
Email lets your law firm connect 
directly with a warm lead or client on a 
one-to-one basis — blending the lines 
between word-of-mouth advertising 
and digital marketing.

Leads and clients have to opt in to 
receive an email from your law firm.

Designing emails to look the same across 
email clients (such as Google Mail, Yahoo 
Mail, Outlook, etc.) is hard to manage. 

Law firms run the risk of seeming 
spammy if their messaging or delivery 
cadence is off.

Pros Cons

Email automation lets you set up 
impactful nurture campaigns to help you 
guide subscribers through the process 
from lead to client.

Email marketing is quick to set up and 
easy to segment and tailor messages 
for audiences.

Facebook is the largest social media 
platform in the world, with 302 million 
users in the United States alone (4).

Facebook ads are only visible on the 
Facebook platform and can only be seen 
by people with a Facebook account.

Pros Cons

Facebook gives advertisers the ability to 
micro-target their audiences by age, 
location, interests, and life events (like 
moving, marriage, divorce) — meaning 
your law firm ads and content will only 
show up to people who are most likely 
to click.

With Facebook Pixel installed on your 
website, you can see exactly how your 
ads and website work to convert 
visitors to signed clients.

Crowded Facebook newsfeeds mean your 
ads and content can quickly get overlooked 
(though the average click through rate of 
legal ads is high at 1.61% (5).

Costs can quickly add up if your ad 
campaign isn’t set up properly, monitored 
regularly, or optimized for success.

Facebook Ads give law firms a huge 
opportunity to present their services on the 
world’s largest social media platform. Plus, 
with features like Facebook Pixel, you can 
dig deeper into each client’s journey to 
better understand how they interact with 
your advertising and content.

Facebook is a social platform, meaning that the ads and marketing 
material you promote need to be relevant and engaging to prospective 
clients to gain any traction. If your material looks too much like an 
advertisement and provides no offer or benefit — such as helpful legal 
information or free consultations — it’ll quickly get scrolled over.

2. Facebook ads
302 million

the number of users on 
Facebook, the largest social 
network in the U.S.(4)

4 “Number of Facebook Users in 
the United States from 2017 to 
2026.” Statista

4 “Number of Facebook Users in the United 
States from 2017 to 2026.” Statista

5 “Facebook Ad Benchmarks for 
YOUR Industry [Data].“

1.“Exploring Multi-Channel Marketing for Law Firms.” National Law Review.

With the explosion of digital marketing 
and a crowded, hyper-connected 
marketplace, law firms need to maintain 
an active presence on multiple marketing 
channels to stay ahead of the competition 
and close more clients.



Today’s prospective clients use multiple 
channels to research and choose a law 
firm. The more channels your firm uses to 
get in front of clients, the easier it is to 
demonstrate your firm’s authority to 
provide legal counsel (1).



But which channels should you use? 
Radio? Billboards? Website? Social media? 
Paid advertising? With all the marketing 
channels available to law firms today, it 
can be confusing figuring out which ones 
you should use to keep a steady stream of 
leads contacting your firm.


Pros and cons of the 
top 7 marketing 
channels for 

law firms

The more channels your 
firm uses to get in front of 
clients, the easier it is to 
demonstrate your firm’s 
authority to provide legal 
counsel (1).


In this infographic, we’ll break down the pros and cons of seven top-performing 
marketing channels so you can know exactly which channels you should use to grow 
your law practice and close more cases.

Search engines display your ads at the top 
of results pages, which increases the 
chances of your ad getting clicked.

PPC costs can quickly add up, with the 
average cost per click (CPC) hovering at 
$6.75(1) and some keywords like “attorney” 
averaging $47.07 per click(3).

Pros Cons

Google Ads gives you control of exactly 
who sees your ads, letting you target a 
wide range of demographics in specific 
geographic areas.

Leads that click through from PPC ads 
are typically closer to purchase, since 
you’re hooking them from intent-
driven searches.

Clicks don’t always translate into 
conversions. If your ads aren’t 
targeted properly or your messaging is 
off, you’ll still have to pay for the click 
even if they don’t turn into a lead. 

Setting up your PPC campaigns might be 
simple to start, but the best results 
require time and effort to optimize your 
campaigns to avoid losing ad-spend. 
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Investing in Google Ads is one of the fastest ways to 
get results for your law firm. Why? Because they put 
your advertising front and center on Google’s search 
engine results pages (SERPs). You can simply set 
your ads to target specific keywords, demographics, 
and locations, then set an advertising budget and 
how long you’d like your ad to run.
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It lets you control how your law firm 
directly shows up in Google, such as 
contact information, website, operating 
hours, and more.

You can only set up a GMB page if 
you have a physical location for 
your law firm. 

Pros Cons

GMB puts your law firm on the local 
map, making it easier for leads and 
clients to find you and get in contact 
with your firm.

Previous clients can leave reviews — 
boosting perception of your firm and 
even positively impacting your local 
search rankings(6).

The verification process requires 
receiving a verification code from Google 
via snail mail and can easily be delayed.



Negative or inaccurate client reviews 
can hurt your reputation and take time 
to remove from your GMB listing if not 
acted on quickly.

OOH ads can serve as the catalyst for 
someone going online to research your 
law firm.

