
 

Chapter 5 Marketing 
 
 
 

INTRODUCTION: 

 
Marketing must be an integral part of your practice. It gives you the ability to develop and 

control your practice and should be viewed as a positive element of any successful business 

operation. 

 
Your law business will come from three primary sources: current clients, satisfied past clients, 

and strangers. Of course, current clients and past satisfied clients know you and are pleased with 

your work. Hopefully they will use your services again or recommend you to others in the future, 

and for that reason it is important that you continue to market your services to them. 

 
Strangers obviously don’t know you, and most likely won’t even think about an attorney until 

they are faced with a legal problem. Once the need arises, however, you want to be the person 

they turn to, and the way to help them think of you first is through marketing. Effective law 

office marketing requires both compliance with the Pennsylvania Rules of Professional Conduct 

and application of sound marketing principles. 

 
I. PENNSYLVANIA RULES OF PROFESSIONAL CONDUCT: 

 

 
 

A. Rule 7.1 Communications Concerning a Lawyer’s Services: Governs all 

communications about a lawyer’s services, including advertising permitted by Rule 7.2. 

Whatever means are used to make known a lawyer’s services, the statements must be 

truthful and not false or misleading. Truthful statements that are misleading are 

prohibited by the rule. 

 
There is no prohibition on client testimonials or self-laudatory claims, as long as they are 

not unverifiable. However, an advertisement that truthfully reports a lawyer’s 

achievements on behalf of clients or former clients may be misleading if it could lead a 

reasonable person to form an unjustified expectation that the same results could be 

obtained for other clients in similar matters without reference to the specific factual and 

legal circumstances of each client’s case. 

 
B. Rule 7.2 Advertising and Recommendation of Professional Employment: 

Provides, subject to requirements of Rules 7.1 and 7.3, a lawyer may advertise services 

through written, recorded, or electronic communication, including public media. 
 

A lawyer is allowed to pay for advertising and communications permitted by this rule, 

including the costs of: 

 
1. Print directory listings 

 
2. Online directory listings 



 

 

3. Newspaper ads 

 
4. Television and radio ads 

 
5. Domain-name registrations 

 
6. Sponsorship fees 

 
7. Banner ads 

 
8. Group advertising 

 
Lawyers may also advertise in the bar association’s publications, which include the 

Lawyers Journal, the Pittsburgh Legal Journal, the ACBA Legal Directory, and the 

ACBA website. Ads in these publications could lead to case referrals. For more 

information, see http://www.acba.org/ACBA/Publications/Advertising-information.asp. 

 
A lawyer may compensate employees, agents, and vendors who are engaged to provide 

marketing or client-development services, such as publicists, public-relations personnel, 

business-development staff, and website designers. A lawyer employing such help shall 

take reasonable efforts to ensure that the conduct of non-lawyer employees is compatible 

with the professional obligations of the lawyer. 

 
C. Rule 7.3 Direct Contact With Prospective Clients: Prohibits the solicitation of a 

prospective client through in-person, telephonic, or real-time electronic exchange that is 

not initiated by the prospective client. 
 

A lawyer may contact or send written communication to a prospective client for the 

purposes of obtaining professional employment unless a person has made known to the 

lawyer a desire not to receive communications or the communication involves coercion, 

duress, or harassment. 

 
None of the requirements of Rule 7.3 apply to communications sent in response to 

requests from clients or prospective clients. Also, general announcements by lawyers 

including changes in personnel or office location do not constitute communications 

within the parameters of this rule. 

 
D. Rule 7.4 Communication of Fields of Practice and Specialization: Provides that a 

lawyer may communicate the fact that he/she does or does not practice in a particular 

field of law. A lawyer may not state that he/she is a specialist except: those who are 

admitted to engage in patent practice may use the designation “patent attorney” and a 

lawyer engaged in admiralty practice may use the designation “admiralty,” “proctor in 

admiralty,” or a similar designation. 

http://www.acba.org/ACBA/Publications/Advertising-information.asp


 

A lawyer may communicate that the lawyer is certified in a field of practice only when 

that communication is not false or misleading and that certification is granted by the 

Supreme Court of Pennsylvania. 

