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The 8 Lead Generation Steps

With digital marketing, if you’re going to 
do lead generation well as a law practice, 

it’s critical to make sure you have the 
certain elements in place. These steps 

can help. 
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The 8 Lead Generation Steps

Step 1: Establishing 
Your Brand
Whether you market locally or 
nationally, individuals (as a general 
rule) select law practices they 
recognize, trust or somehow come to 
know. If you don’t make the effort to 
put yourself or your practice in front of 
them multiple times, potential 
customers will often show less 
inclination to take notice of you, much 
less visit your website or provide their 
name or email through a form 
submission. 

People Buy From Law Practices 
They Know & Recognize

Morgan & Morgan. Obviously, not a small personal injury firm 
but one of the best known. 
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The 8 Lead Generation Steps

Step 1: Establishing 
Your Brand
6 Elements to Consider

• No. 1: Put Yourself Out There, 
Constantly

• No. 2: Focus on a Narrower Area at 
First

• No. 3: It’s Content, Content, Content
• No. 4: Take Care of Customers and Get 

Good Word of Mouth
• No. 5: Pay Attention to Details
• No. 6: Have Patience and Think Long-

Term

One of the top search results for: “how do you sue 
someone for libel in DC?”
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The 8 Lead Generation Steps

Step 2: Setting the 
Foundation – Strategy & 
Systems Integration 
To do lead generation well, law practices have to: 
• Specifically identify an audience of prospects
• Target promotions to make that particular audience aware of 

their services and/or create content relevant to a particular 
topic or location that makes them take notice. 

• Get individuals to voluntarily submit their name and other 
contact information

• Set up the right systems integrations to ensure smart 
automation campaigns

• Qualify the leads as being currently (or soon-to-be) needing 
services

• Nurture and close leads through a rigorous sales and 
marketing engagement process

People search for legal help. A big part of law practice lead 
generation is understanding what terms audiences are 
searching and making sure you show up in ads or content. 
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The 8 Lead Generation Steps

Step 2: Setting the 
Foundation – Strategy & 
Systems Integration 
From a strategy perspective, that means 
considering the following questions: 

• Who are your prospective clients? 
• What location are they in?
• What are they searching for?
• What challenges do they have that you as a 

company can address?  
• What are the basics of the audience 

demographics? 
• For promotions, where can you find those target 

prospects? 

A d
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The 8 Lead Generation Steps
Step 2: Setting the Foundation – Strategy & Systems 
Integration 
• What ad formats should you consider? 
• Where are you going advertise and what are the platform targeting and acquisition capabilities of each 

channel? (For example, many social and ad platforms such as Facebook, LinkedIn, Instagram, and Google 
Ads, have built-in lead generation forms that can allow someone to easily register, download an asset or 
provide their name, email and other basic information.) 

• Once a lead comes in, where are you are storing the different information you collect on that lead? 
• Once a lead comes in, what should be the messaging, the touches, or the process to try to make them a client 

(if that’s the case)? What information will you use to help you segment the messaging? 
• If a prospective lead doesn’t close, what should be the ongoing engagement cadence or nurturing process 

until they do? 
• Once a lead closes, what should be the welcome/initiation process? 

The point is, before you get started, think through your strategy.
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The 8 Lead Generation Steps

Step 2: Setting the 
Foundation – Strategy & 
Systems Integration 
Once you have thought through the previous questions, it now 
helps to think about the systems integration you need. In 
particular, one of the most important in this regard is connecting 
your website and any forms you have to your CRM and your 
email/marketing automation system. This allows you to 
automate both the collection of data (and store it in your 
CRM/MAS) as well as message individuals in a more segmented 
fashion based on:  

• Who they are

• Where they came in from (was it a “contact us” form, a 
content download, a webinar, etc.) 

• What their interests are, etc. 

This firm walks prospectives through a 
questionnaire. Note how they provide a few options 
(one paid, one free) for business construction law in 
DC.
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The 8 Lead Generation Steps

Step 2: Setting the 
Foundation – Strategy & 
Systems Integration 
It's important to then think through the following: 

• Where do I want to store my customer data? (Email/marketing 
automation system, CRM, etc.) 

