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Introduction

This 12-month marketing strategy has been carefully crafted to support Complete Clarity Solicitors in
building stronger brand visibility, converting more leads into enquiries, and retaining loyal clients who
advocate for your services. Designed using the "Lookers into Bookers" customer journey framework, this
plan recognises the unique process your prospective clients go through when selecting a professional

service - from feeling uncertain and overwhelmed to becoming confident and supported.

We'll guide activity across the six customer journey stages: Awareness — Consideration — Purchase —
Retention — Advocacy — Cancellation/Churn. Each quarter has been purposefully structured to match
these stages, giving your marketing team the clarity and confidence to implement intentionally, not
reactively. You'll also find platform recommendations, messaging refinement tips, and quick wins to

boost momentum.

The aim? Build connection, reduce friction, and ensure the future of your business is clear, strong, and

client-focused.



Summary of Submission

e Business Name: Complete Clarity Solicitors

e Website: www.completeclaritysolicitors.com

¢ Main Services Offered: Divorce Law, General Litigation, Property Sales
¢ Seasonality: Consistent for all services throughout the year

¢ |deal Client: UK-based adults aged 35-90, both new and returning clients, seeking trusted legal

advice and representation
¢ Platforms in Use: Facebook Business Page, Google Ads, YouTube, LinkedIn

¢ Core Brand Differentiator: Reliable, professional, and clear service delivery in times of uncertainty

or stress



12-Month Strategy

Q1: Awareness (July-September 2025)
Theme: “When Life Changes, You Need Clarity”

Primary Goal: Increase reach and brand visibility with ideal clients on lower-pressure platforms
Key Actions:
¢ Create storytelling-led content showing real-life situations clients might face before seeking legal
help

¢ Run short educational YouTube videos under 90 seconds (e.g. “What happens when | want to file for

divorce?”)

¢ Launch Google Ads Display campaigns targeting common life events (divorce, selling a home,

neighbour disputes)
e Test Facebook awareness campaigns with emotional headlines and boosted video posts

e Refresh LinkedIn company page with client testimonials and expert-led tips relevant to B2B

audiences

e Begin a monthly email newsletter with useful legal insights and seasonal tips

Platform Examples:

Facebook: Boost short videos or testimonials with warm, empathetic captions

YouTube: Short vertical videos titled “Clear Guidance When You Need I+ Most”

Google Ads: Focus on Display Network with demographic and interest targeting

Linkedin: Share team achievements, legislation updates or short legal explainers

Suggested Messaging Tags: #UnderstandYourOptions #FindClarity #WhenLifeChanges
#ConversationsWithClarity

Q2: Consideration (October-December 2025)

Theme: “You Deserve a Team That Listens”

Primary Goal: Nurture leads and establish deeper trust to move Lookers closer to booking



Key Actions:

Build and promote a lead magnet (e.g. “5 Questions to Ask a Divorce Solicitor First”)

Launch a 3-part automated email nurturing sequence for new leads

Publish blog content that answers specific service queries (e.g. “What’s the cost of selling a home with

legal help?” or “How do | respond to a letter from a solicitor?”)

Include low-friction calls to action (“Free Discovery Call”, “Ask Us a Quick Question”)

Platform Examples:

Facebook: Run lead form ads for downloadable guides or “Ask the Expert” videos

YouTube: Playlists that group explainer videos by service, showcasing clarity and personality

Google Ads: Switch to Search campaigns with inquiry-intent keywords (“litigation lawyer near me”)

LinkedIn: Personal posts from leadership team about legal approach and problem-solving style

Suggested Messaging Tags: #ClarityTeam #YouFirstLaw #LegalAnswersThatFit #StartWithSupport

Q3: Purchase & Conversion (January-March 2026)

Theme: “You've Got Support on Your Side”
Primary Goal: Strengthen calls to action and reduce friction in contacting/bookings
Key Actions:

¢ Create service-specific landing pages with clearer user journeys, especially for Divorce, Litigation,
and Property

e Feature case study-style testimonials on social proof pages and Google Ads extensions

e Offer a limited-time discovery call slot promotion or January legal review

e Add service icons and pricing examples to nurture transparency and improve website conversion

¢ Use call tfracking to identify final steps before clients contact

Platform Examples:

e Facebook: Show carousel ads explaining the next steps after an initial consultation

e Google Ads: Run retargeting to web page visitors who've not converted—use bold CTAs like “Speak to

a Trusted Legal Team Today”



e Linkedin: Conversion ads targeting decision-makers needing legal clarity (especially for litigation)

Suggested Messaging Tags: #ClaritylnAction #LegalTeamOnYourSide #TakeTheNextStep
#SpeakWithConfidence

Q4: Retention & Advocacy (April-June 2026)

Theme: “Clarity for Life’s Next Chapter”
Primary Goal: Support client retention, encourage referrals, and re-engage past clients
Key Actions:

¢ Launch “Client for Life” series - monthly client-only emails that detail changes in legislation, legal
guidance or next-step services
¢ Create areferral programme (“Help Someone You Trust With Legal Clarity”)

e Collect video testimonials to use across YouTube and Facebook

¢ Use anniversary automation emails (e.g. 1year after divorce or property transaction) to check in and

offer post-service help

¢ Build a Google review push with instructions and response templates

Platform Examples:

e Facebook: Spotlight past clients and testimonials, aligning storytelling with your values
e Email: Persondalised emails that identify next legal life stage and keep connection warm

e YouTube: Client tributes and “Clarity Journeys” told by former clients (anonymised if needed)

Suggested Messaging Tags: #LegalPartnerForLife #TrustedBy You #ClarityForever
#ClientsWithConfidence



Channel Suggestions

What's Working:

Facebook: A trusted and familiar platform for emotionally-driven services

Google Ads: Current campaigns likely driving traffic from high-intent searches

YouTube: Untapped potential to humanise and simplify your services via video

LinkedIn: Ideal for connecting with the decision-making professional demographic

What’s Missing:

A strong, value-driven email nurture sequence post-download or contact

Lead magnets tailored by service (e.g. Divorce Prep Checklist, Property Seller Guide)

SEO blog strategy to answer common search questions and build trust

Client re-engagement emails to prompt return visits after service completion

Quick Wins:

Add simple call-to-action buttons on every core page: “Speak to a Solicitor Today”
e Update LinkedIn with milestone posts—team training, internal promotions, success stories
¢ Upload explainer videos to both YouTube and Facebook using square format and captions

e Run quick polls on Facebook - “What’s one thing you'd ask a legal expert if you had 5 mins?” and use

responses in blog content

e Use Google review requests—add one-click links in thank you emails and texts after service closure



Blog & Video Content Plan for Dreaming and

Planning

Introduction

This content plan is designed to align with the early stages of the customer journey - Awareness and
Consideration - specifically within the "Dreaming and Planning" mindset. At this point, potential clients
are beginning to explore their options. They may not yet be ready to initiate legal proceedings, but
they're starting to think about what their future might look like if they did. Your role during this phase is to

educate, empathise, and gently guide - bridging uncertainty with clarity.

All content ideas provided are suitable for the platforms you already use: Facebook Business Page,
Google Ads (Display and Search), YouTube and LinkedIn. Formats are suggested with these channels in

mind, ensuring your message connects visually and emotionally.

Awareness Stage

Primary Focus: Audience building, brand visibility, emotional connection. Content should emotionally
resonate, show understanding, and provide light-touch education. No heavy calls to action—just

presence and relevance.

