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Reset Roadmap
Welcome

The Reset Roadmap is designed to help marketers in legal services to take stock, refocus, and drive
forward with renewed clarity. It’s a brand-first roadmap built for action, alignment, and visible progress.

Whether you're stepping into a new role, redefining your
responsibilities, responding to market change, or simply
recognising the need for a reset, this guide is for you.

At its core, brand is your firm’s public promise: how you present,
differentiate, and build trust with the people who matter. When
a brand becomes inconsistent, outdated, or disconnected from

strategy, it can weaken everything from recruitment to referrals.

This guide helps you correct your course.

Structured around six progressive phases, this reset framework
balances reflection and action. You'll begin by listening and
diagnosing, before moving on to shaping brand direction, achieving
quick wins, and establishing systems that build momentum.

Whether you're working toward a new business strategy, tackling
stagnation, or preparing for a new financial year, this document is
your companion for making the next 12 weeks count.



Sears—Davies
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Phase One
Get Ready

Your goal in this phase is to eliminate friction and gain visibility. Laying the groundwork now means you
can spend phase two listening and thinking, not chasing IT tickets or searching for policy documents.

Access Essential Systems

Start by securing access to essential systems: your website
content management system, CRM, analytics dashboards,
brand asset libraries, and email and social platforms. These
tools are critical not only for execution but for understanding
how the brand is currently expressed and perceived.

Gather Guidelines

Ask your colleagues to give you any brand or communications
guidelines they might have tucked away in a drawer. Ask
specifically about logo usage, tone of voice, practice
descriptions, partner bios, accessibility standards, and social
media activity. These documents, if they exist, offer your first
insight into the firm’s brand governance.

Collect Brand Assets
Simultaneously, collect every existing brand asset you can

find. This includes brochures, slide decks, headshots, LinkedIn

company pages, business cards, awards logos, and even
physical signage. Collate them into a single folder and date it.

This is your brand baseline, a snapshot of how the firm presents

itself before your intervention.

Schedule Meetings

Schedule short introduction calls with key stakeholders such as
the managing partner, senior clerk, finance lead, BD lead, IT and
HR. Use this time to ask how they describe the firm to others,
what they believe the brand stands for, and where they see
opportunity. Their answers will shape your understanding of
both brand perception and political capital.

Review Regulations

Finally, review the relevant marketing guidance from the
Solicitors Regulation Authority (SRA) and the Bar Standards
Board (BSB) so that any planned changes remain compliant
from the start.
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Phase One
Get Ready

Programme

Email
Submit IT tickets
for CMS, CRM,

analytics, email,
and social access.

Diary
Block 30-minute

slots in calendar for
stakeholder intros.

Email

Chase IT
confirmations
and test log-ins.

Email

Request brand &
comms guidelines
from HR and BD.

Desk Research

Collate existing digital
assets into a single
cloud folder.

Desk Research

Scan website for
obvious compliance
issues (pricing, VAT,
badge).

Observation

Draft and send brief
introduction email
to all staff outlining
your goals.

Documentation
Begin mapping
stakeholder power/
interest grid.

Calls

Hold first three
stakeholder calls.

Documentation

Note brand
perception insights
in a running
document.
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Phase One

Get Ready

Programme

Calls

Complete remaining
stakeholder calls.

Documentation

Note brand
perception insights in
a running document.

Analytics

Analyse LinkedIn
analytics and email
metrics for baseline
report.

Ideation
Note quick-win

content opportunities.

Observation

Shadow a fee-earner
on an intake call
(with permission).

Documentation

Capture verbatim
client questions and
pain points.

Collaboration

Draft “First
Impressions” memo
outline and share with
mentor for feedback.

Documentation
Identify any urgent
compliance gaps
discovered.

Visibility

Finalise “First
Impressions” memo
and share with
leadership.

Diary
Schedule kick-off

for Phase 2 brand
audit tasks.



|
‘& Listening
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Phase Two
Landing & Listening

Start by absorbing everything. Your primary objective during this phase is to understand how the brand is
perceived, expressed, and experienced, both internally and externally.

Meet Key People Gather Data

Conduct structured one-to-ones with partners, clerks, team Gather performance metrics from digital sources like Google

leaders, and key business services figures. Ask open-ended Analytics, LinkedIn, and your email platform. These will form

questions that reveal how they describe the firm to clients, what your baseline. If possible, observe or listen in on real client or

differentiators they believe in, and what they feel isn't working. referrer interactions; particularly intake conversations or early
instructions. Nothing reveals brand strength like a client’s

Review Brand decision-making logic.

