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The American Bar Association estimates that there are over 
1.1 million licensed attorneys in the United States, making legal 
services one of the most competitive industries in the country. 

While this may seem like an intimidating statistic, it doesn’t have 
to be. With a future-forward marketing strategy, your law firm can 
rise above the competition and attract its ideal clients, even in the 
most cutthroat of niches.

In this guide, we’re sharing 15 marketing tips for lawyers to keep 
their law firms relevant, cut through the competition, and draw in 
even more clients in 2022. 

INTRODUCTION
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1.1 What does marketing look like for law 
firms in 2022?

The legal industry is a quickly evolving space. Many 
traditional marketing methods still work to this day, while 
others have long gone by the wayside. In order to stay on 
top of your game, you need to know what’s working, what 
isn’t, and what’s new on the horizon.

Here are a few trends we expect to see take hold in 2022, 
based on our experience serving attorneys and law firms 
for over 12 years: 
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Trend #1: Write for Semantic Search

Google’s search algorithm is getting increasingly 
better at connecting users with the content, products, 
and services they seek. While using your exact target 
keywords in your content used to be the standard, 
now we are seeing a rise in semantic search—search 
engines interpreting the context of your content to 
determine what’s most relevant to your audience.

The latest BERT and SMITH algorithm updates provide 
evidence that Google cares more about whether the 
content fits what the user is *actually* searching 
for versus the exact keywords they use. In fact, the 
algorithm is trained to understand words within the 
entire context of the content.

What this means is that law firms should create 
content that appeals to the unique interests of their 
target audience. This involves building out content that 
answers users’ questions, focuses on value rather than 
keywords, and is optimized to provide a better resource 
for readers than what’s currently ranking.

Google cares more about what 
users are *actually* searching 
for versus the exact keywords 
they use.
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Trend #2: Get More from Your Content 
Marketing

Legal content doesn’t have to be boring. In fact, it 
shouldn’t be. In 2022, we expect to see more law firms 
creating valuable, engaging content rather than the 
keyword-stuffed “legalese” we are used to seeing.

Your goal in creating content should be to appeal to your 
target client, wherever they are in their Buyer’s Journey. 
This means creating content that informs and educates, 
as well as compares and converts. Further, you should 
diversify your content marketing efforts to reach users 
across a variety of platforms (website, email, social, 
video, etc.).

VALUABLE CONTENT:VALUABLE CONTENT:

Informs

Educates

Compares

Converts
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Trend #3: Prioritize Local SEO

One thing that hasn’t changed is the importance of local 
SEO for law firms. Since lawyers most often target a 
local service area, having a strong presence in Google 
local search and the “Map Pack” is essential to attracting 
more clients ahead of your competitors.

However, how local SEO is implemented shows some 
minor shifts that are worth staying on top of. For 
example, Google My Business regularly releases new 
features law firms can take advantage of, and there are 
always new opportunities to target additional localized 
keywords with your blog content. 

Implementing ever-evolving 
SEO practices is essential to 
attract more clients ahead 
of your competitiors.
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1.2 How will your law firm compete?

Keeping your law firm relevant in 2022 will involve both 
doubling down on what already works (tried-and-tested 
legal marketing strategies) and staying ahead of the curve 
by implementing some future-focused strategies.

Local SEO, content marketing, and pay-per-click (PPC) 
advertising are essentially the “three pillars” of legal 
marketing, but there are many more legal marketing tips 
you can tap into to give your firm a competitive edge. 

Below, we uncover some of the smartest, results-driven 
strategies you can use to rise above your competition and 
keep your pipeline full of new leads. 

11
Local
SEO

22
Content

Marketing

33
PPC 
Ads
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Tip #1: Identify your ‘ideal client avatar’

“Whoever knows the customer best, wins.” This is especially 
true for law firms, as you’re often neck and neck with some 
stark competitors, all vying for the same pool of prospects. 
In order to market to your target audience effectively, you 
need to know what they want, what their pain points are, 
and why they are searching for a law firm like yours.

TIP 1

PPC 
Ads



11

Identifying your ‘ideal client avatar’ starts with market 
research—essentially surveying your audience to find 
out what makes them tick. You can do this by creating a 
Google Forms survey and asking them:

• What is your biggest struggle when it 		
comes to [ legal issue ]?
• What solutions have you tried to overcome 
this issue?
• What did you not like about these 
solutions?
• What is your #1 goal when it comes to 
overcoming [ legal issue ]?
• What are you looking for most in a law 
firm?