• What are the capabilities of my email/marketing automation 
platform? 

• If I employ any AI-based utility bots, what type of integration 
is important? 
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The 8 Lead Generation Steps

Step 3: Developing 
Content
Any content development strategy 
should include all parts of the 
marketing funnel, including both the 
acquisition and conversion phases. 
Here are a few ideas in this area:
• Blogs
• Downloadable guides
• Webinars and other events
• Testimonials and case studies
• Video case studies or stories
• Asking for reviews 

A recent webinar on DC-area employment law.
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The 8 Lead Generation Steps

Step 3: Developing 
Content
Content Assets to Create for Ads
One aspect of content creation has to 
be that which you develop for media 
and advertising. Not just a lead magnet, 
but content that attracts your prospects 
to the form in the first place such as 
what you or an agency creates for an ad 
itself. Types we love: 
• Videos
• Photos
• Infographics

One tip: As an law practice owner, put a 
face to the  brand.

You can see these ads ran in the recent Washingtonian Best 
Lawyers issue for Feldeman, Tucker, Liefer, Fidell LLP.
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The 8 Lead Generation Steps

Step 4: Deciding on 
Advertising Channels
As always, it’s a balance between your 
awareness/visibility goals and your lead 
goals. As such, we definitely recommend 4 
digital ad types that will do a little bit of 
both. The four primary ad types are: 

• Social media
• Google search ads
• Programmatic display ads 
• YouTube ads

Let’s dive into each type quickly. 

Traditional sponsored 
listings in Google 
Search

‘Verified’ sponsored 
listings for some law 
categories. 
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The 8 Lead Generation Steps

Step 4: Deciding on 
Advertising Channels
Social Media Ads
For law practices looking to generate leads, we’re very much 
in favor of using social media advertising, which would 
include ads or boosted content on different channels such as 
Facebook. Depending on your audience, we might 
recommend limiting the focus at first to Facebook, where 
you can take advantage of Facebook’s lead-gen ads, which 
are built in native forms that automatically pre-load user 
data into form fields, and use video.  

Budget & Resources: Social media advertising is generally 
great for all budget and resource levels, as you can boost 
content for very little per month, say $75, and get noticeable 
performance results. Outside of content boosts, we would 
recommend planning to spend at least $500/mo. or more on 
any advertising campaign.   
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The 8 Lead Generation Steps
Step 4: Deciding on Advertising Channels
Google Search Ads
The next area to consider for advertising has to be Google search ads. The reason: Google is where your potential clients are looking 
for help right now. For example, let’s do a search for “_____ attorney near me” or “____lawyer in Washington, D.C.” Those keywords 
are generally ones that show some sense of intent toward hiring a lawyer. Note here for this particular search that ads appear on top 
of the organic results and also on the Map (which are the local Google My Business listings, which you can also buy ads on if you 
create an account.) 

Budget & Resources: We generally recommend that companies spend at least $1,000/mo. to $5,000/mo. or more on media alone. 
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The 8 Lead Generation Steps

Step 4: Deciding on 
Advertising Channels
Programmatic Display Ads
Depending on the business, one outlet to raise the visibility of your 
brand and distribute content is through ads that can run on 
different publishers’ sites through what are known as 
programmatic ad networks that have their own data on a wide 
spectrum of audiences and behavior. For example, want to run an 
ad on CNN.com to a particular target audience only coming from 
the D.C. area? You can do that through programmatic advertising. 

Budget & Resources: Many companies don’t realize you can run 
programmatic ads for a little as $500 per month in media spend but 
it’s generally recommended to do at least $1,000 per month. The 
one catch for small firms: Most programmatic platforms require 
agencies like ours to run the ads. 
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The 8 Lead Generation Steps

Step 4: Deciding on 
Advertising Channels
YouTube Ads
From a strategic standpoint, we like YouTube campaigns because 
they’re relatively simple to set up – and you can generate a lot of 
awareness and visibility for your company. If your horizon is short 
– many businesses we know want conversions more immediately 
– the route to go with YouTube advertising would be more a 
retargeting one, where you could put ads in front of those who 
have already visited your website or who are on your existing 
email list (if your list is big enough). 