Print advertising lends authority to your 
law firm. People trust print ads when it 
comes to making buying decisions(11).

It can be difficult to quantify OOH 
performance without tracking 
parameters in place.

Print advertising can be difficult to 
measure without proper tracking 
tools in place.

Pros

Pros

Cons

Cons

Billboard advertisements alone are 
noticed by 71% of drivers(9).

Print advertising gives recipients 
something tangible that will help keep 
your firm top-of-mind.

OOH advertising is more effective than 
TV, print, and radio when it comes to 
driving consumers online for further 
research(10).

Local publications and print materials 
get your firm in front of people who may 
not be internet-savvy.

Billboard advertising can be expensive 
depending on where you’re looking to 
advertise your law firm.

Online marketing dwarfs print 
advertising in terms of audience size, 
meaning your ads and marketing 
material won’t have as much reach.

OOH advertising requires a bold, concise 
creative direction to capture attention 
and communicate a message in a short 
period of time.

Print advertising costs are dependent on 
the publication and can often be just as 
expensive as online advertising.

Google My Business puts 
your law firm on the local 
map, making it easier for 
leads and clients to find 
you and get in contact 
with your firm.

Email campaigns provide a form of permission-based marketing that allows you to 
communicate directly with your leads and clients. And with drip campaigns and 
other automated email features, you can nurture client leads without being glued to 
your inbox all day.


Google My Business (GMB) is a simple, often-
overlooked marketing channel that can bring 
in massive, local results for your law firm. And 
the best part: it’s totally free. Setting up your 
GMB page is a necessity for local success.

Out-of-home (OOH) ads can be anything from billboards to bus benches 
and are great at driving local awareness of your law firm and services.

Expand your law firm’s reach and entice leads to contact you with printed 
materials. Brochures, flyers, business cards, and local newspaper or magazine ads 
are all good ways to get your firm in front of more potential leads.

Keep your emails short, concise, and easy to understand. No one has 
time to read through paragraphs of text — much less if those paragraphs 
are filled with legalese. Use your emails as a form of helpful conversation 
to nurture relationships with your prospective clients. 

Always keep your business information up to date and consistent 
across your online marketing channels. This especially applies to your 
law firm’s name, address, and phone number (NAP). This NAP 
consistency is a critical component for your law firm’s ranking in the 
search engine results page.

Similar to OOH advertising, deploy a call tracking solution to best 
monitor and measure your print marketing material. This way, you’ll 
know which of your print material performs well, and which material 
you can cut back on — saving your firm valuable advertising dollars.

Use call tracking to measure and monitor the effectiveness of your 
OOH campaigns. Call tracking uses unique phone numbers on each 
of your marketing materials so you can see exactly which material 
best results in new leads and clients.
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$6.75

Average cost-per-click for law 
firm marketing is $6.75(1) 
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It might be tempting to engage in 
every channel we’ve listed above, 
but the secret to successful law firm 
marketing is to choose a blend of 
two to three channels and 
continually optimize them for the 
best results. 



Fortunately, CallRail can help you 
optimize each of these channels 
with its unique blend of Call 
Tracking, Form Tracking, 
Conversation Intelligence, and 
detailed analytics. With CallRail, you 
can see exactly how each of your 
marketing channels is performing — 
giving you crystal clear insight into 
how you can improve your law firm 
marketing strategy and tactics.



Are you already using a variety of 
marketing channels and want to find 
out if they’re working for you? 
Download the definitive guide to 
discovering if and how your 
marketing strategy is working for 
your law firm.

Turn your law firm 
marketing into a 
multi-channel 
experience

PPC requires testing and optimization in order to perform well. 
Continuously monitor your performance, test new messages and 
landing pages, and adjust audience filters to find your marketing 
sweet spot. If you’re feeling out of your element, consider hiring a 
qualified digital marketing agency to help polish your ad campaigns to 
drive more conversions.
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Aside from referrals, search engines 
are the second most used way 
consumers search for legal advice or 
a lawyer(8).

SEO takes significant time, strategy, and 
effort before you start seeing results. 
This often requires someone with SEO 
expertise to help.

Pros Cons

SEO has zero cost from an advertising 
perspective. 

Creating and displaying helpful 
content on your website helps your 
law firm showcase your legal 
expertise, build credibility, and 
educate potential clients. 

Google frequently updates its 
search algorithms, so your website 
rankings could potentially change 
overnight.


It can be difficult to compete for high-
traffic keywords, and no matter how well 
your site ranks, it’ll always be listed below 
the paid search results. 

Organic search and search engine 
optimization (SEO) can consistently bring 
high-quality, intent-driven traffic to your 
website, resulting in more leads and better 
conversion rates. The coveted top search 
result in a Google search receives about 
28.5% of all clicks, meaning the higher up 
you are in the search results, the more likely 
your law firm is to receive clicks(7).

The key to great SEO is to keep it top-of-mind while creating new 
content. Optimize individual pages for specific keywords, fill out page 
metadata, and use keywords in page titles and headings. A simple step 
you can take is to search for a keyword or topic you want to rank for, and 
read a few of the top search results. Assess the competition so you can 
create something better than what’s already published, in order to rank 
higher. And if you’re out of your element here, reach out to an SEO 
agency or freelancer to get your business up to speed!
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