop 
compelling ad copy and 
landing pages that align 
with searcher intent. 
Monitor and optimise your 
campaigns based on 
performance metrics like 
click-through rates and 
conversion rates.

A Facebook Ads: Utilise 
Facebook's advanced 
targeting options to reach 
potential clients based on 
demographics, interests 
and behaviours. Create 
engaging ad visuals, 
compelling ad copy and 
enticing call-to-action 
buttons. Monitor your 
campaigns closely
and adjust targeting 
parameters to
maximise your ROI.

B Display Ads: Advertise
on relevant websites and 
online platforms to increase 
brand visibility and reach a 
broader audience. Design 
visually appealing and 
attention-grabbing banner 
ads that align with your 
target audience's interests 
and demographics. Utilise ad 
networks and programmatic 
advertising platforms to 
optimise your reach and
ad placement.

C Retargeting Ads: Re-engage 
with visitors who have 
previously shown interest
in your law firm by displaying 
targeted ads across different 
platforms. Implement pixel 
tracking on your website
to build custom remarketing 
audiences and deliver 
tailored ads. Craft 
compelling messaging that 
addresses their previous 
interactions with your site
to encourage conversion.

D

Invest in paid ads: Paid ads allow you to reach potential clients with a 
demonstrated interest in your legal services. Build campaigns that 
target key terms and audiences, optimise based on performance 
metrics, and ensure a good user experience.

Consider the following platforms and strategies when investing in 
paid advertising:
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Continually track
results and optimise:

Monitor metrics across all your
digital marketing campaigns and make 
adjustments to improve performance. 
Look for opportunities to better target 
and engage your audiences, improve 

the user experience, and increase 
qualified traffic and conversions.
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Lead Nurturing and Tracking

Landing pages and lead magnets: 
Create dedicated landing pages that 
offer valuable resources or incentives in 
exchange for visitor contact information. 
Develop lead magnets such as ebooks, 
whitepapers, webinars, or legal guides
to entice visitors to share their details. 
Optimise your landing pages for high 
conversion rates and track form 
submissions.

Lead nurturing through marketing 
automation:  Use marketing automation 
tools to deliver personalised and timely 
content to leads based on their interests 
and behaviour. Set up automated email 
sequences that provide valuable information, 
address common legal questions, and 
highlight your expertise. Gradually nurture 
leads through the sales funnel, tailoring 
messages to their specific needs.

Ask how customers found you: 
During client interactions, inquire about
how they discovered your law firm. Track 
this information to determine the most 
effective marketing channels and allocate 
resources accordingly. Use this data to 
refine your marketing strategies and 
optimise your budget allocation.

Track campaign results: Continuously 
monitor and analyse the performance of 
your lead generation campaigns. Track 
metrics such as conversion rates, cost
per lead, and return on ad spend (ROAS). 
Identify successful campaigns and tactics 
and adjust or eliminate underperforming 
ones. Make data-driven decisions to 
optimise your lead generation efforts.

Nurturing leads throughout their journey is essential for converting potential clients into paying clients. Implement the following 
strategies to effectively nurture and track leads:



Key Considerations 
in Your Plan

As you develop and implement your digital marketing plan for your 
law firm, keep the following key considerations in mind:

Prioritise online reputation management:
Actively manage and monitor your online reputation by 
addressing client reviews, ratings, and feedback. 
Encourage satisfied clients to leave positive reviews 
and promptly respond to any negative feedback. 
Proactively engage in reputation management to build 
trust and credibility.

Invest in professional design and branding:
A professional and visually appealing website, logo, and 
branding assets contribute to your firm's credibility and 
professionalism. Invest in high-quality design to create a 
consistent and memorable brand identity across all 
digital platforms.



Explore emerging technologies:
Keep an eye on emerging technologies, such as artificial intelligence (AI), 
chatbots, voice search, and virtual reality. Evaluate how these technologies 
can enhance your digital marketing efforts and improve client experiences.

Embrace content marketing:
Invest in content marketing to establish your law firm as a trusted authority 
in your practice areas. Develop a content strategy that includes blog posts, 
videos, podcasts, webinars, and other forms of valuable content. Share 
your expertise, answer common legal questions, and provide practical 
insights to attract and engage your target audience.

Next Steps
In this chapter, we will provide guidance on the next steps you should take to advance 

your digital marketing efforts for your law firm. Some key considerations include:

Ongoing optimisation:
Digital marketing is an ongoing process. Continuously analyse your 
performance, monitor industry trends, and adapt your strategies 
accordingly. Stay up-to-date with search engine algorithm changes, 
technological advancements, and evolving consumer behaviours to 
maintain a competitive edge.



Conclusion
By following this comprehensive guide to advanced 
digital marketing for law firms, you will be equipped with 
the knowledge and strategies necessary to establish a 
strong online presence, attract qualified leads and
grow your practice in the digital landscape.

Remember, digital marketing is an ever-evolving field, so 
remain agile, adaptable, and proactive in staying ahead of 
the curve. With the right approach, your law firm can 
thrive in the digital age and achieve long-term success.



To speak to Peter about your 
marketing, call 1300 881 811 or 
email peter@liftlegal.com.au

Peter draws on his experience as a practicing lawyer of over 25 

years and for much of that time as Managing Partner. He is one of 

the founding directors of Lift Legal Marketing, the most experienced 

law firm website hosting provider globally and a market leader in 

providing gold-standard marketing strategies that grow your 

business.