Simultaneously, review how the brand appears in the wild. Audit

your website, social media feeds, directory listings, and digital Summarise Findings

and printed materials. Look for consistency in tone, visual design, Summarise your findings in a short memo. Include brand
and messaging. Does the brand feel modern or dated? Specialist highlights, concerns, and opportunities. This document will
or generic? Cohesive or fragmented? help align stakeholders for the work to come.
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Phase Two

Landing & Listening

Week 3

Programme

Meetings

Kick-off meeting
with line manager
to confirm priorities.

Diary

Send calendar
invitations for all
stakeholder
one-to-ones.

Meetings

Hold first three
stakeholder
interviews.

Documentation

Begin note-taking in a
shared listening log.

Desk Research
Conduct light website
and social audit:

note tone and design
issues

Analytics

Pull 12-month Google
Analytics overview.

Observation

Visit clerks’ room to
observe real-time
client calls.

Analytics

Extract top 20
most-visited website
pages as baseline.

Meetings

Complete remaining
stakeholder
interviews.

Documentation

Draft bullet summary
of common themes.
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“The most valuable insight from the listening
phase is often not the data gathered but the
silence between stakeholder sentences.

Listen for what isn’t said; that’s usually the
clue to where the brand truly needs attention.”

Watch out for...

Mike Bean
Managing Director

Stakeholder enthusiasm often peaks on day one, then quickly collides with diaries and urgent client work.

If your first round of meetings is slipping,
do not chase with more emails. Instead,

ask your line manager to lend authority
by mentioning the initiative at a partners’
meeting.

Another early pitfall is discovery
overload; you may feel pressure to fix
every inconsistency uncovered in your

website scan. Resist. Capture each issue
in a simple log, note its potential impact,
and move on. This phase is about
breadth of insight, not depth of solutions.

Finally, beware the temptation to

write findings as you go. Recording

raw impressions is fine, but drafting
conclusions too early risks anchoring you

to incomplete data. Keep a rolling note,
mark assumptions clearly, and promise
yourself you will not write the memo until
you have the full week’s perspective.

Use any unexpected free slot to skim
client reviews online, noting the language
clients use to describe both strengths
and shortcomings.
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Phase Two

Landing & Listening

Week 4

Programme

Documentation

Complete brand
language audit:
compare web copy
to printed PDFs.

Evaluation

Flag jargon or
inconsistency.

Meetings

Finish client and
referrer interviews
(target five total).

Documentation

Summarise verbatim
quotes for positioning
insights.

Analyse

Conduct competitor
heat map using
SEMrush.

Analyse

Identify keyword
gaps and backlink
strengths.

Documentation

Draft TOWS matrix
turning SWOT into
action proposals.

Collaborate

Circulate for
partner input.

Documentation

Finalise full Insight
and Audit report.

Meetings

Present key findings
in fifteen minute
huddle; secure sign
off to begin Strategy
phase.
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Personal Development Opportunity

Now is a good time to practice active-listening drills. Perhaps choose a favourite
interview podcast and, instead of multitasking, sit with a notebook and transcribe the

interviewer’s exact questions.

Notice how they pace silence, reframe
answers, and build rapport without
leading the guest. Afterwards, script three
open-ended questions you can adapt for
partner conversations next week.

Watch out for...

Week 4 brings a different challenge:

Your LinkedIn and email metrics may
include more dashboards than you can

sensibly chart. Focus on directional
insight such as spikes, troughs, and
anomalies that reveal behaviour rather
than vanity totals. You may also hit
“insight fatigue” as interviews blur
together. A useful trick is to re-read
your notes with a highlighter in two

This exercise deepens your questioning
muscle, trains you to tolerate pauses,
and sharpens your ability to extract
candid insight. By next week you'll enter
meetings primed not just to hear words
but to spot subtext, an essential brand
diagnostic skill.
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Recommended Read

Just Listen by Mark Goulston

A concise guide to empathetic
conversation techniques

that will sharpen your "€ G —
one-to-one meetings
and help you mine
richer brand insights
during the Listening
phase.

5 RouGH
7o aBsauteey
AnvoNE

synthesising data without drowning in detail.

colours: green for consistent themes,
orange for unique outliers. If no pattern
emerges, schedule one more interview
rather than force a conclusion.

Another common snag is ownership
anxiety: once colleagues sense
inconsistencies, they might email you
fixes and favour-requests.

Park every request into a backlog
with a polite note that you'll assess
impact post-audit. This reinforces
that Phase 2 is listening territory;
remediation comes later.

Protecting that boundary is vital to
maintaining momentum and credibility.




Sears—Davies

Weeks 5 & 6

Phase Three
Insight & Audit
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Phase Three
Insight & Audit

This phase is about rigour. Move from surface-level observations to deep insights that inform brand positioning.
Examine the full spectrum of brand expression. Start with visual identity: logos, colour palettes, image styles,
layouts. Then review language: tone of voice, clarity, specificity, use of legalese.

