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Legal Marketing with Science!
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Legal marketing is more than an art; it’s a science.

Or so says Tom Shapiro of Stratabeat, Inc, who presented one of the four TED Talks during an LMA16

breakout session at the recent Annual Conference in Austin, Texas. According to the session description:



http://www.zenlegalnetworking.com/category/conferencewebinar-session-re-caps/
http://www.zenlegalnetworking.com/2016/04/legal-marketing-with-science/
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The human brain processes information hased on the work of more than 90 million neurons, and it's these
neurons that drive your prospective clients to do what they do. By attempting to market your law firm’s
services without a deep understanding of human psychology, your marketing could actually be hurting your
firminstead of helping it. According to Nielsen, 30% of buying decisions are made with the subconscious
mind. Furthermore, neuroscience studies have proven that human decisions are emotionally driven. The
factors that influence your prospective clients’ thinking - visual input, colors, emotion, social validation,
repetition, neural filtering, etc. - are diverse, yet with the right approach are easy to execute effectively in
your marketing. If you want stellar marketing results, your marketing should focus on delivering the most

powerful impact to the subconscious mind.

In this session, learn the fundamentals of powerful marketing that move people to action. Understand the
underlying reasons why certain marketing works and other marketing falls flat. Uncover actual
neuromarketing techniques to appeal to the subconscious mind, attract more attention, drive more website
visitors, propel higher volumes of inbound phone calls, create more memorable marketing and achieve

increased conversions.”

While we may not have gotten a deep dive during the 15 minute session, Shapiro did give us some valuable
takeaways that may have you thinking about your marketing a little bit differently, and wanting to take a

closer look at what human psychology may mean for the purchasing of legal services.

Market to the Subconscious

The human brain is up to thirty times more powerful than the world’s most powerful supercomputer, says
Shapiro. Every second, our brains process 11 million bits of sensory information. Our conscious mind
handles less than 100 per second in comparison. It takes only 50 milliseconds to assess what one likes

about a website, flaws, etc.

Bearing all of that in mind, it’s easy to understand that information overload is a challenge for marketers —
how do we get our message across? The key, says Shapiro, is marketing to the subconscious. If you do that,

it’s much more powerful.

But how?



Using emotion. It you can't teel emotion, you can’t make decisions. Emotions drive all human decisions. So

in your marketing, you need to use more benefit statements, and fewer features.

Get Visual

Not sure that this works?

Think about Nike. Nike’s “Just Do It!” campaign doesn’t list their locations or link to their employee bios —
they just generate emotions. At some point, they’ve even stopped using words altogether, and you’d

understand their message if you just saw the Nike “swoosh.”

Why does that work? Shapiro told us that the human brain processes visuals 60 thousand times faster than
text. Importantly, faces are special — there’s a special part of the brain that remembers faces. As a result,
these are a very powerful marketing mechanism. Consider using the faces of your lawyers as a way to better

connect with your clients in your marketing materials.

Break through the Noise

Your clients are experiencing 3,000-5,000 marketing messages a DAY. And that is NOT including social

media, says Shapiro.
So how do you break through the noise?
Use your marketing to answer the question of how you can solve their problem.

We all operate with a mindset of “what’s in it for me?” So if you use your marketing to talk about how
you’re going to solve your client’s problem, you’ll connect with them. Don’t talk about yourself — focus only

on the client and be specific.
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