 
E. Rule 7.5 Firm Names and Letterheads: Allows truthful statements about a lawyer’s 

professional status, other business pursuits or degrees. If otherwise lawful, a firm may use 

as, or continue to include in, its name, the name or names of one or more deceased or 

retired members of the firm in a continuing line of succession. 
 
II. GENERAL IDEAS AND CONCEPTS: Within the confines of the Pennsylvania Rules of 

Professional Conduct and law practice ethical guidelines, standard marketing concepts and issues 

are applicable. You should: 
 
 

A. Conduct an honest and candid self-assessment of your current practice and where you 

want to be in the future. 

 
B. Determine your target market and prospective client profile. 

 
C. Determine what tools, staff, and skill set you need to employ (language skills, 

technology, specialized legal practice) and how you may get them. 

 
D. Use your imagination for developing prospects. 

 
E. Be aware that you are marketing for prospective clients 24 hours a day, seven days a 

week, for law work that may not even have happened yet. 

 
III. NECESSARY TOOLS FOR THE MARKETING PROCESS: Based on your analysis of 

the target market, necessary tools for any marketing effort are critical and subject to budget 

issues. They should include: 

 
A. Your-30-second message of what you do. 

 
B. Business cards for distribution. 

 
C. Note taking ability for follow-up. This can be pen and paper, a Blackberry, tablet PC, 

or even a digital voice recorder. Be prepared and credible when meeting your client. 

 
D. All communication media including stationery, fax cover sheets, and telephone- 

computer response technology. 

 
E. Websites. Do not ignore the continued expansion of the use of Internet search engines 

by clients and potential clients. 



IV. NICHE MARKETING: Be aware that certain marketing methods are better for specific 

 

types of practice. Real estate law, business law, criminal law, and probate and elder law all can 

be marketed using unique methods (i.e. specific industry specialists as referral sources, timing of 

advertising placement, and demographics of target audience.) 

 
V. NETWORKING: The core concept of networking is that people use lawyers they know or 

hear about and think can help them. Prospective clients find out about lawyers from friends, 

family members, other lawyers (referrals), business associates, referral services, Internet searches 

and the Yellow Pages, and the search continues until one is found with whom they are 

comfortable. Any network that allows your name to become visible for legal work is a business 

referral source. Structural versions include formal organization memberships—church, service 

groups, bar associations, sports groups, school activities, and anything else that gives you 

visibility and a chance to meet people. Participation in any of these is enhanced when you 

undertake a leadership role that showcases your talents for being responsible and for getting the 

job done. 

 
A less structured but effective network is your personal network of contacts or vendors—your 

barber, dry cleaner, or copy machine salesman. Make sure these contacts know you are a lawyer 

and know your areas of expertise so that they will hopefully think of you first when they need 

answers to their legal questions. 

 
VI. WEBSITES: The trend to electronic Internet searches for lawyers and legal advice is a 

continuing and permanent factor in marketing legal services. 

 
Search engines such as Yahoo, Google, or legal-specific search engines are used by everyone. 

Websites can stand alone or be included as part of a service like Martindale-Hubbell or West. 

They can be personally or professionally maintained. If you decide to maintain the site yourself, 

consider that providing this support costs you and/or your staff time away from your other work. 

 
Websites can be static like an e-Yellow Pages or interactive. The latter requires a level of 

oversight and periodic updating to avoid dated material that can deter prospective clients. 

 
Don’t ignore the membership lists of organizations to which you belong. Being listed on an 

organization’s online membership roster as an attorney with specific areas of practice is a great 

way to let the other members of the organization know you are available to help them. 

 
As a caution, be aware of the potential clients reliance on your website for legal advice and its 

adverse consequence. It is important that all of the information on your website be accurate. It is 

an excellent idea to add an outright disclaimer or “Terms of Use” section which specifically 

explains that information contained on your website is not legal advice or legal opinion and 

should not be relied upon. Furthermore, nothing contained in your website is intended to create 

or establish, and does not constitute, an attorney-client relationship between you and anyone else. 