Scrutinise your website’s brand experience. Is the site intuitive?
Is the copy client-centred or practice-centred? Does it
demonstrate expertise or merely describe it? Consider SEO
structure and performance to gauge how well your brand is
discoverable.

Audit your CRM to assess how well client data is structured and
used to personalise messaging. Review past campaigns for tone,
design, and engagement. Map your current content library, what
do you have, who is it for, where are the gaps?

Conduct interviews with clients or instructing solicitors to get
an outside-in view. Why do they choose your firm? What do they
value most? How do they describe your brand to others?

Finally, complete a SWOT analysis, focusing on brand strengths
and weaknesses. Turn this into a matrix that prioritises actions,
such as “Leverage strong client loyalty to introduce a new client
care charter,” or “Address inconsistent visual assets across
practice areas.”
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Phase Three

Insight & Audit

Week 5

Programme

Documentation

Kick-off brand asset
inventory: list all
logo variants and
templates.

Documentation
Set up shared audit.

Desk Research

Run Moz.com crawl to
identify on-site SEO
issues.

Documentation

Capture meta-
description gaps.

Desk Research

Extract CRM data
fields and assess
completeness.

Analytics
Note duplicate or

missing contact roles.

Observation

Interview first

two instructing
solicitors for external
perspective.

Documentation

Transcribe calls for
theme analysis.

Analyse

Draft preliminary
SWOT grid from
findings so far.

Documentation

Share with BD lead
for sense-check.
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“Done well, an audit replaces personal opinion
with shared reference. Suddenly, debates shift
from ‘I think’ to ‘the evidence shows.’ That
single shift - from intuition to insight - unlocks
consensus faster than any workshop.”

Watch out for...

Mark Barlow
Design Director

Information volume increases sharply once the full audit begins. It is tempting to triage every broken link or
mismatched logo immediately, yet piecemeal fixes drain focus from pattern finding. Capture each faultina

running log, tagging it by impact and effort.

Schedule scans for early mornings Offer flexible slots such as early

when servers are quiet and export breakfast calls or short lunchtime

data in smaller batches. windows rather than traditional one
hour meetings.

Client interview diaries may slip

because external contacts are

preparing for hearings.

A concise, well structured agenda
reassures busy professionals that
their time will be respected and
increases attendance.



Reset Roadmap A brand-first action plan for legal marketers

Page 18

Phase Three

Insight & Audit

Week 6

Programme

Evaluation

Map tactical
pillars and budget
preliminaries.

Documentation

Draft high-level
twelve-month
roadmap.

Desk Research

Build RACI matrix
assigning owners to
each pillar.

Documentation

Estimate resource
gaps and freelance
needs.

Documentation

Create KPI draft list;
align with available
analytics data.

Documentation

Share with finance for
ROI commentary.

Meetings

Hold vision and
positioning sign-off
meeting.

Analyse

Capture partner
feedback for final
tweaks.

Documentation

Finalise Phase Three
strategy deck.

Documentation

Distribute to steering
group; schedule
Phase Four kick-off.
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Personal Development Opportunity

Set aside two quiet hours to practise rapid synthesis. Choose three unrelated news
articles and distil each into a single headline, one supporting fact and one implication.

Limit yourself to five minutes per piece.
This exercise trains you to extract
essence from complexity, a skill vital
when transforming audit data into an
executive ready narrative. After the drill,
review your summaries and ask whether

they convey a clear story without jargon.

Watch out for...

Repeat the exercise next time with legal
or industry reports.

You will notice your ability to spot signal
among noise improving week by week

Page 19

Recommended Read

Good Strategy Bad Strategy
by Richard Rumelt

The book teaches clear
diagnosis and focused
action, mirroring the
shift from SWOT
findings to priorities at
the end of Phase Three.

RICHARD RUMELT

Week four pressure centres on synthesis. You will face stakeholders who expect instant tactical answers

while you are still distilling insights.

Combat this by sharing a one page

progress snapshot, noting that
recommendations follow next week.
Another challenge is confirmation
bias. After hearing several client
interviews, you may subconsciously
favour feedback that matches your
initial hypothesis. Guard against

this by asking one partner to review
anonymised quotes and highlight any
overlooked themes.

Technical roadblocks can also emerge.
Competitor tools sometimes report large
numbers of toxic backlinks, causing
alarm. Remember that relevance matters

more than raw volume. Plan a follow up
investigation before raising red flags.

Finally, avoid letting the SWOT become
a dumping ground. Prioritise each item
with a simple high or low marker for
both impact and effort so the priority
matrix retains strategic clarity.




