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Drive Your Marketing Strategy with Your Wheel of Content
Janet Falk, Ph.D.
Falk Communications and Research

Think of your marketing activities as a wheel, with your website as its central hub.

You create content or spokes, producing multiple ways for potential clients, lapsed clients and referral sources to learn about you and become more comfortable interacting with you.

Your wheel of content is comprised of every idea you’ve shared across a diverse array of platforms— whether print, digital, audio or video—all with the same goals:

· Show that you understand the reader’s/viewer’s/listener’s problem
· Demonstrate that you can solve it because you have solved it before; and
· Establish yourself as the attorney they need to speak with to solve the problem.

Your objective is to prompt the reader, listener or viewer to take the next logical step, which is clearly indicated:

· Visit your website (link provided)
· Send an email (popup email link included)
· Download a client alert (link to the document or perhaps to a form requiring an email address for future follow-up)
· Call for a complimentary consultation (phone number displayed)

Individuals have preferences for how they wish to learn about what an attorney may say on an issue of interest.

Consider experimenting with the following approaches. Then evaluate which have generated the strongest responses and which are the most natural and comfortable for you.

· Downloadable material from your website: calendar, checklist, quiz, tips, best practices to DO or NOT DO
· Speaking: in-person workshop, webinar, video, podcast guest or host
· Writing: newsletter, client alert, blog post

The beauty of a wheel of content is that anything you create can be reformatted and distributed via another platform, and even shared over several channels.

Plus, your new content can be promoted on social media, whether LinkedIn, Facebook, Twitter, Instagram, and so on.

Consider the example of a matrimonial attorney. She has developed discussions on her website and created checklists that address key issues in divorce, organized loosely here by chronology:

· Timeline of steps in divorce proceedings
· Protecting pre-marital assets
· Spousal and child support
· Child and pet custody issues
· Coparenting issues
· Property division: home, vacation home, boat, art collection
· Business assets

Each of the above subtopics can be broken down into discussion points, limited to five at most. (Experience has shown that five is sufficient to demonstrate authority and spark interest in a consultation.)

Clearly, these are all meaty topics that can be further elaborated, as appropriate to the intended audience (potential client or referral source) and the features and limitations of the website or printed sheet used.

Now, she plans to develop a series of videos, each two minutes in length, that will address limited aspects of the content discussed.

They establish her as a warm and empathetic person, plus they underscore her commitment to tenaciously serve her clients.

The videos will refer viewers to her website. There they may read additional information and be prompted to contact her for a consultation.

This is how the wheel of content works: it establishes your authority, conveys your personality and directs the audience to take the next logical step, which is conveniently provided.

Note that the materials are educational and do not solicit business. That would violate Rule 7.1 of the Rules of Professional Conduct regarding Advertising.

Now, consider the material currently housed on your wheel of content.

· How might some prior discussions be updated and made more current?
· How might those topics (and others) be repurposed in a different format?
· Which content and which formats are performing best for you?

It’s time to take your wheel of content out for a spin and see where it leads you.
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