1. Title: "Feeling Stuck? You're Not Alone - Let’s Talk About Legal Support"
Visual Hook: Neutral-toned video showing real people pausing during life transitions (e.g. holding
a letter, staring silently out a window)
Emotional Takeaway: You're not the only one going through this, and support is available when

you're ready.

2. Title: "When Life Changes, Clarity Matters"
Visual Hook: Facebook carousel showing illustrations of life triggers (divorce, downsizing, family
disputes)

Emotional Takeaway: You deserve guidance that removes fear and brings peace of mind.

3. Title: "A Calm Voice in a Complicated World"
Visual Hook: LinkedIn video featuring a solicitor calmly discussing client experiences (no legal
jargon)

Emotional Takeaway: Legal complexity doesn’t have to mean emotional overwhelm.



10.

11.

12.

13.

14,

. Title: "Thinking About Getting It Sorted... But Unsure Where to Start?"

Visual Hook: YouTube thumbnail with bold headline text over an image of crossed paths or a
confused person holding documents

Emotional Takeaway: You might not have all the answers yet, but that’s okay.

. Title: "What Does a Family Solicitor Actually Do?"

Visual Hook: “A day in the life” video walkthrough on Facebook or YouTube

Emotional Takeaway: Legal support isn't about taking over - it's about standing beside you.

. Title: "The First Conversations That Change Everything"

Visual Hook: Interview or re-enactment of initial consultation moments (scripted or anonymised)

Emotional Takeaway: Small conversations are the beginning of big turning points.

. Title: "Divorce, Property and Disputes: What's Common and What's Not?"

Visual Hook: Simple infographic for Facebook or LinkedIn comparing frequent vs. rare scenarios

Emotional Takeaway: Your experience is more common - and more manageable - than you may
think.

. Title: "Legal Jargon Explained Simply - One Term at a Time"

Visual Hook: Short vertical video series “Jargon Buster” on YouTube Shorts (e.g. “What is a
‘Decree Absolute’?”)

Emotional Takeaway: With clear language comes greater control and confidence.

. Title: "What Happens If | Do Nothing Right Now?"

Visual Hook: Friendly solicitor on video explaining “no pressure” realities

Emotional Takeaway: Sometimes not acting is a choice - but let it be a considered one.

Title: "Real Stories: Moments That Made the Difference”
Visual Hook: Facebook video montage using anonymised quotes

Emotional Takeaway: There is relief on the other side of difficult decisions.

Title: "5 Signs You Might Want Legal Support - Even If You're Not Sure Yet"
Visual Hook: Facebook checklist with soft colours and reassuring tone

Emotional Takeaway: It’s okay to explore options before you reach breaking point.

Title: "Where to Start When Things Feel Legally Complicated"
Visual Hook: lllustrated roadmap or flowchart infographic

Emotional Takeaway: No matter how tangled things feel, there is a path forward.

Title: "Should | Talk to a Solicitor or Just Wait and See?"
Visual Hook: Client-style monologue delivered to camera in a real-life setting (e.g. kitchen,
garden)

Emotional Takeaway: There's no shame in pausing—but understanding options is empowering.

Title: "What Would Clarity Look Like in Your Life Right Now?"

Visual Hook: Open-ended Facebook reel asking this question to strangers or past clients



15.

16.

17.

18.

19.

20.

(anonymised)

Emotional Takeaway: Visualising your ideal future helps build belief that it's possible.

Title: "Legal Myths That Might Be Holding You Back"
Visual Hook: Series of myth-busting graphics for Facebook and LinkedIn

Emotional Takeaway: What you've heard isn’'t always the reality - and that’s good news.

Title: "Are Lawyers Intimidating? Clients Tell Their Truths"
Visual Hook: Short street-interview-style footage or written testimonials

Emotional Takeaway: It’s normal to be nervous - but approachable teams do exist.

Title: "What Makes a Solicitor the Right Fit for You?"
Visual Hook: Facebook poll or YouTube video breaking down values v. price v. reputation

Emotional Takeaway: You can choose someone who sees your needs - not just your case.

Title: "Complete Clarity: Meet the People Behind the Practice"

Visual Hook: Facebook/LinkedIn mini-introductions from staff reading real client feedback

Emotional Takeaway: Your legal journey will be with thoughtful, human professionals.

Title: "A Solicitor’s Advice to Their Own Family"
Visual Hook: Personal stories from solicitors recounting how they supported their own
parents/siblings

Emotional Takeaway: If we'd give this advice to our loved ones, we’'ll give it to you too.

Title: "You're Not Starting From Zero - Start From Here"
Visual Hook: Inspirational YouTube montage of small steps leading to big change

Emotional Takeaway: You don’t need the whole plan—just the first bit of clarity today.

Consideration Stage

1.

2.

3.

Primary Focus: Build trust, answer specific concerns, and prompt engagement with low-friction choices.
This is where Lookers become genuinely warm leads - not yet ready to hire, but increasingly ready to
talk.

Title: "5 Questions to Ask a Divorce Solicitor Before Hiring One"
Visual Hook: Downloadable guide promoted via Facebook PDF preview carousel

Emotional Takeaway: You have the power to ask the questions - not just answer them.

Title: "What It's Like to Work With Our Litigation Team - Start to Finish"
Visual Hook: LinkedIn document post showing each step in the process with icons

Emotional Takeaway: Transparency builds comfort - and trust.

Title: "Hidden Costs of Selling Property (and How to Avoid Them)"

Visual Hook: YouTube explainer with on-screen pop-ups of fictional costs being “crossed out”

Emotional Takeaway: Informed decisions = less stress and better results.



10.

11.

12.

13.

14,

15.

. Title: "We Hear You: Your Biggest Legal Worries, Answered"

Visual Hook: Solicitor Q8A panel format (pre-recorded) from Facebook followers’ comments

Emotional Takeaway: Your voice matters before, during and after representation.

. Title: "How Much Does Legal Help Actually Cost?"

Visual Hook: Simple budget breakdown post in branded colours

Emotional Takeaway: You don’t need to feel embarrassed to ask.

. Title: "Legal Clarity in 3 Steps: How We Make It Simple"

Visual Hook: Facebook or LinkedIn graphic literally showing 1-2-3 steps

Emotional Takeaway: The right process reduces overwhelm.

. Title: "Most Common Client Questions - Answered Rapid Fire by Our Solicitors"

Visual Hook: YouTube Shorts, 15-second answers with bold captions

Emotional Takeaway: You're not alone in your doubts and concerns.

. Title: "Here’s What Happens in a Free Discovery Call"

Visual Hook: Short video demo or animation with checkmarks

Emotional Takeaway: Transparency creates courage.

. Title: "Email Scripts: How to Contact a Solicitor (Without Overthinking It)"

Visual Hook: Downloadable toolkit promoted on LinkedIn or Facebook

Emotional Takeaway: You don’t need to be perfect to reach out.

Title: "Divorce? Selling a Home? Meet Your Legal Guideposts"
Visual Hook: Blog post structured like a decision tree

Emotional Takeaway: You're making progress just by finding your path.

Title: "3 Mistakes People Make When Picking Legal Advice - and How to Avoid Them"
Visual Hook: YouTube “don’t do this, do that” style video

Emotional Takeaway: You can make informed, confident choices.

Title: "Client Journeys From Hesitation to Help"
Visual Hook: Facebook story-style post with pull quotes

Emotional Takeaway: There’s a path between “thinking about it” and “living with peace of mind”.

Title: "Here's What You Can Expect in the First Week of Working with Us"
Visual Hook: A simple timeline visual or animated walkthrough

Emotional Takeaway: You'll never feel “thrown in the deep end”.