Sears—Davies

Weeks 7 & 8

Phase Four
Strategy Design



Reset Roadmap A brand-first action plan for legal marketers

Page 21

Phase Four
Strategy Design

By now, you should have a full picture of how your brand is performing. This phase is about defining the future.
Start by crafting a clear brand vision that aligns with your firm’'s broader ambitions.

Articulate what your brand should stand for in the eyes of clients,
referrers, and peers. This vision should inform everything from
your elevator pitch to your website copy.

Segment your audiences. Identify who you need to reach

(e.g. high-value instructing solicitors, in-house counsel, repeat
private clients) and what they care about. Create simple personas
that describe their goals, hesitations, and content preferences.

Define a compelling positioning statement. This should
communicate who you serve, what problems you solve, how you
do it differently, and why you're trusted. Ensure this is expressed
in plain English, not internal jargon.

Set brand-led objectives. For example, “Rebuild our LinkedIn
presence to reflect our core values and expertise,” or “Achieve
consistent tone and design across all marketing outputs by Q4.”

Your strategy should include a resource plan, a timeline for
execution, and a method for measuring success. Establish
who is responsible for what, and put in place regular
checkpoints: monthly steering groups or quarterly reviews
to maintain momentum.



Reset Roadmap A brand-first action plan for legal marketers

Page 22

Phase Four

Strategy Design

Programme

Creative Writing

Draft brand
vision statement
and circulate to
leadership for
thoughts.

Ideation

Identify three
audience segments
for persona work.

Collaborate

Workshop personas
with BD and clerks.

Creative Writing
Begin writing
elevator-pitch
options.

Creative Writing

Draft positioning
statement.

Collaborate

Gather feedback
from two partners

or senior members.

Compilance

Align positioning
with compliance
team; check wording
against SRA/BSB
rules.

Creative Writing
Refine personas
with insights

from interviews.

Documentation
Convert vision and
positioning into

a one-page slide.

Diary
Schedule sign-off

meeting for early
next week.
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“A strong strategy comes from subtracting

noise until only the essential promise remains.
When every partner nods at the same sentence,
you know the brand voice can finally speak with '
one tone.” Creative Director

Watch out for...

Securing consensus around a single brand vision may prove tougher than writing the first draft.

Senior voices often want their own Another hazard is scope creep. Finally, budget conversations can stall
language preserved, which can leave Colleagues who feel energised by when numbers are too abstract. Avoid

you with a patchwork statement. the vision may immediately bolt on presenting total spend in isolation;
Rather than wordsmith live in a tactics, from new podcasts to anchor every cost to an expected
crowded meeting, record every charity partnerships. outcome, such as lead growth or
suggestion, thank participants, and ranking improvement, so finance
promise a distilled version within Park each idea in a visible backlog, leaders can weigh value rather than
twenty-four hours. explaining that priorities will be set react to figures alone.

once positioning is locked.
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Phase Four

Strategy Design

Programme

Desk Research

Map tactical
pillars and budget
preliminaries.

Documentation

Draft high-level
twelve-month
roadmap.

Desk Research

Build RACI matrix
assigning owners to
each pillar.

Documentation

Estimate resource
gaps and freelance
needs.

Documentation

Create KPI draft list;
align with available
analytics data.

Collaborate

Share with finance for
ROI commentary.

Collaborate

Hold vision and
positioning sign-off
meeting.

Documentation

Capture partner
feedback for
final tweaks.

Visibility
Finalise Phase Four
strategy deck.

Diary
Distribute to steering

group; schedule
Phase Five kick-off.



Reset Roadmap A brand-first action plan for legal marketers

Personal Development Opportunity

Find time to run a solo clarity exercise. Write your draft positioning statement at the top
of a fresh page, then underneath list three client problems it solves, three emotions it
should evoke, and three proofs that make it credible.

Read the page aloud; if any point feels This rapid test strengthens message
weak or forced, refine until each item discipline and ensures you can defend the
sounds natural. positioning in the next leadership session.

Watch out for...

Page 25

Recommended Read

Playing to Win by
A. G. Lafley and Roger L. Martin

The book offers a
pragmatic framework
for deciding where
to compete and how

to win, mirroring the REALLy RATEGY

positioning and pillar
choices you make in
Phase Four.

With sign-off meetings scheduled, momentum hinges on prompt approvals, yet diaries fill fast.

If a key partner cancels the review, Select no more than twelve indicators
send a concise video walk-through that link directly to the agreed objectives.

of the slide deck and request written

feedback by close of business. Resource anxiety can also surface
once tasks and owners appearin a

Another stumbling block is KPI overload. RACI. Team members may worry

It is tempting to track every metric, but  about hidden workloads.

crowded dashboards blur focus.

