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Content Marketing: Share your 
content and grow your business

According to the Content Marketing Institute, content marketing is:

If you are already spending time on creating great 
content, it is because you want your business to 
grow. Right?

Creating great content is not enough if we do not 
know how to use it to drive profit.

Think like a publisher and treat your content as an 
asset

International accounting rules require you to list 
your marketing costs as an expense in your bal-
ance sheet. 

However, in today’s digital world, you have 
to treat marketing as an investment and your 
content as an asset that can drive profits to your 
business.

You want to build awareness of your firm’s brand 
and your lawyers’ brand as experts in their fields. 
Think about content as a way to tell the story of 
your brand.

Your content marketing process

It is time to put together your LinkedIn profile, 
blog, and website to create something worth your 
customer’s time.

Like any business strategy, you need to have a 
plan to be successful. 

This plan has to answer the following questions 
to establish an organizational process for your 
content marketing: 

“… a strategic marketing approach focused on 
creating and distributing valuable, relevant, and 
consistent content to attract and retain a clearly 
defined audience — and, ultimately, to drive 
profitable customer action.”

•What is your goal?
•Who is your audience?
•What is your audience’s buying 
process?

•What is your expertise field?
•How often should you publish content?

https://contentmarketinginstitute.com/what-is-content-marketing/
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A. What is your goal?

Like any other financial investment, you want to set a goal to know how to measure the success of your 
content marketing strategy.

Here are some business goals you can set for your content marketing strategy:

Brand awareness

You want other people to know your firm, 
and why your lawyers are the best in your 
niche.

Brand awareness is a long-term goal and 
content marketing is a great vehicle to dis-
tinguish your firm from your competition.

Customer service

Your clients already decided to hire your 
services and paid you to solve their legal 
issues.

Content marketing will help you to rein-
force your relationships with your current 
clients. To make them feel confident that 
they took the best decision by hiring you.
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Customer upsells

The relationship with your clients does not 
end when the transaction you were hired 
to represent is over. 

You will have to opportunity to engage 
with your clients. To talk about your other 
practice areas and how you can help their 
business.

Customer loyalty

We all know how competitive the legal 
industry is, and this is the main reason why 
you need to provide as much value as pos-
sible to retain your current clients.

Start by setting one goal first and then 
move on to create content accordingly to 
your new objective.
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B. Who is your audience?

I know I already wrote the #1 rule for content mar-
keting a lot, but here it goes again:

“Your customers don’t care about you or your 
services. They care about themselves and their 
needs.”

In this case, this rule will help you remember that 
the content you publish is not for you.

You have to create your content as if you were 
talking directly to your target audience.

Take advantage of the information gathered on 
your customer research and bring some value to 
the table.

C. What is your audience buying
process?

Defining your audience’s buying process may be 
one of the most challenging tasks for your con-
tent marketing strategy. Most businesses never 
do it.

However, defining your audience’s buying pro-
cess is very important to know which kind of con-
tent and timing to share with prospects or clients.

Every business is different, but this is the most 
common buying decision process:

Adjust your content to your audience 
buying process

For example, let’s say you have a full-service law 
firm. 

You want to engage with prospects facing a prob-
lem, and they still do not know your firm. 

In this example, it makes much more sense if you 
share with these people a white paper where you 
talk about how your firm has helped other clients.

If you want to grow a client, well, they already 
know who you are. Sending the same white paper 
to them won’t be very efficient.

It will be better to send a client alert or invite 
them to a closed event. 

You can use this opportunity to talk about a deter-
mined legal issue and how another practice area 
of your firm helped to solve it.

•Problem recognition. You know you have a
problem that needs to be solved.
•Information search. You google keywords
or phrases to see if someone else has
written or talked about the same problem or
how to fix it. You can also ask your contacts
for some recommendations.

•Evaluation of alternatives. You found
different options, and you want to know
which is the best one.

•Purchase decision. Once you evaluated
the options, you make a decision based
on the information gathered or by the
recommendation received.

•Post-purchase evaluation. Once you had
your problem solved, you evaluate the
quality of the services and decide if you
continue working with them or, perhaps,
recommend it to someone else.
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If you want to get noticed, you have to aim at 
becoming the leading authority in your field.

You need to earn the trust of your target audience 
by delivering the most useful information they can 
find in your field.

Also, to write the most useful information in your 
niche, you need to focus on something as specific 
as you can.

My friend Jeffrey Silber, sales coach for lawyers, 
taught me this lesson:

It makes much sense. 

Imagine somebody looking for an eye doctor. 

If you are a glaucoma expert for children, you will 

be able to charge a lot more than if you were a 
medical surgeon with no specialization. Right?

It also happens in the legal industry.

If you are an IP lawyer expert in AI software, you 
will be able to charge more money than if you 
market yourself as an IP lawyer.

You know how a specific market works. You have 
worked in previous cases and know which risks 
are involved. You can speak about them like you 
were telling a detailed story they can relate to.

The more specific you are, the more convincing 
your content will be.

Where to start?

A good start point for your content marketing 
strategy is to focus on your ten best clients and 
look for any similarities. That will be your first 
audience persona.

Then write about common legal issues in that 
field. 

Once you have perfected the content marketing 
for that niche, then move to the next one.

