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Hi, my name is Eric Louis. I help injury lawyers overcome ineffective marketing 
so they can get more leads, open more cases, and gain market share over 
competitors.

This playbook will show you age old concepts and strategies few PI lawyers 
know about. And when you’re armed with these insights and you’re willing to 
DO something with them in a TIMELY manner, they can transform your 
marketing. Even if you think you’re doing OK, I doubt the ROI is as good as it 
could be.  

When you understand true best practices outside of the legal industry, you’ll 
begin to see how simple it could be to dominate your playing field.  

Here’s an applicable story from history.

No one wanted to fight the fully armored, 6 foot 9 giant named Goliath. Then a 
small shepherd boy emerged. Saul warned the boy he was just a child and the 
giant had been a man of war since his youth. The boy was adamant he would 
win because he had wrangled with more ferocious opponents in the past. Saul 
had no other choice and let the boy go.

The boy slayed the giant with a slingshot and a stone. The rest is history. 

In his book, David and Goliath, Malcom Gladwell writes about what happens 
when ordinary people confront giants. When underdogs win, it’s because they 
trust their guts and start playing by a different set of rules.

This playbook is about letting go of the commonly held assumptions and ways 
in which injury law firms promote themselves.

This three step playbook distills experience from not only injury law but also 
from generating leads for residential teen boarding schools, drug and alcohol 
rehab, $10k to six-figure software and consulting projects, as well as B2C 
ecommerce and branding campaigns. I’ve also spent $20,107 buying clicks and 
have successfully managed budgets from $3,000-$130,000 per month.
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STEP 1. THINK OUTSIDE THE BOX
 (It’s a big mistake to only get marketing advice from within
 the legal community)

Sometimes, industry specific marketing strategies are watered down versions of the real 
thing. Like Italian food from Olive Garden. The main goal isn’t about the sheer volume of 
people you can expose your law firm to. IF you want to be effective, you must focus on 
getting the right person to see your ad, with the right message, at the right time.

Not too long ago, billboards, print, radio, and TV were the only options. Today budgets 
have shifted online because:

1. It’s where the people are. Think about it. Smartphones are so well adopted and 
 people want to be online so much that plans are offered in gigabytes not minutes.
2. You can buy clicks on Google and get a result in small doses (something that’s 
 impossible with TV and print).

Most injury lawyers miss the boat on this - especially bullet number 2.

Lawyers tend to approach online marketing with a branding mindset. Branding is about 
awareness and consistent messaging over time. Results-based or direct response 
advertising is about getting laser focused on your audience, delivering the right message, 
and measuring the result. Doing small tests of keyword, ad copy, and web page to find 
the right combination. Direct response is the opposite of branding. So branding your law 
firm using channels like paid search is like sitting down to eat your nice steak dinner with 
a butter knife. 

Retailers can’t turn a profit if they spend too much on clicks, so they test and optimize 
their program, whittling down how much it costs to make a sale.

Insurance and financial advertisers are in the same boat. They have to watch and improve 
how much it costs to generate an action on their site, like a quote for an insurance policy, 
or a mortgage/credit application.

If you understand best practices outside of the 
legal field, you can beat the pants off your 
competitors. 

Get it wrong and you’ll be scattered here and 
there hopping on and off the marketing merry 
go round, each time hoping and praying, 
waiting and seeing—which means money out 
the door.
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When big financial companies run search ads, it’s about acquiring leads at an affordable 
cost. You must take the same approach with your law firm. Most lawyers focus on having 
a professional presence and the end result are sites and ads that look boringly similar. It’s 
not about an online presence; it’s about having a system that brings in new clients who 
are pre-sold on your firm, for a sensible cost.

You don’t need to learn geeky new things or be bogged down in details to begin 
mastering this. As a partner or manager, you just need to have your eye on the right 
metrics and use the right people. 

Don’t be like the people in gyms, in a perpetual state of “trying to get in shape.”  Got to 
give them A’s for effort, but they never end up looking slim and strong because much of 
their time is spent on the wrong things (cardio, walking, jogging) and not enough on the 
right things (barbell lifts). 

They adhere to mainstream diets eating lots of “healthy” carbs while avoiding too much 
protein and God forbid saturated fat. Then they wear Fitbits to track a slew of interesting 
but essentially useless data.  

Those who “get it” are the minority who question the validity of mainstream fitness and 
nutrition info and run the other way. 

