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Welcome to �e Consultwebs Decision-Making 
Handbook! We created this resource to facilitate the 

decision-making process of law firms that are looking 
for the ideal legal marketing agency that will help 

them achieve their growth goals and thrive.

While we understand that Consultwebs may not be the 
right fit for every firm, we believe that this document 

will serve the legal community as a tool to find the 
perfect option for their specific needs. 

We hope you find this resource helpful and enjoy it as 
much as the Consultwebs team did creating it.  
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Making decisions in the business world requires emotional intelligence, the wisdom to take 
premeditated risks, and capital. �is all can be incredibly intimidating, as with any risk that 
is taken, we face different levels of uncertainty and forced patience.

But if you were to weigh these risks, you might come to realize that inaction is o�en far 
riskier than diving headfirst towards the solution to your problems. As for the solutions 
Consultwebs has to offer, think about how quality legal digital marketing could make your 
firm grow and thrive through: 

So, whether you’re struggling with your phones ringing consistently with leads that just 
aren’t “right” for your firm, they’re not ringing at all, or perhaps you’re simply ready to 
embark on a journey of growth, there are proven solutions that could help you reach your 
goals.  

Let’s start with a quick question - would you rather have your firm make ends meet every 
month or would you rather see your firm exceed expectations month a�er month? Both 
present challenges to a business owner, but one is o�en much more preferred. 

Find out how your mindset could be the dealmaker (or breaker!) in this process, and how you 
can overcome the hurdles to ultimately make your dreams a reality. 

�e way you think might be what’s stopping you. Let us explain - we see two primary types 
of thinking when speaking to potential attorney business owners:

Increased Number of
Qualified Leads Higher Quality Leads
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  1. Cost-based:

If you relate to the following thought, you are likely a cost-based thinker: “How much will it cost 
to reach my goal?” 

You’re not alone - most of the attorneys and firm representatives we speak to have many 
questions related to how we intend on getting them what we promise - and how much it’s all 
going to cost! While it is important to be aware of the initial required investment, there is one 
(major) caveat to focusing too much on it: �e potential, and in our case, proven results your firm 
could reap are o�entimes overshadowed by the intimidation and fear of commitment to what 
could be a substantial initial investment. While concern is understandable, it is key to remember 
that there is a balance that will tilt in your favor if you play your cards right. We have seen time 
and time again that the bigger the conceived risk, the bigger the ultimate payout ends up being 
(i.e., return on investment).   

It is also worth noting that some practice areas are more competitive than others and may 
require a higher investment simply because of the current digital marketing landscape and 
where a firm is currently positioned in search. Your geographic location and how fierce your 
offline local competition is are key factors you can use to get an idea as to how competitive (and 
potentially costly) your digital presence will be. 

  2. Results-based:

If you belong to this school of thought, you have a clearer picture of the forest as a whole, as 
opposed to each and every plant and animal that it contains. Your thought process goes more 
along the lines of “How will digital marketing help my firm get to where I want it to be?”  

You believe that how you reach your goals isn’t as important as getting there, and beyond. 
Whether you’re facing the decision of whether or not you are going to invest in a 
custom-tailored suit or your firm's digital marketing, your main focus is whether that investment 
is going to help you achieve your goal. 
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• Are you going to achieve a better first impression in that new suit? • Will that first 
impression help sign more cases? • How about digital marketing? •

• Is that investment going to help you garner more and higher quality leads?  •

https://www.consultwebs.com
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* Results depend upon a variety of factors including, but not limited to: 
   competition, market, approach, invesment, and a firm’s internal processes.

2:1 ROI 6:1 ROI

$ 2,000
$ 10,000

$ 4,000 $ 60,000

  Results vs. Cost-Based Proof from Existing Consultwebs Campaigns

To further bring home the concept of results vs cost-based thinking, we’ve got a couple 
of graphs for you. In our 20+ years of business, we have analyzed ridiculous amounts of 
data, and some of the most compelling figures derive from comparing the two 
mindsets from within our own client base. 

We have noticed that taking a bigger (premeditated) risk typically means that there 
will be a higher return. As an example: law firms that put forth $2000 as their initial 
investment frequently see their ROI double. 