 
Social networking sites such as Facebook, LinkedIn, and Plaxo present a number of advantages 

for law firms. They are typically free to join and easy to use, whereas creating and maintaining a 

detailed and useful website might be cost prohibitive for some smaller law firms. Creating a 



 

profile for your law firm on one of several social networking sites requires very little effort and 

no monetary expense in most cases. Moreover, social networking sites have proven themselves 

practical and effective forms of advertising. 

 
Social networking sites allow law firms to connect with both clients, potential clients, and other 

law firms. By linking to other law firms, lawyers have the opportunity to form mutually 

beneficial alliances and cross promote. The Internet never closes, so advertising through social 

networking sites has the potential to reach many more customers than using traditional forms of 

advertising. If you run an ad on the radio, it will only run as many times as you pay for it, but 

your profile can be viewed an infinite amount of times online. Smaller law firms can also 

advertise on some social networking sites using traditional forms of Internet marketing such as 

pay per click, though not all social networking sites offer this form of advertising. 

 
There are some disadvantages to using social networking sites. There is always a potential for 

failure of security in both personal and business context. While many sites apply certain 

measures to keep any of these cases of harassment, cyber-stalking, online scams, and identity 

theft to an absolute minimum, you can never be fully protected. Furthermore, results generally 

aren’t achieved nearly as quickly with social media as they are with direct marketing techniques. 

 
VII. NEWSLETTER AND CORRESPONDENCE: The newsletter should be viewed as a 

chance to make contact with current, past, and prospective clients. The size of your law firm and 

the time you have available to devote to creating a newsletter will help you decide if you can 

create the newsletter in-house or will need to use outside contractor sources. 

 
The goal is to make frequent contact so the recipient remembers you when he/she has a legal 

problem. The contact cycle can be quarterly, monthly, or just periodically. 

 
Take advantage of direct mail opportunities that are triggered by changes in the law, year-end 

planning, or client business issues like annual meetings or successor planning. In all cases, seek 

to create opportunities to communicate with clients and potential clients so you can showcase 

your legal services and expertise. 

 
A growing number of lawyers are also using electronic newsletters as a means of reaching their 

clients. The cost is typically much less than direct mail and there are services that make it easy to 

develop professional looking newsletters and manage the distribution of them, such as 

www.constantcontact.com. 
 
VIII. VISIBILITY: You should be looking for opportunities to speak and write on legal issues 

so your audience can see your competence and expertise in a topic area or specialty. 

Opportunities are extensive both within the legal community, such as speaking at a CLE event or 

submitting an article for publication, as well as within non-lawyer groups who have regular 

meetings and are seeking speakers. 

 
IX. E-MAIL HEADERS AND FOOTERS: The general shift to e-mail use requires the same 

care as other firm communications. The Internet’s inherent informality should not be an excuse 

for a failure to “sell” and demonstrate your competence. 

http://www.constantcontact.com/


A. Signature: At the minimum, your name and contact information should be part of 

 

your e-mail signature that is automatically attached to your e-communication. Some 

lawyers have expanded their signature to include application of a motto, phrase, or 

practice area. Compliance with all standard business e-mail guidelines of courtesy and 

professionalism are mandatory since you don’t know to whom your communication will 

be forwarded. 

 
B. Additional Disclaimers and Notices: You may also want to consider adaptations of 

the following at the end of your e-mail addresses: 

 
1. This e-mail may contain confidential or privileged material and is intended for 

use solely by the above referenced person(s)/recipient(s). Any review, copying, 

printing, disclosure, distribution, or other use by any other person or entity is 

strictly prohibited. If you have received this transmission in error, please notify 

the sender by telephone at or send an electronic mail message to the 

sender and delete the copy you received. Thank you. 

 
2. Neither the information block, the typed name of the sender, nor anything else 

in this message is intended to constitute an electronic signature unless a specific 

statement to the contrary is indicated in this message. 

