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Evolve Marketing work with mid-sized law firms. We
put a defined structure on your sales and marketing
functions.  
 
This structure allows you to implement the strategies
that will produce reliable business development
campaigns.  
 
We develop and implement the strategies through
two programmes that take a deep look at the
audience you are focusing on and the best channels
to effectively reach them with your message and
offer.  

Who we are



 Marketing & Sales Audit
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2. Marketing Strategies
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Evolve Marketing recognizes the importance of audits to precede any strategy
development. That is why it is the first step in our programme 1. The analysis,
assessment, and learnings that spring from an audit provide you with the direction
you need to take your firm. 

A good audit is priceless for a firm. It reintroduces you to your own business,
allows you to take stock of previous goals and it lets you assess what has worked
and what inefficiencies are present in your processes. This all results in a new
spark of life for you and your team. 

The audit will be used as the main reference point when developing all future
marketing and communications campaigns. It will have to be considered before
sales strategies, channels and funnels are incorporated into your processes. 

Now that we know its importance, let's take a look at an overview of the main
sections of a marketing and sales audit: 



Audit Objectives

Marketing Strategies

First, your firm needs to look at what
you're trying to achieve from the audit.  
 
Are you starting out with an idea of what
you want to get out of it? Do you already
have an assumption on what is doing
well and what strategies need cutting?
Or, are you entering the audit with very
limited knowledge on the business
development efforts that take place? 
 
Whether you are trying to grow your  

Next, you need a full assessment of all
things marketing related within your
business.  
 
You should start with the systems and
processes that are currently running.
Look at each marketing effort on its own
merit. How has it performed? How are
you tracking its performance? What
metrics are really important to the
business that you want to achieve? 
 
Once you know what is important, you
will be able to assess the real return on
ad spend for each channel and effort
you are employing. 
 

revenue, increase your margins, book
more consultations, reduce your cost per
acquisition or retain more clients, you
should list your objectives along with the
methodology you plan on using in the
audit to achieve those goals. 
 
This clarity from the outset will ensure
you can achieve everything from
growing your online following to
increasing the fees you demand from
clients for any future work down the line.

Just as important will be the qualitative
research around marketing in your firm.
What will this entail? 
 
Your audit should uncover the
perceptions of everyone within your firm.
Is marketing seen as merely an expense
and a waste of time as opposed to a
valuable investment in the brand? 
 
This results will give you an idea on the
culture and levels of alignment.  
Uncovering these perceptions will
highlight as much as to why you are
succeeding or failing in your current
marketing and sales campaigns. 
 



Internal Environment

External Environment

It's essential you create a detailed user
persona as it is one of the most 
important learnings from the entire audit. 

Alongside your research on your
marketing, I would use this section to look
at other areas of your business like: 

Budget constraints
Skills gaps
Website Analytics: Visitors, UX, Time
on Site, Conversions.
Email Subscribers
Client Feedback: Do you have client
satisfaction reports or NPS records? 

Look at this internal data and assess
how they can improve your marketing
and sales functions. 

Next, you should examine the external
environmental factors around your firm.
You can choose from some well-known
models like: 

SWOT Analysis: Assess the
strengths, weaknesses, opportunities,
and threats of your business.
PESTL Analysis: A bit more detailed,
the PESTL analysis dives into the
political, environmental, social,
technological and legal factors that
can potentially impact your firm.

Whatever model you do choose for your
audit, the learnings from it will allow you
to put contingency plans in place and
assess potential troubles down the road.  

Firms want to manage and mitigate risk
where possible.  

Surprises are always around the corner,
they may come in the form of new
government regulations or unforeseen
Brexit implications. Whatever they are,
acquiring a snapshot of all external
factors that impact your business will
ensure you can mitigate some of the
damage that would have otherwise
occurred.  

A special focus should also go towards
your competitors, both direct and
indirect. You should learn where both
their strengths and weaknesses lie. 

The user persona will help you learn
both the demographics and
psychographics of the market you are
targeting.Your research should result in
you knowing their pain points
thoroughly.  

These learnings will help you hone in on
your messaging and offer and allow you
to alter it next time you go to your target
market. 
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What deliverables can you expect to get from a marketing and sales audit? Once
your firm completes the audit, you will be in a position to start implementing new
business development strategies.  
 
The audit always precedes developing any strategy. No matter what strategy you
move forward with, the learnings and evidence from your audit will be visible
throughout. 
 
Besides developing a winning strategy, the audit will also provide your firm with: 

 The audit report

A defined brand story
Mission, vision and values clarity
Cost savings by identifying inefficient processes
Full user persona of your target market 
Customer lifetime value reports 
Return on ad spend 
Client acquisition cost 
Social media audit 
Future marketing best practices

Before you move on from the audit, you should commit and plan for when your next
one will take place. Even if it is 1 year down the line, both the internal and external
factors change rapidly. As a firm, you have to be proactive in how you react to
these market conditions. 
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