If you play by the same rules as the other law firms, it’s a losing proposition as you'll be 
doing the same things they are, at the same time, using similar language. Goliath was 
dressed in full armor expecting to do battle the way he had always done. David was a 
scrappy, nimble shepherd boy who played by a different set of rules.

To escape the costly cycle of “Hope and Pray—Wait and See” marketing experiments, you 
have to have your eye on the right things. Once you know the important things to look 
at you can refocus priorities, and start improving your ROI.

Sure, large advertisers also have campaigns for exposure and 
awareness, but those campaigns have a different set of goals.

Having a web presence and a client attraction system are 
two different things.
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And if you buy traffic, you have to look beyond total number of clicks and dollars spent.  
You want to view performance (click thru & conversion rates) of specific keywords, text 
ads, and webpages. 

This info is impossible to get if you’ve been using the same phone number/webpage in 
all of your marketing. 

It’s also hard to get if you pay a monthly fee to an agency or design firm to “handle” web 
marketing, because they bundle their services to make it seem like a good deal. This is 
particularly dangerous if they don’t disclose media spend versus agency fees. 

If you’re paying for blogging and content and can’t determine ROI, proceed with caution, 
especially if it costs more than $750/month. Agencies make more money on services 
because they get 100% of the fees versus a smaller percent of media spend.  

If they know your total internet budget is $4,000 per month, they’ll likely offer a package 
that ensures they get most of it—leaving little for buying clicks. 

Paid clicks are easiest to track and in your best interest, but an agency would rather 
pocket $3,000 of the $4k budget instead of a $600 fee for managing a $4,000 click 
spend. 

So they sell you on the importance of pumping out fresh, useful content 24/7.     

The time to start getting into the numbers is now!  

ACTION STEP

Some of the important things to look at are:

• Number of calls and leads by practice area
• The costs associated with generating calls and leads by practice area

Simply put, if the yardstick isn’t leads or calls generated, 
you’re doing it wrong.
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For Example:

You lose the game using one vanity number everywhere. The idea is to really track your 
case acquisition costs per practice area, and to do that you have to get more granular 
than just “digital” or “offline.” This is very simple with the right tools and know-how. To 
most accurately track your case in take, NEVER rely on what clients tell you! What 
people self report is VERY unreliable.

Practice
Area # Of Calls # Of Requests

Via Web Forms Ad Channel Cases
Taken Cost

Ex. Car
Accident 8 3 Paid Clicks 2 $2,342.72

Wrongful
Death

continues...
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STEP 2. AVOID SPINNING YOUR WHEELS BY DOING THE 
 RIGHT THINGS IN THE RIGHT ORDER

If you want to get more clients and out-market your competition, you have to be nimble. 

In other words, you can’t have your resources tied up in marketing campaigns that are 
slow and costly by nature. Here’s a high level overview of what to focus on if you want 
to transform your marketing from something that costs money to a system that 
predictably brings in new cases 24/7.

This is the buyer cycle applicable to any product or service both B2B and B2C (and it 
takes place on multiple devices).

Consider any recent online purchase of a good or service, be it dress shoes or case 
management software, the Internet search might look something like this:

• Law Firm Software (Very top of funnel)
• Law Firm Case Management Software (Mid Funnel - Awareness—not any law firm 
 software, but case management software)
• MyCase.com, GoClio, Anaqua, Perfect Practice (Consideration)
• GoClio Reviews, Perfect Practice Reviews (Bottom Funnel - These are decision 
 oriented—you’ve narrowed it down to two vendors)

This is for mindshare
& branding

Aware of the need
for a product a service

and looking

People are ready and
looking to decide on

what to buy/who to hire

MID FUNNEL

BOTTOM
FUNNEL

TOP OF FUNNEL
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Obviously, the purchase of costly services/software solutions will require trials and 
meetings offline. 

• Men’s Dress Shoes (Top of funnel)
• Cap Toe Oxford (Awareness)
• Allen Edmonds Cap Toe Oxford, Cole Haan Cap Toe Oxford, Johnston & Murphy Cap 
 Toe Oxford (Consideration)
• Allen Edmonds Park Ave Cap Top Oxford On Sale at Zappos (Very buyer/decision 
 oriented at the bottom of the funnel; you’ve decided on a brand, a specific model, 
 and website to buy from)

Luckily, for PI Firms the process is similar but less complex. 