Schedule a short alignment chat with
each owner to confirm capacity and
clarify expectations.

Document any support they require
and present a resourcing addendum
to leadership early, while adjustments
are still easy.
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Phase Four
Strategy Design
Consultancy

The strategy-design phase calls for sound evidence and swift agreement. Depending on the size of your firm and the scale of
ambition, consulting an expert might be helpful at this stage. Sears-Davies delivers Strategy Workshops for professional services
firms dozens of times a year, giving us the experience to guide discussion and avoid costly mistakes.

Discovery Session

Our directors facilitate a structured, two-to-three-hour workshop
at your offices or our London studio. We begin by defining
detailed user personas, capturing the work clients commission,
the barriers they face, and the triggers that influence

instruction. We then review business goals, clarifying revenue
targets, practice mix, and reputation aims so that every later
recommendation remains commercially anchored.

Positioning by Experts

Using our Six Pillars of Positioning framework, the group
evaluates market perception, client pain points, proof of expertise,
competitor narratives, core messaging, and service experience.
Information is gathered on practical worksheets, and points of
consensus or open questions are recorded for follow-up.

Documentation Written For You

Within 48 hours you receive a concise report that includes the
full set of user personas, a draft positioning statement, and an
agreed shortlist of brand keywords alongside any evidence gaps
noted in the session. This output feeds directly into the remaining
tasks of the Strategy Design timetable, giving your team a clear,
shared foundation to move forward with confidence. This rapid
test strengthens message discipline and ensures you can defend
the positioning in the next leadership session.
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stuffy or old fashioned.

P gy
|
Francis Taylor Buildings are the leaders Chambers has a strong traditional ethos
in planning and environmental law. and is trusted by clients to do things ina
The brand and website exist to enhance e testedioshion:
and maintain this reputation. We must avoid creating an image that is

| oo ervones
Leaders Team work Brave Leaders e
Expert Real Strong Expert
Specialist Focussed Juristction neutral Speciaiist
Traditional Interesting Professional Traditiona
Collegiate Worthwhile Commercial Collegiate:
Supportive Intellectual Trusted Supportive
Top-end Future Tangible Top-end
Excellent Approachable Organised Excellent Approachable
‘ Adding value Authoritative Efficient Adding valu Authoritative

Contact

Contact Sears-Davies to find out more about our
consulting services and secure the evidence,

Sabrine

Jason
Planning Officer Student

iy sty of sy ow ¢ o o h UK.

shared focus, and clear positioning needed to
move confidently into the next stage of your
brand strategy.

ma Seior Plnning Offcer for 3 cky cownl i the
North West of Englan. | work n  eam specicaly

www.searsdavies.com/contact
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Phase Five
Quick Wins

Now is the time to deliver something tangible. Choose a small number of initiatives that visibly demonstrate your
commitment to improving brand quality and cohesion. Prioritise actions that remove friction and improve clarity.

Examples might include redesigning the firm’s email signaturesto ~ Where possible, measure the results. Even modest metrics
reflect brand guidelines, updating partner LinkedIn bios to include such as an increase in profile views or social engagement can
a consistent tone, or revising the homepage copy to better reflect signal that your efforts are having an impact. Share these wins
client priorities. These aren’t superficial updates; they're high- internally to reinforce the value of brand investment.
frequency brand touchpoints that create lasting impressions.
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Phase Five
Quick Wins
Week 9

Programme

Collaboration Creative Writing
Finalise list of Draft new homepage
quick-wins with copy focusing on
steering group. client benefits.
Creative Design Photography

Brief designer on Source updated
updated email partner headshots
signature template. if required.

User Testing

Roll out email
signature pilot
to internal team
for testing.

Social Media

Begin LinkedIn
bio updates for
leadership.

Design Snagging
Collect feedback

on signatures; fix
formatting issues.

User Testing

Publish revised
homepage copy in

staging environment.

Launch

Push live email
signatures
firm-wide.

Analytics

Measure initial
click-through
to website
contact page.
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“A quick win is a proof of concept. Celebrate,
but also capture the blueprint while the paint
is still wet. It is easier to replicate success "

. . ” uy Nguyen
than to reinvent it each quarter. Senior Web Developer

"

Watch out for...

You begin Quick-Win week keen to launch, but practical snags can slow momentum.