 
3. IRS Circular 230 Notice/Disclosure. To ensure compliance with requirements 

imposed by the Internal Revenue Service, I inform you that any U.S. federal tax 

advice contained in this communication (including any attachments) is not 

intended or written to be used, and cannot be used, for the purpose of (i) avoiding 

penalties under the Internal Revenue Code or (ii) promoting, marketing, or 

recommending to another party any transaction or matter addressed herein. 

 
X. SPECIALIZATION: If you have an authorized “specialty” or certification by an 

organization approved by the Pennsylvania Supreme Court, use it! 

 
A. If you don’t maintain a certification or a “specialty,” but you concentrate your practice 

in certain areas, make that known pursuant to Rule 7.4 while being careful not to mislead 

anyone in violation of Rule 7.1. Make sure this becomes a part of your letterhead, e-mail 

signature, and other disclosure opportunities. 

 
XI. RESOURCES: The Allegheny County Bar Association has developed a Lawyer Referral 

Service. For more information, see www.acba.org. 

 
XII. PUBLIC RELATIONS ACTIVITIES TO CONSIDER: 

A. Prepare and distribute news releases 

1. Announcing the firm’s formation, new members, or offices 

 
2. New certifications 

http://www.acba.org/


 

3. Seminars you are offering 

 
B. Prepare letters to the editor of the local newspaper explaining current events related to 

your practice areas. 

 
C. Develop regular newspaper columns for your local papers on topics within your 

area(s) of practice. 

 
D. Offer your services to local organizations (Chamber of Commerce, Rotary, Kiwanis, 

PTA, etc.) to speak on areas in your fields of practice. 

 
E. Consider hosting seminars or clinics for your community in areas of your practice. 

 
F. Contact local radio and television stations to offer yourself as a contact in your areas 

of practice. You can become a local resource for the media, and you could be invited to 

appear on local talk shows. 



 

Marketing Your Sole Practice or Your Law Firm 

From the Marketing Department of the Allegheny County Bar Association 

 
Whether you have a large firm or small firm or you are a sole practitioner, your business 

could benefit from some level of marketing. While some firms may be able to put aside a 

larger budget, there is still a lot one can do marketing-wise with limited funds available. 

 
No matter what size of firm you operate, you should ensure that these important 

objectives are followed. 

 
• Always adhere to the Pennsylvania Rules of Professional Conduct when it 

comes to marketing/advertising. Rules 7.1 through 7-7 discuss what you can and 

cannot do when it comes to legal marketing. If you aren’t sure about a marketing 

piece or advertisement, consult with one of the Allegheny County Bar 

Association’s duty officers for an interpretation of the rules. The duty officers 

can be found on the Allegheny County Bar Association website under 

Committees/Professional Ethics Committee. 

 
• Your marketing and advertising efforts should convey professionalism, which 

includes integrity and honesty. Your marketing will not only reflect positively 

on you and your firm but will help improve the public’s perception of attorneys 

and the legal profession. 

 
While marketing options for your firm can range from simple networking and word of 

mouth endorsements to full blown advertising campaigns, keep these tips in mind: 

 
• Running a small firm or being a sole practitioner can be an important point of 

differentiation. Many consumers appreciate having an attorney located in their 

neighborhoods. 

 
• Legal service is different from other services and products because consumers 

may not need your assistance for years. 

 
• Marketing services can be negotiated. 

 
• Slowly build up your marketing budget and build in measurement tools to see 

what is working. 

 
• Even if you are a small firm or sole practitioner, you might want to consider 

hiring a marketing firm. There are a lot of excellent firms in Allegheny County 

who work with small businesses and organizations. Ask around for references 

and interview several before choosing the one to represent your firm. 

 
Develop a Marketing Plan 



 

If you want to market your firm, you should start out with a written marketing plan. A 

marketing plan can be as simple as a one page list of bulleted items or it can be more 

comprehensive, with detailed listings of marketing strategies and competitive and market 

analysis. A written plan helps you to focus your strategy and guide your efforts. 

 
A more detailed marketing plan should include: 

 
• Purpose/Mission 

• Target Audience (Who are your customers?) 

• Strategic Analysis (SWOT Analysis) 

• Market Analysis 

• Marketing Strategies 

• Budget 

• How are you going to measure effectiveness? 