Title: "How We Maintain Client Confidentiality at Every Stage"
Visual Hook: Video series with reassuring tone and client protection visuals

Emotional Takeaway: Your privacy is respected—always.

Title: "Worried About Court? 5 Alternative Ways We Resolve Disputes”
Visual Hook: Infographic carousel showing alternatives like negotiation or mediation

Emotional Takeaway: There may be a path forward without a courtroom.



16. Title: "What Respectful Legal Help Really Looks Like"
Visual Hook: Solicitor/client interaction comparison visual (What it is vs. what it’s not)

Emotional Takeaway: You deserve dignity throughout this process.

17. Title: "Can Legal Help Reduce My Stress?"
Visual Hook: Video interview with past client (anonymous or voiced by actor)

Emotional Takeaway: Getting support can be a wellbeing decision, not just a legal one.

18. Title: "We'’re Not Just Solicitors - We’re Human First"
Visual Hook: Facebook behind-the-scenes look at the staff team

Emotional Takeaway: Compassion matters as much as credentials.

19. Title: "Is Now the Right Time to Reach Out?"
Visual Hook: Friendly checklist graphic or video encouraging introspection

Emotional Takeaway: It’s okay to not be 100% ready - and okay to take action anyway.

20. Title: "Why Clients Choose Us When Others Don’t Feel Quite Right"
Visual Hook: Testimonial montage using real phrases from past clients

Emotional Takeaway: The right legal support feels honest, local, and aligned with you.

Done consistently, the above content strategy builds a strong foundation for trust at every stage of a
client’s journey - particularly when they’re unsure, exploring or merely considering options. Emotional
resonance, simplicity, and visual credibility will be your biggest assets as you turn Lookers into future

Bookers.



Blog & Video Content Plan for Purchase and

Retention

Introduction

This content plan focuses on the Purchase and Retention stages of the customer journey, aligned with
the Lookers into Bookers framework. These stages are critical for transforming warm leads into active
clients and continuing to serve existing clients in ways that foster loyalty, satisfaction and long-term

advocacy.

In the Purchase phase, the goal is to provide reassurance, clarity, and the final nudge that encourages a
prospect to commit. In the Retention phase, the focus shifts toward deepening confidence in your

services, demonstrating ongoing value, and gently encouraging referrals, repeat instructions, or reviews.

Allideas below are formatted to suit your current platforms: Facebook Business Page, Google Ads
(Search and Display), YouTube and LinkedIn. Visual storytelling remains central, with an emphasis on

professional warmth, clarity, and human connection.

Purchase Stage

Primary Focus: Reduce hesitation, build decision confidence, and increase contact conversion through

transparent, emotionally grounded content.

o Title: "What Happens After You Contact Us?"
Visual Hook: Animated timeline walking through the first 7 days post-enquiry

Emotional Takeaway: Knowing what happens next removes fear of the unknown.

o Title: "Worried You'll Say the ‘Wrong Thing’ in Your First Call?"
Visual Hook: 1-minute reassuring video on YouTube explaining how calls are guided

Emotional Takeaway: We lead the conversation—you just have to show up as you are.

¢ Title: "Booking Made Easy: 3 Ways to Reach Our Team"
Visual Hook: Facebook carousel showing phone, website and live chat options

Emotional Takeaway: Choose the contact method that suits your energy today.

¢ Title: "What Makes a Free Discovery Call Actually Useful?"

Visual Hook: Solicitor-led explainer video showing call snippets (acted or anonymised)



Emotional Takeaway: The first conversation should be valuable even if you don’t continue.

Title: "Behind Our Pricing: What You're Really Paying For"
Visual Hook: Time-lapse Instagram-style video showing a solicitor preparing a case

Emotional Takeaway: You're not paying by the minute—you're investing in protection and peace.

Title: "Tailored Legal Support: Here's What That Looks Like"
Visual Hook: Facebook infographic breaking down client types and how services flex

Emotional Takeaway: You're not being fitted into a process—you’re being supported through yours.

Title: "Choosing a Solicitor? Here’s Why Personality Matters More Than You Think"
Visual Hook: Mini staff bios on Facebook/LinkedIn with a client-fit focus
Emotional Takeaway: You deserve someone who matches your energy and needs—not just

qualifications.

Title: "You Don’t Need to Understand Everything Before You Call Us"
Visual Hook: YouTube video with staff explaining how clients often “just explain how it feels”

Emotional Takeaway: Bring your questions, not your answers.

Title: "A Family Solicitor’s Promise to Every New Client"
Visual Hook: Staff-led video with promises: respect, clarity, no assumptions

Emotional Takeaway: You're not a case—you’re a person, and we’'ll treat you that way.

Title: "We're Not the Cheapest - And That’s On Purpose”
Visual Hook: Side-by-side comparison-style post showing pitfalls of cut-price services

Emotional Takeaway: Legal outcomes last too long to be chosen by price alone.

Title: "What Does It Feel Like to Finally Press ‘Go’?"
Visual Hook: Client testimonials or voiceovers describing their relief

Emotional Takeaway: Decision = relief, not regret, when it's the right team.

Title: "Say Less: Just Describe What's Going On and We'll Do the Rest"
Visual Hook: Video montage of conversations starting mid-tangle

Emotional Takeaway: You don’t need the perfect phrasing—you need someone who listens.

Title: "Real Clients. Real Starts. Real Relief."
Visual Hook: 3-part Facebook series introducing anonymised journeys from first contact

Emotional Takeaway: You're not alone—and you're not the first.

Title: "Our Welcome Email: What to Expect After Reaching Out"
Visual Hook: Screenshot of actual onboarding email sent to new clients

Emotional Takeaway: You're immediately met with warmth and next steps.

Title: "What Happens If You Change Your Mind?"
Visual Hook: LinkedIn video discussing approach to reconsideration and shifting needs

Emotional Takeaway: Nothing is locked in—you’re in control.

Title: "Meet the Person You'll Speak to First"

Visual Hook: Front-office team video introduction



Emotional Takeaway: Speaking to a stranger feels less daunting when you've “met” them.

e Title: "What Happens Between Booking and Your First Meeting?"
Visual Hook: Video explainer walkthrough of the intake process

Emotional Takeaway: You deserve to feel prepared, not in the dark.

o Title: "Let’s Talk Next Steps — Not Big Leaps”
Visual Hook: Facebook quote image with “One step. That’s all.”

Emotional Takeaway: Big change starts small—and gently.

e Title: "How Our Process Feels Different From Day One"
Visual Hook: Testimonial video using phrases like “calmer than | expected” or “no judgment”

Emotional Takeaway: The feeling of your first conversation matters—and we get that right.

o Title: "You've Thought About This Long Enough - Let’s Take the First Step Together"
Visual Hook: YouTube video montage of hopeful transitions: closing a door, opening a letter

Emotional Takeaway: Progress begins the moment you give yourself permission.

Retention Stage

Primary Focus: Deepen trust post-purchase, reduce second-guessing, incentivise referrals, and

encourage future re-engagement.

e Title: "What's Next? Your Post-Resolution Guide"
Visual Hook: Downloadable PDF or checklist shared via Facebook and LinkedIn

Emotional Takeaway: Legal closure should come with emotional clarity too.

e Title: "We're Still Here: Why Clients Come Back Years Later"
Visual Hook: Client story on video or blog describing re-instruction experience

Emotional Takeaway: Support doesn’t disappear when the case closes.

o Title: "Your Questions Didn't End at the Final Signature - And Neither Did Our Service"
Visual Hook: Solicitor answering 'follow-up' FAQs from past clients

Emotional Takeaway: You're never a “former client”—you’re part of the community.

e Title: "Let’s Make Legal Simpler—Forever™"
Visual Hook: Invitation to free annual Q&A live session on Facebook

Emotional Takeaway: When in doubt, you’ll always have a place to ask.