• What is your biggest struggle when it comes to [ 
legal issue ]?

• What solutions have you tried to overcome this 
issue?

• What did you not like about these solutions?

• What is your #1 goal when it comes to 
overcoming [ legal issue ]?

• What are you looking for most in a law firm?

Your clients’ answers to 
these questions will help 
inform your SEO strategy, 
content marketing strategy, 
and nearly every other area 
of your business. 
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Tip #2: Research localized SEO keywords

Many law firms make the mistake of targeting broad 
terms like “legal services” or “lawyer” while neglecting the 
localized search terms that will serve to narrow down their 
competition pool. In fact, targeting localized terms is your 
best bet for drawing in clients within your service area.

One of our top marketing tips for lawyers is to use SEO 
tools like SEMRush.com or Ahrefs.com to identify geo-
specific keywords. These include terms like “[location] 
family lawyer”, “best law firm [location]”, “[location] personal 
injury lawyer”, and the like—whichever are relevant to your 
service area and the services you offer.

You will then use these keywords on your web pages and 
throughout your content to increase your visibility in Google 
local search and attract clients that are searching in (or for) 
your service area. 

TIP 2

Use relevant geo-specific keywords such 
as “[location] family lawyer,” “best law firm 
[location],” and “[location] personal injury 
lawyer.”
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Tip #3: Write for people, not for search 
engines

With the rise of semantic search, it’s becoming less 
important for law firms to aim for an exact “keyword 
density” in their content in order to rank. Instead, you should 
focus on writing content that provides immense value to 
the user and speaks to the unique needs of your target 
audience.

Now, you’ll still want to use your target keywords 
throughout your content, but you should prioritize writing 
for people rather than optimizing for Google. After all, 
Google’s goal is to connect users with the best content—not 
the content that has the most keywords. 

TIP 3
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Here are a few best practices to follow when writing 
user-focused content:

1. Write user-specific page titles that appeal to a 
question, concern, or interest your audience may 
have.

2. Include a concise yet informative meta description 
that explains what the page or post is about.

3. Engage the user at the top of the article by 
including an interesting, thought-provoking 
introduction.

4. Break up large blocks of text into smaller 
paragraphs, and use bullet points or numbered lists to 
make content easier to scan.

5. Organize your content using eye-catching H2 and 
H3 subheadings that keep readers on the page.

Prioritize writing for people 
rather than keyword-stuffing 
for Google’s sake.
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Tip #4: Personalize your PR

Peddling press releases to publications or sending generic 
pitches to reporters is neither an effective nor a cost-
effective PR strategy. Likely, you’ll end up wasting time 
and blowing your budget on pushing content that ends up 
gathering virtual dust on some publisher’s computer.

Instead, you’ll want to develop ideas that suit the interests 
of the publishers and their audience. This means pitching 
interesting stories and/or providing resources their readers 
can’t find anywhere else. 

By personalizing your approach, you increase your chances 
of getting featured and of creating a lasting relationship 
with the publisher. This will serve you in the future if you 
ever want to increase your law firm’s visibility or attract 
high-quality backlinks to your website. 

TIP 4

Personalize your PR approach. 
Develop unique stories and 
resources for readers to create 
lasting relationships
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Tip #5: Land features, guest articles, and 
earned assets

Having high-quality backlinks to your website is an 
important driver of SEO success. By landing interviews, 
features, and guest posts in other publications, you’re likely 
to attract links back to your site and drive more traffic.

In doing outreach to publications, be sure to communicate 
the value you would bring to their readers. Perhaps you 
can share some helpful legal advice, or be featured in a 
guest interview. Just remember to reach out to legitimate 
websites, not spammy sites or “link farms”.

TIP 5

• Interviews
• Features
• Guest posts
• Podcasts
• Helpful guides

Quality
Backlinks
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Tip #6: Grow and nurture your email list

They say “The money is in the list”—the email list, that is.

When you grow your email list, you increase your 
subscriber base and therefore have a community of leads 
you can follow up with down the road. You can include a 
subscription form on your website for users to join your 
newsletter, or offer them a free downloadable asset in 
exchange for their email address.

You can collect email addresses by promoting content like:

Ebooks
Case studies

Webinars
Videos

Infographics
Surveys

And more. 

Then, you can “nurture” your list by sending recipients 
consistent content by email, providing them with more 
valuable information and details about your services. 

TIP 6
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