 
Purpose/Mission 

 
It is important to have a clear understanding about what goals you want to accomplish 

through your marketing efforts. Obviously, one major goal is to solicit new business. 

 
The marketing plan of the Allegheny County Bar Association includes these items under 

Purpose/Mission: 

 
• Raise awareness of the good things our attorneys are doing in the community. 

• Position the bar association as a primary source of legal information for the 

general public. 

 
Target Audience 

 
It is important to know the types of customers you are interested in soliciting. Do you 

want high-income, middle-income, or low-income clients? Are you interested in senior 

citizens, small businesses, religious organizations, or other non-profits? Are you 

interested in strictly family law cases or do you want clients looking for assistance in a 

variety of legal areas? 

 
It is important to know your audience, so that you can develop marketing strategies that 

target these individuals rather than just hoping you hit your target with a general 

approach. 

 
Strategic Analysis (SWOT) 

 
Many marketing plans include the results of an exercise called a SWOT Analysis, which 

is an acronym for Strengths, Weaknesses, Opportunities, and Threats. A SWOT Analysis 

will help you find your niche or what differentiates you from the competition as well as 

help you uncover opportunities and avoid possible threats from competition or the current 

business environment. 



 

 

A STRENGTH of a elder law attorney may be years of experience in handling estates 

and living will issues or being able to offer more affordable rates than a lawyer in a larger 

firm. A WEAKNESS may be that there are five other elder law lawyers in a two-block 

vicinity. An OPPORTUNITY may be to offer a clinic on the new power attorney 

pamphlet that was created by the Allegheny County Bar Association and the Allegheny 

County Medical Society. A THREAT may be that non-legal organizations are offering 

estate planning services. 

 
It would be helpful to conduct a SWOT Analysis annually as part of developing your 

upcoming marketing plan and budget. 

 
Market Analysis 

 
When considering marketing strategies for yourself or firm, get a better understanding of 

the current market conditions that can affect the number and types of consumers looking 

for legal service. In recent years, the decline of the housing industry and changes in 

bankruptcy laws have led to increased business for bankruptcy and real estate lawyers. If 

your market has a larger number of senior citizens, there may be a greater need for estate 

planning and assistance with wills and power of attorney documents. 

 
An analysis of the market in your area should also include knowing the competition. 

What types of lawyers are in your community? What services do they provide that you 

don’t? What differentiates you from the competition? 

 
Budget 

 
It is important to know how much you are able to spend on marketing, but don’t put off 

marketing because you don’t have a lot of money to spend. With a limited budget, you 

may not be able to do television commercials but you still may be able to advertise on the 

radio or some less expensive option. 

 
Measuring Marketing Efforts 

 
Obviously, if you start seeing a steady stream of new clients after you started marketing 

your business, you would be correct to assume that those marketing efforts are 

succeeding. 

 
Other measurement indicators could be: 

 
• Referrals from both friends and other attorneys 

• Hits to your website 

• More requests for information pamphlets 



 

The most important part of measuring your efforts is determining what works and what 

doesn’t, so that you can dedicate greater resources to the more effective marketing 

efforts. 

Create a Website 

 
To be competitive in any type of business today, a company website is a must. A high 

percentage of consumers are searching for products and services solely through the 

Internet, so to have an online presence for your business puts you within reach of most 

consumers today. 

 
A website can be as simple as one page or it could contain multiple layers of pages. The 

price to create a website can be as low as a couple hundred dollars or as high as several 

thousands of dollars. The Allegheny County Bar Association has a business relationship 

with EsqSites, which will produce websites for ACBA members for as little as $100 for a 

one page site. For more information, visit the bar association site at www.acba.org and 

click on Member Information. 

 
Regardless of the size of your website, you should ensure that your site contains this 

information: 

 
• About Us – Provide information about yourself or firm, especially your legal 

experience. 

• Types of services you provide 

• Contact Us – Include name, address, phone, and fax numbers at the very least. 

Include a means of contacting you through the website. 

• Directions 

• What differentiates you or your firm from other firms? 