¢ Title: "We Remember Milestones - And Celebrate Them With You"
Visual Hook: Facebook/LinkedIn anniversary thank you messages (case closed + Tyr)

Emotional Takeaway: We were part of your past—we care about your present.

e Title: "Why Second Instructions Often Feel More Empowered"

Visual Hook: Testimonial blog or video with returning client



Emotional Takeaway: Familiarity builds confidence—and smoother journeys.

Title: "A Big Thank You: How We Honour Returning Clients"
Visual Hook: Branded loyalty initiative reveal (e.g. early call-back priority)

Emotional Takeaway: Returning clients are recognised, remembered and respected.

Title: "Client Care Isn't a Department—It's a Decision"
Visual Hook: Behind-the-scenes video showing inter-staff care practices

Emotional Takeaway: The culture of care doesn’t stop at the customer—it starts with the team.

Title: "From Clients to Ambassadors: The Power of Gratitude"
Visual Hook: Testimonial wall photo montage (with permission)

Emotional Takeaway: Your voice may encourage someone else's first brave step.

Title: "Rate Us in 60 Seconds: What We Do With Your Feedback"
Visual Hook: YouTube Shorts showing how client reviews impact internal improvements

Emotional Takeaway: Your feedback not only matters—it makes a difference.

Title: "Wish You Knew This Earlier? So Will Someone Else"
Visual Hook: Encouragement to refer a friend via private message or shareable page

Emotional Takeaway: You can be the voice of clarity for someone silent with worry.

Title: "You're More Than a One-Time Case"
Visual Hook: Simple message video from solicitor “checking in” post resolution

Emotional Takeaway: We're not done just because the case file is.

Title: "What We Loved About Working With You"
Visual Hook: Staff voiceover or thank-you open letter on Facebook

Emotional Takeaway: Gratitude goes both ways—and it’s sincere.

Title: "Staying Up to Date With Your World (And the Law)"
Visual Hook: Monthly updates email or blog featuring common life changes and related legal insights

Emotional Takeaway: As life evolves, so should your legal awareness—and we'll help.

Title: "Legal Check-In: When Was Your Last One?"
Visual Hook: Facebook post or email reminding past clients of free follow-up review

Emotional Takeaway: A friendly nudge protects future peace of mind.

Title: "Let’s Keep Talking: Join Our Private Client Community"
Visual Hook: Select email invite campaign to private group or mailing list

Emotional Takeaway: Being a client means always having somewhere to turn.

Title: "Still Feel Proud of the Decision You Made?"
Visual Hook: Message prompt video asking returning clients to reflect

Emotional Takeaway: Doubt fades—but your strength lasts.

Title: "Stay in the Know: Your Legal Life Companion"
Visual Hook: YouTube playlist/email campaign with content grouped by life stage

Emotional Takeaway: Good support adapts to your life—not just your case.



e Title: "Did We Make a Difference?"
Visual Hook: Post-case feedback form with warm tone

Emotional Takeaway: Your opinion isn't an obligation—it’s a gift to us.

e Title: "The Best Compliment? A Referral."
Visual Hook: Facebook and LinkedIn thank-you template for those who've referred

Emotional Takeaway: A personal recommendation is something we never take lightly.

Through consistent delivery of content grounded in transparency, emotion and simplicity, Complete
Clarity Solicitors can ensure that potential clients confidently make the decision to engage—and feel even
better about it after they do. These moments of support and connection beyond the point of sale are

what build lasting impressions, positive word-of-mouth, and true brand advocacy.



Blog & Video Content Plan for Advocacy and

Cancellation/Churn

Introduction

This content plan supports the Advocacy and Cancellation/Churn phases of the customer journey,
tailored to Complete Clarity Solicitors and grounded in the Lookers into Bookers framework. These final
stages of the journey aren’t just the “end”—they’re powerful pivot points for organic growth, insight

gathering, and brand evolution.

During the Advocacy phase, the goal is to turn satisfied clients into champions for the brand. This is
achieved by encouraging stories of success, genuine reflection, respectful gratitude and tools that make

referrals feel natural and fulfilling.

In the Cancellation/Churn stage, the work is about preserving dignity, uncovering the “why,” and offering
clear bridges for potential return, repair or further support. Remarkable service doesn’t end with the

case—it resonates through how departures are handled with professionalism and emotional intelligence.

Allideas here are optimised for Complete Clarity Solicitors' core platforms—Facebook Business Page,
Google Ads, YouTube and Linkedln—and retain a tone of warmth, reassurance and deep respect for the

client voice.

Advocacy Stage

Primary Focus: Activate positive word-of-mouth, gather and share meaningful stories, and incentivise

repeat-client contribution to brand growth.

¢ Title: "What Would You Tell Someone in Your Old Shoes?"
Visual Hook: Video montage of client advice to their “before” selves

Emotional Takeaway: You've earned wisdom—sharing it helps others walk the path.

¢ Title: "You're the Reason Someone Will Pick Up the Phone"
Visual Hook: Facebook quote image with testimonial overlay

Emotional Takeaway: Your story becomes someone else’s turning point.

e Title: "Refer With Confidence: Our 2-Way Promise System"

Visual Hook: Infographic showing how we honour both parties in referrals



Emotional Takeaway: Referrals are a sign of trust—and we treat them that way.

Title: "What It Meant to Be Seen: Stories from Our Clients"
Visual Hook: Testimonial video series in clients’ own words

Emotional Takeaway: Legal outcomes matter—but so does how you feel through it.

Title: "We Said We'd Be Different. Were We?"
Visual Hook: Client round-up post reviewing their experience points

Emotional Takeaway: Promises only matter if they’re delivered. You decide.

Title: "Stronger Together: Partner Spotlight Series"
Visual Hook: YouTube interviews with community organisations or professionals

Emotional Takeaway: Advocacy also means connecting our clients to a wider circle of care.

Title: "Why | Tell Friends to Call Complete Clarity First"
Visual Hook: First-person client story blog posted on LinkedIn

Emotional Takeaway: Recommending us feels good—because you know how much better it can be.

Title: "Let Your Praise Create Peace: How We Use Client Testimonials”
Visual Hook: Behind-the-scenes video showing how testimonials affect staff morale and messaging

Emotional Takeaway: Your kind words travel further than you know.

Title: "5 Ways Our Clients Have Helped Shape Us"
Visual Hook: Facebook carousel of changes inspired by client feedback

Emotional Takeaway: You don’t just benefit from our service—you help evolve it.

Title: "Thank You, Advocates: Your Impact in 12 Months"
Visual Hook: Year-end appreciation video with referral and review stats

Emotional Takeaway: Sharing your experience has changed real lives.

Title: "Become a Storyteller: Help Us Educate and Empower™"
Visual Hook: Invite clients to join educational campaigns (anonymised if preferred)

Emotional Takeaway: Your story can guide others through uncertainty.

Title: "A Letter From a Former Client to a Future One"
Visual Hook: Scripted client-to-client wisdom on video/read-aloud reel

Emotional Takeaway: Support doesn’t end with your case—it can ripple outward.

Title: "We'd Love to Thank You Personally”
Visual Hook: Social media posts inviting clients to receive thank-you notes or gifts

Emotional Takeaway: Your recommendation didn’t go unnoticed.