Law firms that invest $10000, however, will see their ROI multiply times 6! �is just 
comes to show that if you want to do extraordinary things, you will, more o�en than not, 
also have to take extraordinary action. What is key here is that the risk that was taken, 
was not taken blindly nor by chance - Consultwebs experts accompanied these firms 
throughout the whole process and cleared up any doubts and questions along the way. 

�e Investment �e ReturnVS
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Here’s another piece of data for you. Check out the trend we have recognized 13 months 
a�er clients sign with us.

While the first numbers represent the status quo of how expensive leads tend to be in 
their individual geographic locations and their respective practice areas, through 
continuous and experienced campaign optimizations, we see costs per lead go down 
77% and costs per case also decrease by 72% during the first 13 months of working with 
Consultwebs.

Jumping into the unknown is not for the faint of heart, but the value it can drive for your 
business can be massive, and a game-changer for your firm’s growth trajectory.
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  �e Decision-Making Process

Now that we’ve established what route your mind takes when it comes to making 
financial decisions, let’s go through the Consultwebs Ultimate Decision-Making 
Handbook Questions. �is list of questions is adaptable and adjustable for different 
contexts and are meant to help you come to your own conclusions before jumping on a 
call with different vendors. Feel free to print this sheet out if you prefer to write things 
out by hand.  

What criteria does your law firm use when choosing a company to solve issues like 
creating a consistent pipeline of new cases?

How are you measuring success with who you use now to help you get more cases? Do 
you know what your cost per lead and cost per case is?

Let’s suppose you are looking at several different companies who all meet your criteria, 
including price. How would you then decide what to do?

If cost is the most important thing to you, how does that compare to getting results and 
being able to solve this problem?

Let’s suppose your next web provider is able to produce the results you are seeking. 
What would you do with the extra profit? 

How does your law firm determine how to budget for marketing?

Do you feel the budget you have allocated is sufficient to solve your current situation?



  �inking Beyond the Solution

It’s valuable to consider the what-ifs should you decide against taking action. �is 
exercise will ensure you are 100% comfortable with your decision. (We encourage you 
not to overthink these questions - if you find yourself doing that, it might be best to set 
this exercise to the side and come back to it the following day.)

What will happen if you don’t change your current situation? What are the risks?

What if you don’t do anything about this problem and your situation progressively gets 
worse?

If you have a less expensive option in mind, what will happen if they don’t get you the 
results you expect? 

What do you foresee happening in the next 5-10 years, if you keep doing the same thing?

If you decide to not take action now, is there risk of unwanted losses this year in lost 
profit/revenue/cases signed? If so, how much money is at stake? 

What’s the potential impact on your business if you don’t do anything about this issue? 
Are you comfortable settling for that?

Can you realistically achieve your goals without addressing the current situation?
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  Budgeting Questions

If you do choose to take on the investment for a solution to your issues, you will need to 
think through the financial logistics as well. We’ve compiled a short list of questions for 
you to consider and create a plan to start making your goal a reality.

What is your current budgetary process at your firm?

What budgetary parameters are you working with?

How will funding for this project be determined?

Are there any obstacles you might encounter when trying to get financial approval to 
solve the issue at hand? 

Is there anyone else involved in the approval process for the budget of this project?

Will the investment I’m considering realistically achieve the number of new cases I desire 
each month? (e.g., if you want 10 more cases per month but only wish to invest $1,000, is 
that realistic?) 



Conclusion

Decision-making doesn’t have to be the ominous process it’s made out 
to be - the trick is preparing for the day the decision needs to be made 

and planning ahead. If there are gaps in that plan, or if there are still 
questions that need answering, the best plan of action is to write them 
down and plan through them with your team and/or with the experts 

at the company you are considering hiring. 

If you are currently considering Consultwebs to be your legal marketing 
partner, feel free to fill out your answers in this handbook and book a 
call with one of our experts to go over them. We would be more than 

happy to discuss the options we consider to be the best fit for your firm 
and its needs. Alternatively, we would be happy to discuss these 

questions with you on a call and fill out each section together to help 
you build out a plan to conquer your goals in digital marketing. 

Book a call here, or call (844) 262-6807

https://www.consultwebs.com/book-a-call?utm_source=cw_decision_making_handbook