• Frequently asked questions 

 
Ensure that your website is user friendly and updated frequently. 

 
Variety of Marketing Strategies 

 
As mentioned earlier, marketing can range from word-of-mouth personal references to 

full-blown advertising campaigns. Here is just a partial list of marketing ideas. 

 
• Yellow Pages or other print listings. The Yellow Pages has been one of the top 

vehicles for advertising for attorneys and other businesses for many years. 

However, more consumers are looking for products and services online, so at 

least be listed on the online Yellow Pages, even if you don’t have a website. If 

you choose to go with the print Yellow Pages, consider using a graphic item, 

such as your logo or a box outline, to grab the reader’s attention and give you 

more room to add copy and your website address. 

 
• Create a one or two page website. It could be a good project for a high school or 

college class or it could be done using EsqSites. 

http://www.acba.org/


 

 

• Identify yourself to potential clients as a resource for a certain area of the law. 

(E-mail is an effective approach. Direct mail is another option.) 

 
• Join the Allegheny County Bar Association Lawyer Referral Service and benefit 

from the LRS advertising. 

 
• Join the ACBA speakers’ bureau. 

 
• Volunteer for community programs and pro bono projects. 

 
• Offer story ideas to your neighborhood regional papers.* 

 
• Contact local community groups and suggest a topic to speak about.* 

 
• *(Piggyback off stories in the news – i.e., reports of elder fraud, bankruptcy 

changes, living will and power of attorney stories.) 

 
• Offer to write a column/op-ed for your local newspaper, but pitch this with a 

couple of ideas in mind. 

 
• Networking (Let people know you are looking for business). This is still one of 

the most effective marketing options. 

 
• Host a small clinic/workshop. (Work with accountant friends or other 

professionals.) 
 

 
 

Ideas for a Small Marketing Budget (If you have several thousand dollars to spend.) 

 
• Create a one or two page website. 

 
• Sponsor a community sports team. 

 
• Purchase an ad in your community newspaper. Ensure that the ad is 

professionally designed, and that it includes contact information and your 

website address. The newspaper normally can do this for you. 

 
• Take out an ad in a community event program (could be as little as $25). 

Programs aren’t the old typed programs anymore. They have shelf life. 

 
• Place an ad in your church bulletins. 

 
• Produce a professional marketing or direct mail piece to send to clients and 

potential clients. 



 

 

Some Tips on Producing a Print Ad 

 
• Remember to follow the Pennsylvania Rules of Professional Conduct for ads. 

 
• You’ve spent the money, so make it an effective ad. Get someone with an eye for 

design to create it. Most publications will produce your ad. 

 
• Make your ad interesting (i.e., pose a legal question and its answer). 

 
• Piggyback off a current news items, such as changes in the bankruptcy laws or the 

revised living will and power of attorney pamphlet produced by the Allegheny 

County Bar Association and the Allegheny County Medical Society. 

 
• With clip art packages, easy-to-use software packages, and photo libraries, it is 

easy to produce camera-ready artwork. 

 
Billboard Advertising 

 
• Impressive approach, but it is pricey. 

 
• Don’t eliminate this option until you investigate. 

 
• They will produce your ad for you. 

 
• Price depends on size and location. 

 
• Keep it simple and professional. 

 
Radio Advertising 

 
• It is cheaper than television. 

 
• Many consumers still listen to radio, especially during drives time and popular 

talk shows. 

 
• Radio stations offer specials. A radio commercial could cost as little as $25 a 

spot. 

 
• Sponsor weather or traffic conditions. 

 
Television Advertising 

 
• Television advertising is an expensive option, but if you have some marketing 

dollars, you should at least get some prices from the stations. More attorneys are 

advertising on television because it is an effective way to reach a mass audience. 



 

 

• There is room for price negotiation. 

 
• Cable television commercials are cheaper. 

 
• Stations will produce your commercial as part of the contract. 

 
• Price depends on airing time, the amount of spots you purchase, and the length 

of the commercial. 

 
If you have any questions about marketing, consult the Marketing Department of the 

Allegheny County Bar Association. 