Title: "Our Longest Run: Returning Clients Tell All"
Visual Hook: Video with long-term clients reflecting on why they keep coming back

Emotional Takeaway: Stability, familiarity and trust win every time.

Title: "Know Someone Who Needs to Feel Heard?"
Visual Hook: Simple text reel encouraging private referrals

Emotional Takeaway: Support starts with someone brave enough to share what worked.



e Title: "Spotlight: You Helped Us Change the Standard"
Visual Hook: Cross-platform story of client-driven innovation in service

Emotional Takeaway: Great service evolves from great people sharing what matters.

e Title: "From Case Closed to Community Member"
Visual Hook: LinkedIn article discussing the transition from client to brand advocate

Emotional Takeaway: You're more than someone we served—you’re someone we're proud to know.

e Title: "Your Wins Inspire Us All"
Visual Hook: Uplifting montage of anonymised outcomes and empowerment moments

Emotional Takeaway: Seeing what’s possible gives hope to others.

o Title: "You Got Through It—And That Deserves Recognition”
Visual Hook: Seasonal “resilience badge” email for resolved clients

Emotional Takeaway: We remember your strength with pride, not paperwork.

¢ Title: "Could You Be Our Next Client Interview?"
Visual Hook: Personal invitation to be profiled for website/social content

Emotional Takeaway: We'd be honoured to celebrate your journey—only if you're ready.

Cancellation/Churn Stage

Primary Focus: Handle frustration/doubt with grace, gather insights, and leave warm invitations for re-

engagement and reconciliation.

o Title: "Not the Right Time? That’s Okay."
Visual Hook: Video with staff gently affirming client autonomy

Emotional Takeaway: You're in charge—we’'ll be ready if and when you are.

o Title: "If You Left With Questions, Let’s Help Answer Them Now"
Visual Hook: Email link to FAQs and call-back options

Emotional Takeaway: Uncertainty deserves resolution, even post-departure.

¢ Title: "We May Not Have Got It Right—But We're Listening"
Visual Hook: LinkedIn post or Google form link with honest feedback invitation

Emotional Takeaway: Your perspective matters even without a purchase.

e Title: "Was It Us? Let’s Reflect Together™
Visual Hook: Staff video acknowledging service gaps and inviting learning

Emotional Takeaway: We're committed to growing—critique helps us get there.

¢ Title: "What Stopped You Speaking... and What Might Help Now?"
Visual Hook: Facebook prompt asking quietly why someone stepped back

Emotional Takeaway: We understand retreat—and we offer return gently.



Title: "An Open Door Policy Isn’t Just for Current Clients"
Visual Hook: YouTube explainer video about returning client pathways

Emotional Takeaway: Things change—and reconsidering is always welcome.

Title: "You Didn't Waste Our Time"
Visual Hook: Email or carousel acknowledging disengaged leads respectfully

Emotional Takeaway: Your interest mattered—even if the timing wasn’t right.

Title: "Still Wondering If You Should’ve Continued?"
Visual Hook: Facebook post sensitively offering free clarification call

Emotional Takeaway: It's okay to revisit a possible yes.

Title: "We Never Assume It's the End"
Visual Hook: LinkedIn note about legal journeys being non-linear

Emotional Takeaway: Life happens—and we're not offended.

Title: "Take What You Need and Leave the Rest"
Visual Hook: Final email offering resources even without becoming a client

Emotional Takeaway: Our help shouldn’t be conditional.

Title: "Will You Tell Us Privately Why You Left?"
Visual Hook: Google Form with 3-question anonymous exit survey

Emotional Takeaway: Your silence holds insight—and we care.

Title: "Could We Send You a Future Reminder?"
Visual Hook: Offer to join ‘pause’ list for legal check-ins

Emotional Takeaway: No pressure. Just presence.

Title: "We Miss Conversations More Than Cases”
Visual Hook: Warm letter from a solicitor opening arms for return

Emotional Takeaway: Missing a person is different from chasing a client.

Title: "If Your First Experience Fell Short... Let’s Restart”
Visual Hook: Invitation to re-book with different solicitor (if appropriate)

Emotional Takeaway: One misstep shouldn’t cost you progress.

Title: "You Weren't Just a Lead—you Were a Person We Prepared For"
Visual Hook: Video showing what happens behind the scenes for new enquiries

Emotional Takeaway: Even quiet exits were met with genuine care.

Title: "We Track What Matters—And Walk Away With Grace"
Visual Hook: LinkedIn article explaining dignified handling of opt-outs

Emotional Takeaway: Saying no is your right—and we honour that.

Title: "Need Us Again? No Login, No Drama, No Judgement"
Visual Hook: Carousel showing 3-tap return booking

Emotional Takeaway: Come back with ease. The door stays open.



e Title: "A Break Isn’t the End of the Story"
Visual Hook: Client story on pausing then returning

Emotional Takeaway: Delays aren’t failures—they’re breathers.

e Title: "Sometimes It's Us— And We're Working On That"
Visual Hook: Facebook post owning specific area under review

Emotional Takeaway: All feedback is a gift, not a problem.

e Title: "One Last Thought Before You Go"
Visual Hook: Gentle voiceover video offering hope, not urgency

Emotional Takeaway: Your trust is precious. Whether it grew or not—we still thank you.

By leaning into client emotion at every exit or elevation, Complete Clarity Solicitors ensures that every
outcome serves as a possible advocacy moment—or a graceful chapter break with the option to return.
The brand story doesn’t end when the case does; it matures, evolves and strengthens through

connection, honesty and sincere appreciation.



Initial 6-Month Social Strategy

Start Date: 13 July 2025
End Date: 12 January 2026

This initial 6-month content strategy is tailored to Complete Clarity Solicitors using the Lookers into
Bookers customer journey, with consistent legal service demand addressed through emotionally-driven
and platform-specific content. Posts are designed for Facebook, LinkedIn, YouTube, and Google Ads
while also suggesting new formats such as Story Polls, Reels, and Shorts to optimise visibility and

engagement.

July 2025

Content Pillars: Awareness, Emotional Resonance, Visibility

o Title/Theme: "When Life Changes, Clarity Matters"
Visual Idea: Facebook carousel showing life events like divorce, moving house, or neighbour disputes
CTA: “If life feels uncertain right now, you're not alone. Hear how we help.”

Emotional Tone: Empathetic, comforting

o Title/Theme: "Legal Jargon - Explained Simply"
Visual Idea: YouTube Shorts series: ‘What is a Settlement Agreement?’
CTA: “Subscribe here for weekly #JargonBuster videos.”

Emotional Tone: Empowering, demystifying

o Title/Theme: "A Calm Voice in a Complicated World"
Visual Idea: LinkedIn video from a solicitor sharing how they guide clients, simply and kindly
CTA: “Watch how simplicity builds trust.”

Emotional Tone: Reassuring, grounded

¢ Title/Theme: "What Happens If | Don’t Act Yet?"
Visual Idea: Facebook Reel of solicitor discussing pros/cons of waiting
CTA: “Facing uncertainty? Know your options—without the pressure.”

Emotional Tone: Encouraging, non-judgemental

August 2025

Content Pillars: Awareness & Early Consideration



o Title/Theme: "Thinking About Getting I Sorted?"
Visual Idea: YouTube thumbnail with bold question overlaying crossroads graphic
CTA: “Explore legal options even if you're not ready yet.”