• Injury Lawyer/Law Firm (Very wasteful still too top funnel)
• Car Accident/Med Mal, Wrongful Death, Work Comp (Mid Funnel)
• Car Accident Lawyer—or words like car accident lawyer paired with cities/states
 (Also Mid Funnel)
• Names of specific car accident law firms (Bottom Funnel – Very Decision Oriented)

As you know, much of the decision phase happens offline, in your office and on the 
phone. 

To recap, if you want to get results quick, it’s right person, right message, right time.  If 
you want to double your intake and improve your ROI quickly, you have to have your 
resources mostly in paid clicks because paid clicks are easiest to measure and get a result 
from in the short term – like 45 days or less.

Here’s an Effort and Reward Matrix so you can see how various advertising channels 
match up.

High
Effort
High

Reward

Low
Effort
High

Reward

High
Effort
Low
Reward

Low
Effort
Low
Reward

TV/Radio

Paid search
(Google & Bing)
if done right

SEO/Social

SEM for your
lawfirm name
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AN EXPLANATION OF AD CHANNELS IN THE MATRIX

SEO for your own law firm name. Low effort/low reward (low hanging fruit). I’d hope you 
rank #1 for your own law firm name. You probably do and this is where most of your case 
intake comes from. 

SEO for your practice area keywords like: malpractice attorney nyc, auto accident lawyer 
los angeles. High effort/low reward. For the past several years, SEO has gotten harder 
and harder to measure and organic results on the SERP (search engine results page) have 
been pushed lower and lower. Keyword rankings no longer matter since search results 
are customized based on user location and behavior. There’s also very little traffic on 
lawyer keywords paired with city/state names, which means you may eventually rank for 
these terms only to find out that there’s little volume. SEO is slow by nature and too 
much change too often will work against you.

As of April 2016, you now have to scroll WAY DOWN to see organic (SEO) result, after 
sponsored ads and after map listings.  See screen shot.
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TV ads. High effort/high reward. TV still works but it costs a lot! (Tip: If you do have TV, 
make sure your search engine marketing is up to snuff because TV ads cause people to 
search. Just because they search and don’t call from the TV commercial doesn’t mean 
they aren’t a hot prospect.) 

Paid clicks on your law firm name. Low effort/low to moderate reward (low hanging fruit). 
A lot of people don’t even realize they click on ads, so you want to be there with paid ads, 
in addition to your highly ranked site, when people are far enough along in their search 
for legal help that they go to Google and seek your firm out by name. 

If you don’t have paid ads on your own law firm name, another firm could position itself 
above your organically listed site and steal your traffic. It’s simply pennywise and dollar 
foolish to NOT buy clicks on your own law firm name. Brands that buy clicks on their own 
company name and products see at least a 200% return on ad spend.

Paid search ads on “mid-funnel” practice area keywords. When done right, for lawyers 
this is a low effort/high reward activity. But, most lawyers don’t get the basics right. One 
time I saw a divorce lawyer with lead costs in the $900 range. The average cost per lead 
on Google is about $160, which is still high.

Do a paid search right from the onset and it’s far less time-consuming than ongoing SEO 
and social, which require ongoing content creation. 

Social media is high effort/low reward. Again, it’s a timing thing. You offer a specific 
solution to a specific problem. If you did some old-fashioned face to face networking like 
BNI or a chamber of commerce, what are the chances you’ll attend one of these 
meetings and happen to meet someone injured who could use your services? Slim to 
none. Social media is same way. People want to engage with brands, celebrities, athletes, 
and fun stuff. They care about your law firm as much as the local bed bug exterminator. 
Have a basic page but beyond that social media is high effort/low reward. 

In step one, I asked you to total your marketing costs by channel. Now you want to look 
at how your budgets align with the funnel. 

The average law firm only converts 3% of its traffic into in-bound inquiries. It's not 
enough to say, “Oh, my site works because people click on it and call." You could be 
spending thousands per month (SEO/Paid Search) and all that’s really working is branded 
search (the easy stuff a kid could optimize for). 

Meanwhile, most of your budget is focused on mid-funnel search terms and that’s where 
you’re getting poor results (like $900 leads). Eventually you’ll become aware of the 
terrible ROI and stop the campaign, which is why many firms come in and out of the 
market (like Paid Google Search). 
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Align Your Effort & Advertising Budgets with the Client’s Search
for an Injury Lawyer

Again, it’s the right message, the right person, at the right time.  

You have to use Internet Search Ads because you want to be in front of the right people.  
When they search injury law related keywords they are essentially raising their hands and 
saying, “I need help!”