Designers may juggle other billable A quiet LinkedIn roll-out sometimes Finally, Outlook can mangle even
jobs, causing template delays. Home draws negative comments from alumni carefully coded email signatures across

page copy can trigger eleventh-hour who dislike change; reply with warmth, devices. Test in multiple clients and
compliance edits when risk teams flag clarifying intent, rather than retreating. produce a concise “how to fix” cheat
missing disclaimers. sheet before Monday ends.
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Phase Five
Quick Wins
Week 10

Programme

Launch Training
Run LinkedIn training
session and capture

before/after profile

Launch homepage
update and
monitor analytics

for bounce-rate metrics.
changes.
Diary Visibility

Schedule LinkedIn bio
training drop-in.

Draft internal
comms celebrating
quick-win rollout.

Analytics

Compile engagement
stats: email clicks,
profile views,

homepage dwell time.

Evaluation

Identify lessons
learned.

Collaboration

Present quick-win
report to
steering group.

Evaluation

Decide on any
immediate follow-ups
or tweaks.

Documentation

Close quick-win
workstream.

Diary
Transition focus

to Phase 6
scaling tasks.
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Personal Development Opportunity

Choose a quiet hour to run a mini post-mortem on your quick win.

List one success, one surprise, and one
improvement. Then translate each bullet
into a single learning statement that
begins “Next time | will...”. This reflection
trains you to iterate deliberately rather
than reflexively.

Watch out for...

Store the notes in your personal playbook
so future launches build on real evidence,
strengthening your strategic muscle.

Page 33

Recommended Read

Made to Stick
by Chip and Dan Heath

The book explains
why some ideas gain
traction while others
fade, perfect for
shaping quick-win
messaging that
endures.

Week ten rushes toward measurement and celebration.

Analytics tags occasionally fail, leaving
gaps in baseline data. Check that UTM

codes fire before any public go-live.
Internal praise can also backfire if
only certain teams benefit from your
quick win.

Acknowledge every contributor and
preview the next improvement cycle
to keep momentum inclusive. On the
tech front, a minor CMS update can

overwrite new copy or styling.

Schedule a post-launch back-up and
set an auto-restore point. Resist the
lure of new shiny ideas until the current
win is stable and documented.
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Phase Five
Quick Wins
Examples

Quick wins prove brand value fast. Homepage tweaks, LinkedIn bios, and email signatures are examples to get you
started, but dozens of other fixes can sharpen perception in days. Each idea below removes a bit of client friction
and can be completed within a working fortnight without extra budget.

Use the list as a menu. Pick one sprint for an urgent boost, stack several for a themed month, or host a “rapid-fix
Friday” with volunteers. Log before-and-after metrics for every finished task, so each small victory strengthens the

momentum story you share with partners.

1. Refresh the FAQ Page

Pull the ten most common client questions from recent intake
calls and draft clear, client-centred answers. The page reduces
repetitive phone queries and adds keyword depth that supports
search ranking.

2. Re-format Hidden Testimonials

Extract client quotes buried in PDFs and surface them as pull-
quotes on high-traffic service pages. Visible social proof near
calls-to-action can lift enquiries almost immediately.

3. Showcase Visual Directory Badges
Gather current Chambers and Legal 500 rankings and display

them as consistent badges in the website footer and pitch decks.

A small graphic cue signals authority at a glance.

4. Audit Your Google Business Profile

Update opening hours, practice descriptions, and imagery to
improve map visibility and ensure accurate directions for first-
time visitors.

5. Build a Press-Release Archive

Create a simple newsroom page listing past releases
chronologically with a search bar. Journalists appreciate
easy access, and the archive reinforces thought-leadership
credentials.

6. Add Descriptive Image Alt-Text

Spend thirty minutes adding clear alt text to images on top
pages. The tweak boosts accessibility and yields incremental
gains in image search.



Reset Roadmap A brand-first action plan for legal marketers

Page 35

7. Schedule Court-Term Posts

Draft LinkedIn reminders aligned with court terms or notable
legal anniversaries. Timely posts demonstrate relevance and
reliability.

8. Design Branded Zoom Backgrounds

Provide a subtle, on-brand virtual-meeting background
with installation instructions. Uniform visuals reinforce
professionalism in client calls.

9. Craft Micro-Bio Cards

Condense long lawyer biographies into two-sentence versions
for email footers and webinar introductions. Consistent micro-
bios keep messaging sharp and client-friendly.

10. Record Fee-Earner Voice Notes

Invite rising associates to record sixty-second audio insights on
topical issues and post them as soundbites on social channels,
showcasing new voices within the firm.

11. Streamline the Contact Form

Reduce your main enquiry form to name, email, and question.
Fewer fields cut friction, often increasing submission volume
without harming lead quality.

12. Compress Heavy PDFs

Batch-compress large brochures and replace the existing
downloads. Faster load times improve user experience -
especially on mobile.