Emotional Tone: Reassuring, exploratory

¢ Title/Theme: Facebook Poll: “What’s the one thing you'd ask a lawyer if you had 5 minutes?”
Visual Idea: Story Poll with sliding scale and options
CTA: “Your questions could shape our next videos.”

Emotional Tone: Inquisitive, inclusive

¢ Title/Theme: "What Does a Family Solicitor Actually Do?"
Visual Idea: Facebook video: “Day in the Life of a Solicitor” (light tone, documentary style)
CTA: “See behind the scenes of how we support families.”

Emotional Tone: Transparent, humanising

¢ Title/Theme: "Real Stories: What Clients Wish They'd Known Sooner™
Visual Idea: LinkedIn client reflection quote series
CTA: “Your words might help someone take their first step.”

Emotional Tone: Reflective, inspirational

September 2025

Content Pillars: Consideration, Engagement, Education

¢ Title/Theme: "5 Signs You Might Want Legal Support"
Visual Idea: Facebook static checklist with soft branding
CTA: “Explore your readiness without committing to anything.”

Emotional Tone: Gently informative

o Title/Theme: “Ask the Expert: Litigation Simplified”
Visual Idea: LinkedIn document post with icons showing litigation timeline
CTA: “Download and save this simple guide to legal stages.”

Emotional Tone: Clear and practical

o Title/Theme: "Legal Myths That Might Be Holding You Back"
Visual Idea: YouTube explainer busting top 3 myths with pop-ups and simple visuals
CTA: “Knowledge changes everything—start here.”

Emotional Tone: Uplifting, corrective

o Title/Theme: "How to Start: Even If You Aren’t Sure Yet"
Visual Idea: Facebook carousel with “If this sounds familiar...” questions
CTA: “Reach out on your terms. We're ready when you are.”

Emotional Tone: Understanding, flexible



October 2025

Content Pillars: Consideration & Purchase

¢ Title/Theme: "5 Questions to Ask a Divorce Solicitor”
Visual Idea: Facebook carousel preview of downloadable guide
CTA: “Get your guide and ask from a place of confidence.”

Emotional Tone: Empowering

¢ Title/Theme: "Booking a Discovery Call - What Can You Expect?”
Visual Idea: YouTube video walk-through of a (scripted) discovery call
CTA: “Get clarity—even if you're not ready to commit.”

Emotional Tone: Supportive, no-pressure

o Title/Theme: "Need Help Without a Courtroom?"
Visual Idea: Facebook infographic: 5 dispute resolution methods
CTA: “Ask us about other ways to find solutions.”

Emotional Tone: Strategic, calming

¢ Title/Theme: "Here's What Happens in Your First Week With Us"
Visual Idea: LinkedIn Slide Deck or carousel
CTA: “Start strong with clear, guided support.”

Emotional Tone: Practical, reassuring

November 2025

Content Pillars: Purchase & Early Retention

o Title/Theme: "What Makes a Free Discovery Call Actually Worth It?"
Visual Idea: Facebook Reel: highlights of how clients find value
CTA: “Book one today—it could change everything.”

Emotional Tone: Motivating

o Title/Theme: "You're Not Starting from Zero"
Visual Idea: YouTube montage: people taking small steps (clips opening letters, talking on the phone)
CTA: “You've dlready started—we’'ll walk the rest with you.”

Emotional Tone: Affirming, hopeful

o Title/Theme: "Meet the People You'll Speak to First"
Visual Idea: LinkedIn staff intfroductions with friendly photos and quotes
CTA: “Get familiar with our team—because relationships matter.”

Emotional Tone: Welcoming, personable



¢ Title/Theme: "Real Support Feels Like This"
Visual Idea: Client video quotes (anonymised stories, voice-over with calming visuals)

CTA: “Watch moments that made a difference—and feel what support should really feel like.

Emotional Tone: Heartfelt, validating

December 2025

Content Pillars: Retention & Advocacy

o Title/Theme: "Your Legal Partner—Even After the Case"
Visual Idea: LinkedIn article: “3 ways past clients still stay connected”
CTA: “Once aclient, always supported. See how we honour that.”

Emotional Tone: Appreciative, dignified

o Title/Theme: "What Would You Say to Someone in Your Old Shoes?"
Visual Idea: Facebook or YouTube user-submitted video montage
CTA: “Help someone take their first courageous step—share a few words.”

Emotional Tone: Empowering, communal

e Title/Theme: "You're the Reason Someone Will Call"
Visual Idea: Static post quoting a review with warm branding
CTA: “Your voice carries power—thank you.”

Emotional Tone: Celebratory, grateful

e Title/Theme: "We Said We'd Be Different. Were We?"
Visual Idea: LinkedIn poll: “What stood out about your journey with us?”
CTA: “Shape the future of legal services—just by saying what worked for you.”

Emotional Tone: Inviting, appreciative

Platform Enhancements & New Format Suggestions

¢ Instagram/Facebook Reels: Test vertical 60-second emotion-led videos with captions—low

production, high engagement.

¢ YouTube Shorts: Expand the “Jargon Buster” series into weekly tips—ideal for boosting visibility and

demonstrating clarity.

¢ Facebook Story Polls/Quizzes: Use to spark interaction about common misconceptions or questions

(“True or false: Legal help always requires court.”)

¢ Email Collection Enhancement: Offer lead magnets combined with “gentle re-engagement”

automation for colder leads.



This 6-month scope is focused, manageable, and scalable—serving both visibility and trust-building
goals without overwhelming internal teams. Every piece creates momentum on the way to turning

Lookers into loyal Bookers, one thoughtful post at a time.



Next 6-Month Social Strategy

Start Date: 13 January 2026
End Date: 12 July 2026

This continued 6-month strategy builds from the previous content plan for Complete Clarity Solicitors. It
maintains alignment with the Lookers into Bookers customer journey (Awareness — Consideration —
Purchase — Retention — Advocacy — Churn) while nurturing emotional resonance and showcasing trust,
practical solutions, and clarity across social platforms. The content maintains a consistent voice—
professional, clear, and welcoming—while enhancing trust over time and stimulating long-term

engagement and referrals.

January 2026

Content Pillars: Awareness & Early Consideration

e Title/Theme: "New Year, New Clarity"
Visual Idea: Facebook static post with reflective questions overlayed on calming Scottish landscape
image
CTA: “Whatever you're facing, the right time to get clarity is now.”

Emotional Tone: Reflective, optimistic

¢ Title/Theme: "Is Mediation Right for You?"
Visual Idea: LinkedIn carousel explaining pathways outside of court
CTA: “Discover your options—support doesn’t have to be stressful.”

Emotional Tone: Reassuring, empowering

o Title/Theme: "What Happens if You Do Nothing?"
Visual Idea: YouTube Short contrasting proactive vs. delayed action
CTA: “Start the conversation—on your terms.”

Emotional Tone: Gently assertive, informative

o Title/Theme: Facebook Poll: “Which legal issue is hardest to talk about?”
Visual Idea: Story Poll or carousel format
CTA: “Your answers help us guide others with more empathy.”

Emotional Tone: Inclusive, understanding



February 2026

Content Pillars: Consideration, Engagement

¢ Title/Theme: "Why Legal Help Isn’t Just for Extreme Situations"
Visual Idea: Facebook Reel showing small disputes and early signs of legal need
CTA: “Early support can prevent bigger stresses later.”

Emotional Tone: Preventative, practical

o Title/Theme: "Legal QEA: Ask Us Anything (Live or Pre-Collected)"
Visual Idea: YouTube live or pre-recorded video answering anonymised user questions
CTA: “Want clarity? Send your questions in advance or tune in live.”