“The more specific 
your expertise field 
is, the more you can 
charge.“

D. What is your expertise field?

https://www.linkedin.com/in/jeffrey-f-silber-cpa-mba-cmc-3664854/
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E. How often should
you publish content?

It is a very complicated ques-
tion, and it can vary from case 
to case. You can decide to 
publish content on a weekly or 
monthly basis. 

However, the most important 
thing to consider is that you 
have to remain relevant and 
consistent if you want your 
content marketing strategy to 
be successful.

It means that, if you decide 
on going weekly, you have 
to commit to publish relevant 
information every single week 
and be consistent. 

If you stop doing it after 3-months, then you will 
start losing credibility and the trust of your audi-
ence.

The best way to keep consistent is to plan your 
content ahead. 

It would help if you had an editorial calendar 
where you can plan your content and avoid writ-
er’s block.

A good tip is to have a spreadsheet where you can 
have a visual calendar, including the topics, chan-
nels, publish dates, key-metrics, and your target 
audience.

There are a lot of different ways you can organize 
an editorial calendar template. 

For some inspiration, I strongly recommend you to 
listen to this episode of Pat Flynn’s Smart Passive 
Income podcast called How to Keep Up With Your 
Editorial Calendar (and How to Get Ahead).

https://www.smartpassiveincome.com/podcasts/keep-your-editorial-calendar-ahead/
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Once you finish a fresh piece of 
content, you need to implement 
a strategy on how you are going 
to promote it to your audience.

You already have all the basics 
covered by now.

You have a fully fleshed Linke-
dIn profile. You have a blog. 

You researched your audience’s 
needs, have a great website, 
and an email marketing service 
running.

Now you have to mix all these 
elements to create something 
that your audience will find 
useful.

Let me give you some advice on 
how you can start right now:

First. Your new piece of 
content

Let’s say you just finished 
writing a guide for international 
creditors of companies facing 
a bankruptcy process in your 
jurisdiction, and you want to 
“spread the word.”

One common mistake is to up-
load the guide as a PDF file in a 
section called Publications and 
expect that prospects will find it.

Wrong!

First of all, do not upload it as a PDF file. Publish it in your blog as 
text or Google won’t be able to know what you are talking about.

Secondly, you need to place your contact information at the top of 
your guide. Remember, do not publish content for content sake.

You want that the regional manager of foreign banks to contact 
you if one of their debtors just filed an insolvency process in your 
jurisdiction.

Thus, you need to place your contact information to make it easy 
for them to call or email you when they read your article.

F. The content marketing plan in action
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Second. Publish your article in LinkedIn

Readers do not read your mind. You have to tell 
them that you wrote a valuable piece of content 
that will help them to save much money.

Planning your posts on LinkedIn can take some 
time. However, there are many online tools like 
Hootsuite or HubSpot that will make it so much 
faster. 

Now, you need to convince them that your 
guide will be of value for your readers to attract 
their attention.

It works just like in magazines. The titles in the 
cover are made to convince you to open the 
magazine.

It also works for online media. You have to write a 
convincing post with a link to your article in your 
blog (call-to-action) to increase the probability 
that your audience will read it.

If you write something like: “Check out our part-
ner José’s bankruptcy guide in the following link,” 
well that post won’t work well.

However, if you write a small brief on how cred-
itors of companies facing a bankruptcy process 
in Mexico can save millions by following these 
recommendations, this will look much more 
attractive.

linkedin.com/company/red-de-firmas

https://hootsuite.com
https://www.hubspot.com
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Third. E-newsletters and 
client alerts

If you already have an email da-
tabase of prospects or clients, 
then you can also send them an 
email with a link to your guide.

There are some tips to increase 
the open rate of your emails. 

The most important one is to 
have an attractive subject line 
and to personalize the email. 

It means that your email must 
include the name of each recip-
ient to make it look like you are 
talking directly to them.
If you already made them curi-
ous enough to open your email, 
the content must be convincing 
too. 

So, go straight to the point and tell them why your article will be 
helpful for their business and leave them a link to read it in your 
blog.

Building an email list

If you still do not have an email list, then it is time to start building 
one, and your new content can be beneficial.

An excellent way to do it is by sharing your guide in a PDF file in 
exchange for your readers’ email address. 

It may be a little bit more technical but is not that hard.

What you have to do is building a landing page where you provide 
a description of your guide and tell your readers to leave their email 
so you can send them the guide.

You can do this easily with ConvertKit and here is a guide on 
 how to create landing pages. 

https://help.convertkit.com/en/articles/2502623-the-complete-guide-to-convertkit-landing-pages
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About Pepe Toriello

Pepe Toriello is the founder of Red 
de Firmas. He’s been a guest lecturer 
to speak about legal innovation and 
online marketing at schools like ITAM, 
Northwestern, and Fordham Law.

About Red de Firmas

Red de Firmas is a legal innovation 
consulting firm.

We help lawyers to implement legaltech 
tools service and to develop content 
marketing strategies to deliver a better 
client experience.

Schedule a call today!

/in/pepetoriello/

/pptoriello

https://calendly.com/rdf/15min?month=2019-09
https://www.linkedin.com/in/pepetoriello/
https://twitter.com/PPtoriello?s=17
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