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Marketing

By Christopher F. Earley

Marketing is what
drives the growth of
a law firm, To me, it
is the single most im-
portant function of
a practice, because
outside of word-of-
mouth referrals, typi-
cally there are no dients walking through
the door without marketing.

But if lawyers are doing the market-
ing, then the marketing either is not done
right or its not done at
all. That's because law-
yers have a lot going
on and frequently are
so consumed with han-
dling cases and clients
that the marketing can
get neglected. When that happens, a law
firm’s growth stalls.

In order to avoid that, [ believe some-
one should be hired for, and strictly ded-
icated to, marketing a law practice. A
marketing assistant is that person. Here
are some things to keep in mind when
it comes to this vitally important law
firm position.

When hiring, [ look for young people
who genuinely have an interest in and en-
joy marketing. College students with high
energy and motivation have worked very
well for me, and there is no shortage of
them in Massachusetts. Plus, they are on
top of what is new and relevant in social
media, which is a crucial component to
any successful marketing strategy.

As with any position, don't just hire
anyone. Find a few great candidates and
then pick the one you believe is the stron-
gest. If things dont work out, then move
on. Always hire slow and fire fast.

For me, the big advantage of having
someone dedicated to marketing your
practice in-house as opposed to hir-
ing an agency revolves around trust and

Christopher E Earley is a Boston
attorney and author who concen-
trates his practice on the represen-
tation of the seriously injured and
their families.

is vital, but

leave it to an assistant

accountability. A marketing agency gets
paid whether or not it delivers, whereas
the marketing assistant is motivated not
only to make sure the works gets done,
but that it gets done right. This to me is so
very important.

The marketing assistant should be
tasked with a full plate of marketing du-
ties. Blog writing, video creation, social
media content, review generation, and
pay-per-dick campaign management
should all be done regulardy.

I highly encourage the creation of a
marketing manual and
series of checklists for
the marketing assistant
to follow. This gives the
assistant a  playbook
to follow.

The marketing as-

sistant also should be
knowledgeable about tracking basic mar-
keting data (or be willing to learn), be-
cause Google Analytics and other key
marketing tracking metrics reveal cru-
cial information on whether a given mar-
keting campaign is effective. If you don'
track the marketing, you have no idea if
something is working.

Iflawyers are doing the
marketing, then the
marketing either is not
done right or it's not done
atall.

This can be a part-time or full-time po-
sition, which will depend on your budget
and desire for growth, and can be an in-
house or virtual position. It’s generally not
an expensive position to fill, and the bene-
fits can be massive. Plus, it frees you up to
do the work you want to do — and should
be doing.

If you have any questions or feedback
about this important law firm position,
email me at cearley@chrisearley.com. |

would love to hear from you. [T
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