And this is why you have to allocate your resources toward paid campaigns you can track 
and measure. You have to have access keyword level data so you can identify what part 
of the funnel those keywords represent and how much costs incur. Google Analytics and 
Webmaster Tools provide little to no keyword level data. 

Action Step

Find out what keywords you’re spending money on and check performance. See it for 
yourself, not in a report. Big boys and girls advertise directly with networks and can pop 
open their accounts to see data. If it’s outsourced, they at least have a reputable firm that 
is transparent and will show them. Really—you have to understand how well your 
resources align with the client’s journey. 

And you have to do better than average.  The average cost for a law firm lead is $160 and 
the average firm only gets 3 inquiries per 100 visits.  A 3% response rate rather average 
and poor.

Hey look, if you’re not measuring as you should, or you know your numbers are below 
benchmark no worries. This stuff isn’t taught in law-school. Better to confront reality and 
work to improve it, than pray and hope it will get better “some day.”  This is where the 
rubber meets the road. 

Mid funnel - 90% of budget should be
allocated to buying (not ranking for) clicks

on words like “car accident laws.”

10% of funds
allocated to

maximize search
coverage for your

own law firm
W/PPC & SEO

Top funnel - do not allocate resources here.
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STEP 3. TRACK AND MEASURE

You simply can’t improve what you cannot measure. Marketing works because data 
supports it. Not because you have a hunch or feeling. It’s really that scientific. The 
creative part has more to do with the messaging, look, and feel. But, measuring the 
effectiveness of ads is pure numbers. 

Black and white: You’re either doing it right or wrong. 

If you’re not tracking properly, you lose ground to another firm who’s tracking and 
improving over time. 

Most lawyers don’t know what they hell they are doing on paid search. As a result, they 
dip their toes in and out when they can afford to. If they were confident in their ability to 
get a click and convert it, then they would have a much more consistent presence in the 
market. You can’t be confident in your ability to convert a click into a call if you’re not 
measuring properly in the first place.

You have to track and do it right. Google Analytics is great free tool that can track a 
number of sources. However, when you start buying media on Google, Yahoo, Bing, or 
Facebook, you must implement the tracking codes provided by those networks.  You 
don’t use Google Analytics as an all-in-one ad tracking solution. 

You measure the effectiveness of Google AdWords using the AdWords’ conversion 
tracking code. This is what big boys and girls do. 

You buy clicks with Facebook, you place the code on your site. 

Now that you understand the importance of tracking, you can see with your own eyes 
what competing firms are blindly spending with Google. And this is where it gets fun!

It’s free and easy to look at a website and view the source code checking for a Google 
“conversion” code. This is not a hack or black hat thing. It’s right out in the open, but 
mostly used by developers.  If they buy clicks with Google you can search their website’s 
source code for “googleadservices.”  Each Google advertiser gets a tracking code that’s 
largely unique except for the “googleadservices” part.

Lack of tracking codes is a telltale sign of clueless advertisers.  But, presence of the 
tracking code does not mean they are ninja advertisers.

Hopefully by now you realize there’s a results oriented 
approach to marketing and that buying clicks with Google is 

the best way to position your PI practice.
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It’s really not much different than investing. You don’t need to be a stock wiz to 
understand that if you want to retire in 10 years you can’t have too heavily invested in 
the market because there’s too much risk. And people approaching retirement don’t have 
all the time in the world to recover from loss.  Similarly, younger people should be more 
risk tolerant because they have time working in their favor. 

Marketing isn’t much different. 

If you want to transform your marketing into a client generating machine in six months 
or less, you can’t have your ad budgets tied up in campaigns like SEO and social that are 
both time consuming and hard to measure.  You also want to avoid branding style 
campaigns in channels like paid internet search that are primarily used for testing, 
optimizing, and launching so that you can lower your lead and acquisition costs. 

THE NEXT STEP

If you really want to fill the gap and take more cases without spending a fortune, I can 
help. Let’s uncover your top challenges in The Savvy Marketer’s Audit.  It will reveal your 
most pressing challenge, and I’ll give you 3 strategies to fix it.

What I’ve shown you so far is how Davids slay Goliaths!

Thanks for Reading,
Eric Louis

VISIT THIS PAGE TO SCHEDULE A 10 MINUTE SAVVY MARKETER'S AUDIT

http://ericlouisconsulting.com/savvy-markters-playbook-thank-you-page/?utm_source=pdf&utm_medium=pdf-link&utm_campaign=legal-marketers-pdf