Budget & Resources: We would recommend pairing any 
retargeting ads in YouTube with a Google search campaign, 
allocating at least $1,500 or more per month to cover the media 
spend for everything.
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The 8 Lead Generation Steps

Step 4: Deciding on 
Advertising Channels
Other Options
• Display, Text, and Native Ads Through the Google 

Ad Network

• Directory Sponsorships (Yelp, Washingtonian Best 
Lawyer List etc.…)

• Radio, Audio (e.g., Spotify or podcasting ads)

• Newspaper & Print 

• Direct Mail

• Television (linear/cable TV)

• Outdoor Advertising (billboards, bus stops, buses, 
taxis) 
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The 8 Lead Generation Steps

Step 5: Creating Great 
Landing Pages (Website)
Things to Pay Attention To (especially ad 
landing pages)

• Make the Form Visible and Short

• Make it relevant to the ad and specific!

• Include Testimonials and Other Social Proof 
on the Page

• Talk About Who Your Company Serves

• Discuss Common Challenges/Solutions

• Make Sure to Include Contact Information

This firm did a nice job advertising in Google Search. The 
problem: The form is waaaaaay too long. It can barely fit on 
one screen. Interested people may give up.
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The 8 Lead Generation Steps

Step 6: Email & 
Marketing Automation
Email is a critical step in the lead generation 
process as it’s the main ways to nurture that 
lead toward some sort of interaction – a call, 
scheduling a meeting, or engaging with 
content. 
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The 8 Lead Generation Steps

Step 6: Email & 
Marketing Automation
Things to Pay Attention To

• Segmenting your email list

• Using automation (right)

• Creating a lead nurturing campaign

• Using email personalization

• Response follow-up

• A/B testing

• Using analytics 
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The 8 Lead Generation Steps

Step 7: Following Up 
with Leads
Having a Structured Approach Is Best
• Set clear expectations for follow-up (especially 

automated messages)

• Establishing a practice for reaching out to 
potential client leads as soon as possible – and 
be empathetic.

• Provide additional information or resources, 
answer questions, or address any concerns that 
the potential client lead may have.

• Ensure that you create a process to store and tag 
additional data you learn about prospects in any 
follow-up exchanges within your the 
email/marketing automation system
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The 8 Lead Generation Steps

Step 8: Measuring Lead 
Quality & Performance 
Measuring lead quality and adjusting tactics in the 
lead generation process is critical for the success of 
any law practice. By tracking key metrics and making 
ongoing adjustments, you can ensure that your lead 
generation efforts are effective and that you are 
targeting the right prospects. Among the KPIs to 
consider: 

• Conversion Rate

• Cost Per Lead

• Lead-to-Client Close Ratio

• Top Channels by Lead Source

• Top Channels by Lead Quality
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Thank You
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Marketing Nice Guys: How We Can Help Companies

Marketing Agency 
Management Solutions
• Managed social media marketing & advertising

• SEO and content strategy & development

• Paid search, display and video (programmatic) 
advertising services

• Email marketing & automation

• Website design and development services 

• Strategy and brand narrative development 
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MNG Advertising Guide for Law 
Firms

Our 21-page guide is free to download. Just email us and 
we’ll send you a free copy. 
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Win a Copy of Small Business 
Digital Marketing Handbook

First person to guess this correctly. 
The first company to do paid search 
in a pay-per-click (PPC) model was: 

A. Google
B. Lycos
C. GoTo.com
D. Excite at Home
E. AltaVista
F. Netscape
G. AOL
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Q&A
More questions: 

Tim Ito, co-founder
tim@marketingniceguys.com, 650-218-3167

Boney Pandya, co-founder
boney@marketingniceguys.com, 703-609-7091
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