Emotional Tone: Interactive, informative

¢ Title/Theme: "Divorce Without the Drama: Is It Possible?"
Visual Idea: Google Ads link to supportive guide page with localised copy
CTA: “Download our free short guide to taking the first peaceful step.”

Emotional Tone: Hopeful, calming

e Title/Theme: "What's the Most Common Legal Delay—and How to Avoid It?"
Visual Idea: LinkedIn post with branded document or tip sheet readers can save
CTA: “Small changes can move you forward faster.”

Emotional Tone: Motivational, supportive

March 2026

Content Pillars: Deep Consideration & Purchase

o Title/Theme: "How a Discovery Call Builds More Than a Case—It Builds Trust"
Visual Idea: LinkedIn video from solicitor explaining tone, content, and privacy of first call
CTA: “Get the clarity you deserve—with no obligation.”

Emotional Tone: Friendly, trustworthy

e Title/Theme: "Should You Act Now or Wait?"
Visual Idea: Facebook side-by-side testimonial quotes (early vs. delayed action)
CTA: “Hearing real experiences could help shape your choice.”

Emotional Tone: Balanced, empathetic

¢ Title/Theme: "Where Does My Info Go? Data Safety with Your Case"
Visual Idea: YouTube visual explainer showing how client info is handled securely
CTA: “Your trust is backed by systems that protect your privacy.”

Emotional Tone: Transparent, reassuring



¢ Title/Theme: Story Quiz: “Do You Know Which Legal Option Fits Your Situation?”
Visual Idea: Interactive Facebook Stories quiz format
CTA: “Find your fit. No login, no pressure.”

Emotional Tone: Light, revealing

April 2026

Content Pillars: Purchase & Early Retention

¢ Title/Theme: "Looking for Quick Answers? Try Our Resource Hub"
Visual Idea: Google Ads campaign linking to streamlined service categories
CTA: “Explore answers, guidance, and your next steps—all in one place.”

Emotional Tone: Efficient, empowering

¢ Title/Theme: "Helping Families Feel Heard"
Visual Idea: LinkedIn video feature with a solicitor describing their role in mediation
CTA: “It starts with listening. See how our approach puts people first.”

Emotional Tone: Emotional, supportive

¢ Title/Theme: "Review Round-Up: What Clients Value Most"
Visual Idea: Facebook carousel with highlighted feedback
CTA: “Honest words from real people—thank you for trusting us.”

Emotional Tone: Grateful, affirming

e Title/Theme: "Our Team’s Promise to New Clients"
Visual Idea: YouTube/Mobile Reel featuring short solicitor promises (“We return calls.” “We speak
plainly.” etc.)
CTA: “We invite you to hold us to these values.”

Emotional Tone: Accountable, trust-building

May 2026

Content Pillars: Retention, Community, Advocacy

o Title/Theme: "Why We Still Want to Hear from You"
Visual Idea: LinkedIn article: Staying connected after your case ends
CTA: “Finish strong—and stay informed for whatever life brings next.”

Emotional Tone: Valued, warm

o Title/Theme: "Client Wisdom: Real Messages for Future Clients"

Visual Idea: YouTube video montage with anonymous client voiceovers



CTA: “Your story might help someone take that first step.”

Emotional Tone: Touching, sincere

¢ Title/Theme: "We Remember What It Felt Like"
Visual Idea: Facebook graphic pairing legal advice with emotional check-ins
CTA: “Support isn't just legal—it's also personal.”

Emotional Tone: Human, dignified

¢ Title/Theme: Staff Spotlight Series: “Why | Chose This Work”
Visual Idea: LinkedIn video series with short interviews across departments
CTA: “Discover the heart behind the help.”

Emotional Tone: Passionate, humanising

June 2026

Content Pillars: Advocacy & Awareness

¢ Title/Theme: “What Would You Tell Your Past Self?”
Visual Idea: Facebook Post asking followers to comment advice they'd give themselves before
reaching out
CTA: “Your words may be exactly what someone else needs to hear.”

Emotional Tone: Empowering, communal

¢ Title/Theme: “This One Review Says It All”
Visual Idea: Static graphic featuring standout client quote with signature branding
CTA: “Your journey matters. Thank you for letting us be a part of it.”

Emotional Tone: Celebratory, authentic

¢ Title/Theme: “How to Spot an Honest Legal Provider”
Visual Idea: LinkedIn carousel checklist
CTA: “What to look for—and what to walk away from.”

Emotional Tone: Honest, assertive

o Title/Theme: “It's Easier to Ask When You're Comfortable”
Visual Idea: YouTube Short showing warm first-call moments
CTA: “See who greets you on the other end.”

Emotional Tone: Friendly, comforting

New Channels & Format Suggestions



¢ Instagram (NEW): Use for Reels, staff features, and quote/fact graphics. Cross-post Facebook Reels

here to increase visibility with the same effort.

¢ Podcast Mini-Series: Consider creating a limited-run downloadable podcast series: "Clarity in 10

Minutes" for entry-level legal guidance. Can be repurposed into blog posts/videos.

¢ Messenger Automation: Integrate Facebook Messenger for lead capture and FAQs around core

services.

¢ Email Content Series (Post-Case): Monthly follow-up series with wellness/legal tips + friendly

reminders of how to reconnect.

This plan completes a full-year strategic framework for nurturing awareness to advocacy while
capturing both new and returning audience attention. Content balances legal guidance with
compassionate storytelling, turning curiosity into confidence and relationships into referrals—all under

the Complete Clarity brand promise.



12-Month Meta (Facebook & Instagram) Ad Strategy for
Complete Clarity Solicitors

This 12-month Meta ad strategy aligns directly with the Lookers into Bookers journey, focusing on
Awareness, Consideration, and Purchase stages to reflect consistent demand all year round. It blends
emotional resonance with informative messaging, guiding potential clients from uncertainty to confident
contact—while using Meta platforms (Facebook & Instagram) to meet them where they already scroll

and search.

Key themes such as trust, clarity, and support remain central, especially during periods of change. All ad
types below have been written to be executable by non-marketers, ensuring even small internal teams

can confidently action them.

Always-On Funnel Flow

Ensure ads across the three core funnel stages are running concurrently year-round. Rotate creative

monthly to combat fatigue and retarget based on engagement data collected in each prior stage.

Top of Funnel: AWARENESS

Primary Goal: Reach new, unaware audiences who may need legal support in future months.

Recommended Timing: Always-on, updated monthly. Best performing days: Tuesday-Thursday, 8am-

10am or 7pm-9pm.

Targeting:

Gender: All
e Age: 35-90
e Location: UK geo-targeting with extra emphasis on Glasgow and other high-conversion regions

¢ |Interests: Life Events (e.g. Divorce, Selling Home, Legal Services, Family Law, Property Buyer/Seller

Behaviour), Financial Planning, Relationship Status: Divorced or Separated
¢ Lookalike: Website traffic, email subscribers, 90-day video viewers
Ad Formats:

¢ Reels (30 secs): Emotional storytelling (e.g. “Everything changed when we split up. | didn’t know

where to start—until | found someone who made it clear.”)



¢ Video Ads: Run vertical or square format (1:1 or 4:5). Use a human face and subtitle everything for

silent watchers.

e Carousel Ads: Showcase relatable life moments: Separation — Confusion — Contact — Relief —

Legal Outcome

e Story Ads: Light-touch personal stories (“Thinking about selling your home? Here’s where we step
in.”)
Call to Action: “Learn More”, “Hear Their Story”, “See What Support Looks Like”
Messaging Ideas:
Use emotionally resonant taglines + brand-integrated hashtags:

“When life changes, legal clarity matters.”