13. Standardise Case-Study Templates

Design a one-page case-study layout covering challenge,
solution, and outcome, then publish two pilot examples to set a
new benchmark.

14. Publish a Directory-Deadline Calendar

Create a shared calendar of Chambers and Legal 500 submission
dates. Transparency prevents last-minute scrambles and spreads
workload evenly.

15. Issue a LinkedIn Hashtag Guide

Circulate a cheat sheet listing three approved hashtags per
practice area. Consistent tagging expands reach and simplifies
engagement tracking.

16. Add Pronunciation Audio Tags

Embed simple audio buttons beside complex lawyer names on
the website. Correct pronunciation fosters rapport with clients
and journalists.
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Phase Five
Quick Wins
Examples

17. Automate Post-Event Thank-You Emails

Create a reusable template that thanks attendees within twenty-
four hours, offers one useful link, and signals the next step,
reinforcing value while the event is fresh.

18. Check Brand-Colour Accessibility

Run your palette through a contrast checker and adjust any
failing hues. Compliance improvements benefit visually impaired
users and underscore inclusivity.

19. Launch an Internal Brand-Champion Badge

Add a small badge in Teams or Slack profiles so colleagues
know who to tap for brand questions, easing pressure on central
marketing.

20. Register a Short-URL Library

Secure a branded short domain and create memorable links
for brochures and slides, improving recall and enabling cleaner
analytics.

21. Clip a Signature Webinar Highlight

Edit a past webinar down to a ninety-second highlight reel and
pin it on LinkedIn. Bite-sized video attracts attention without new
filming.

22. Spotlight Pro Bono Success

Write a two-paragraph story on a recent pro bono matter and
feature it on the homepage sidebar for two weeks, adding human
warmth to the brand.

23. Reorganise Footer Navigation

Group footer links under clear headings such as Services,
Insights, and Governance. Cleaner navigation helps users and
supports SEO crawl efficiency.

24. Build a Speed-Dial Press List

Compile journalists covering your sectors with preferred contact
details and recent articles. A ready list accelerates reactive
commentary outreach.

25. Curate a Header-Image Bank

Select four on-brand header images, crop them to standard
sizes, and store them for quick use in articles and social banners,
ensuring visual consistency.

26. Set Up a Client-Intake Autoresponder

Configure an automated email that thanks enquirers instantly,
sets expectations, and links to a relevant insight piece, buying
you time to craft a tailored reply.
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27. Add One-Click Social-Share Buttons

Enable lightweight share icons on every insight and case-study
page. Frictionless sharing expands reach and reveals which
topics resonate.

28. Build an Internal “Brand-in-a-Box"” Folder

Package logos, colour codes, fonts, and a tone-of-voice one-
pager in a single folder so colleagues and freelancers can self-
serve assets without delay.

29. Create an Event Landing-Page Template

Develop a reusable landing-page blueprint with slots for
speakers, agenda, and sign-up form, reducing future event
turnaround time.

30. Craft Practice-Area Taglines

Write a concise, client-friendly sentence for each practice area
to deploy across directory submissions and pitch decks for
immediate clarity.

31. Refresh Your Browser Favicon
Swap any dated favicon with a crisp, high-contrast icon to
elevate polish on every browser tab and bookmark.

32. Launch a GDPR-Friendly Preferences Centre
Give email recipients a page to select topics they want, reducing
blanket opt-outs and building trust.

33. Film a Short “Meet the Clerk” Video

Record a sixty-second vertical clip introducing your senior
clerk; post it to LinkedIn and embed on the clerks’ bio page to
humanise the brand.

34. Publish an Accessibility Statement Page

Outline your commitment to accessibility and the steps taken,
contrast checks, alt text, keyboard navigation, signalling
inclusivity and good governance.

35. Add Office-Location Schema Mark-Up

Implement LocalBusiness schema so search engines surface
maps, hours, and phone numbers directly in results, improving
local visibility and SEO.
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Phase Six
Momentum & SC
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Phase Six
Momentum & Scaling

With your foundation in place, shift toward systematising brand management. Develop a 6-12 month editorial
calendar that aligns with legal and regulatory events, internal priorities, and known deadlines for awards or
directories. Create a campaign rhythm that balances thought leadership, educational content, and firm updates.

Review and refine your martech stack. Do your current tools
allow for brand consistency across channels? Can you automate
routine touchpoints without sacrificing tone? Is your digital asset
management system fit for purpose?

Formalise your reporting. Set a schedule for weekly, monthly,
and quarterly updates. Define the metrics that matter to your
leadership: brand perception, content performance, client
engagement. Use your dashboard not only to report on progress,
but to inspire continued investment in brand work.

Finally, create a network of internal brand champions. These may
be clerks, fee-earners, or practice heads who understand the
value of consistent, high-quality communication. Equip them with
tools, training, and templates to amplify your efforts.
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Phase Six

Momentum & Scaling

Week 11

Programme

Planning

Draft twelve-month
editorial calendar
outline.

Diary

Map key legal
and regulatory
milestones.

Audit

Review marketing
technology stack
integrations and
list any gaps.

Planning

Plan automation
improvements.

Planning

Design KPI
dashboard mock-up
in Looker Studio.

Collaboration

Share dshboard
with digital agency.

Collaboration

Identify potential
brand champions
across practice
groups.

Diary
Invite brand

champions to lunch
and learn session.

Planning

Finalise editorial
calendar and assign
content owners.

Diary
Schedule monthly
content meetings.
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“Scaling is not about adding more tasks; it is
about repeating the right ones with rhythm
and care. Success belongs to the habits we Mike Boan
institutionalise, not the slides we archive.” Managing Director

Watch out for...

Momentum can stall the moment you introduce a twelve-month calendar.

Partners may object to dates that clash A hidden threat is silent resistance Lastly, beware of dashboard design
with court terms, while fee earners from IT; integration meetings often scope creep. Stakeholders often request

worry about article deadlines landing expose legacy systems that cannot extra metrics once they glimpse the
during trial preparation. Address this pass data between platforms. prototype. Hold firm to a core set that
early by marking all entries as provisional links to strategic objectives; defer
and inviting feedback inside a shared Document every blocker, assign an nice-to-have numbers to a future
document, not by endless email chains. owner, and propose the smallest enhancement list.

viable workaround so discussions stay

solution focused.
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Phase Six

Momentum & Scaling

Week 12

Programme

Desk Research

Implement first
automation such
as welcome email
sequence.

Audit

Test data flows
to CRM.

Collaboration

Hold first brand
champions lunch
and learn session.

Documentation

Gather feedback
on pain points.

Analytics

Roll out live KPI
dashboard and
train leadership
on interpretation.

Documentation

Capture early
metric trends.

Collaboration

Check-in with
marketing technology
vendors and
negotiate upgrades.

Documentation

Document
integration plan.

Documentation

Prepare Phase 6
wrap-up report
highlighting
momentum metrics.

Collaboration

Present next-quarter
recommendations
to board.
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Personal Development Opportunity

Set aside some time for a strategic gratitude exercise. List three colleagues who have
supported the brand reset, then write one sentence describing the specific behaviour

you appreciated.

Turn those sentences into LinkedIn
recommendations or short handwritten
notes. This simple act reinforces positive
collaboration and strengthens your
internal advocate network.

Watch out for...

Reflecting on others’ contributions

also shifts focus from task completion

to relationship building, an essential
mindset when moving from project mode
to ongoing brand stewardship.

Page 43

Recommended Read

Measure What Matters
by John Doerr

The book introduces
OKRs, a goal-setting
system that helps teams
maintain momentum
and alignment, perfect
for sustaining brand
performance beyond the
first one hundred days.

2
"EW YORK TIMES BEsTE on

Measure

Week ten is about proof. If automation fails in testing, do not rush the launch clock.

A flawed welcome sequence can erode
trust faster than a delayed one. Double

check personalisation tokens against a
sandbox list before sending live. Brand
champions may arrive at the lunch
session expecting free rein to adjust
colour palettes or copy.

Reiterate that their role is advocacy
and feedback, not unilateral editing.

Post-launch analytics can reveal
unexpected drops when users adjust to
new dashboards; prepare a short video
explainer to guide them through changes.

Finally, leadership fatigue can surface
as reports grow more detailed. Keep
the wrap-up concise: headline results,
headline risk, headline next step.
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Reset Roadmap
What Next?

You have reached the end of the Reset Roadmap, but the real work starts here. Over the past pages we
have unpacked audits, quick wins, long-term calendars and governance habits. Choose the items that
feel achievable first, test them, measure the difference and build confidence step by step.

If a section raised more questions than answers, that is perfectly
normal; curiosity is the first sign that your brand is ready to grow.

We would love to hear how you apply the ideas. Perhaps you
want a sounding board for an editorial calendar, a second opinion
on a positioning statement or help winning partner buy-in for a
dashboard pilot.

Send us a note, drop in for coffee or invite us to a virtual chat. No
sales pitch, just a conversation about what progress looks like for
your chambers or firm and which tools will get you there faster.

Whatever you do next, keep the brand conversation alive.
Share small wins widely, record lessons openly and celebrate
every improvement, however modest. Momentum thrives on
visible progress.

When you are ready for the next step, we are here to listen,
advise and support. Together, we can turn this Reset Roadmap
into results.
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