“You're not just hiring a solicitor—you’re gaining peace of mind.”

Example Messaging Tags: #FindClarity #UnderstandYourOptions #WhenLifeChanges
#ClearLegalSupport

Middle of Funnel: CONSIDERATION

Primary Goal: Nurture warm audiences—people who've watched videos, visited the website, or

downloaded a guide. Move them towards contacting you.

Recommended Timing: Strong ramp-ups in October and November (when people reflect on personal

conflicts or prepare for year-end moves).
Targeting:
¢ Website visitors (Last 90 Days)
¢ Video viewers (25%+) from Awareness campaigns

¢ Lead magnet/download conversions

¢ Email subscribers (import CSV as custom audience)

Ad Formats:

PDF Giveaway Lead Ads: Divorce Checklist, “3 Steps to Get Property Legally Ready for Sale,” etc.

Short Testimonial Reels (under 60 seconds): Use real or actor-led anonymised client stories

Explainer Carousels: “What does a solicitor actually do for you during litigation?”

e Messenger Ads: Introduce bookable “Free Legal Questions” chats or discovery call automation



Call to Action: “Ask Us a Question”, “Get Your Guide”, “Start with Trust”

Messaging Ideas:

Use trust-first, clarity-driven language to connect fear or confusion with solutions:

“We break down the legal process—so you can focus on rebuilding.”

“You deserve a team that listens... and explains.”

Suggested Messaging Tags: #StartWithSupport #ClarityTeam #LegalAnswersThatFit

Bottom of Funnel: PURCHASE

Primary Goal: Convert high-intent users into booked consultations.

Recommended Timing: Maintain presence year-round. Increase urgency in Jan-Mar (peak period for

resolution seeking).
Targeting:

e Visitors to contact pages, service-specific pages
¢ People who opened a Messenger ad but didn’t book
e Website users with 2+ visits in 30 days

e Past email leads with no consult booked in 45-60 days

Ad Formats:

e Countdown Ads: “Book Your Free Confidence Call This Month” (limit appointments to drive urgency)
® Google Review Screenshot Carousel: Share real feedback in visual tiles with names and star ratings

* Quote Image Ads: “We contacted Complete Clarity after a long legal battle—they helped us breathe

again.”
¢ Contact-Focused CTA Button Ads: “Speak to a Solicitor Today” on calm, professional imagery

Call to Action: “Book a Free Call”, “Speak to a Solicitor”, “Let’s Talk Today”

Messaging Ideas:

“You've done the research—now let us walk you through the rest.”

“You're not alone. Expert help is one conversation away.”

Suggested Messaging Tags: #LegalTeamOnYourSide #ClaritylnAction #TakeTheNextStep



Retargeting & Funnel Budget Guidance

Always allocate 20-25% of Total Meta Budget to Retargeting: This ensures conversion-focused ads
continue nurturing warm audiences through search cycles that are longer and more emotionally complex

in legal services.
Retargeting Creative Tips:

¢ Video Testimonial Ads appearing 5-7 days after website visit

¢ Dynamic copy rotation: “Still feeling unsure?”, “Many people wait—until they realise they could’ve

started right here.”

e Carousel featuring FAQs answered one post at a time

Calls to Action: “Still Thinking About It?”, “Don’t Delay Your Peace of Mind”

Optional Enhancements
¢ Instagram Story Polls: "Would you know when to contact a solicitor?" / “Is legal jargon a barrier for
you?”—both promote micro-engagement

¢ Messenger Flow Ads: Allow users to answer 2-3 questions for personalised CTA (“Discovery call or

legal prep guide?”)
¢ Email Lookalike Audiences: Build 2% LALs from key email or booked client segments

¢ Video Sequencing by Step:

1. Stage 1: Life change explainer —
2. Stage 2: Meet our team-style video —

3. Stage 3: Real client journey testimonial

Suggested Monthly Promotion Themes (Optional)

e January - “New Year, New Clarity” — Promote January discovery calls

April - “Spring Clean Your Legal Paperwork” — Document checks, property clarity

September - “Back to Routine, Time to Take Action?” — Divorce/litigation resolutions

November - “Before the Year Ends, Resolve with Us” — Pre-holiday closures urgency



Final Word

This Meta ad strategy not only reflects the consistent, year-round nature of your services—but also
respects the emotional realities behind client booking behaviour. From first glance to final decision, every

touchpoint builds trust, reduces complexity, and supports long-term brand clarity.



12-Month Google Ad Strategy for Complete Clarity

Solicitors

This targeted ad strategy is designed to move potential clients through the Awareness —
Consideration — Purchase journey using Google’s ecosystem: Search, Display, YouTube, and
Performance Max. Each channel plays a vital role in increasing visibility, nurturing trust, and
converting qualified leads across your core services: - Divorce & Family Law - General
Litigation - Property Sales With service demand consistent year-round, this plan avoids
seasonal dips by continuously attracting interest while strategically shifting budget toward
conversion-ready users in the second half of the year. The tone across all campaigns should
reflect your brand values: clear, comforting, professional, and action-oriented — just like

your clients need you to be during life transitions.

Quarterly Focus (July 2025 - June 2026)

Quarter Primary Objective Primary Google Channels
Q1 (Jul-Sep Drive Awareness & establish YouTube, Display Network,
2025) emotional connection Performance Max - TOF focus

Move Lookers into

Q2 (Oct-Dec Google Search, Display, YouTube
Consideration - Educate &
2025) _ Playlists
qualify
Q3 (Jan-Mar | Drive Purchase - Bookings & High-intent Search, Retargeting,
2026) Legal Consultations Performance Max

Q4 (Apr-Jun | Conversion Optimisation & Re- Retargeted Search/Display,

2026) engagement YouTube testimonials

Funnel Structure & Tactics



1. Awareness Stage (Top of Funnel)

Goal: Build broad brand recognition and empathy for key services. Capture attention from people facing

relevant life events.
Recommended Google Channels & Actions:

¢ YouTube Shorts + In-Stream Ads: 15-30 second vertical videos addressing life change moments

("Going through a separation?”, "Selling your home? Here’s what to know.")

e Google Display Network (GDN): Visually-driven ads targeting in-market users (e.g. “Real Estate -
Residential Properties”, “Divorce & Separation”), interest-based segments, and demographics (ages

35-90, UK-based)

¢ Performance Max Campaigns (Brand Focused): Use video, image, and text assets to raise brand

awareness across Gmail, Maps, YouTube and Search - optimised with Smart Bidding

Messaging Examples:

e "When life changes, you need clarity. Speak to a law firm that listens."

e "Trusted legal support - for today, tomorrow, and life’s unexpected turns."

Calls to Action (CTA): Learn More | Understand Your Options | See How We Help

Budget Allocation: ~40% of Monthly Spend in Q1 & Q2

2. Consideration Stage (Middle of Funnel)

Goal: Educate prospects, answer intent-driven queries, and drive form completions or enquiry clicks.
Recommended Google Channels & Actions:

¢ Google Search Campaigns (Broad Match + Smart Bidding): Target key phrases such as:

o "divorce lawyer near me" / "glasgow divorce solicitor”
o "neighbour dispute lawyer" / "litigation solicitors Scotland"

o "legal help selling house UK" / "property solicitor Glasgow"

¢ YouTube Playlist Ads: Promote service-specific explainer series - e.g. “Clear Answers: What happens

during divorce mediation?”

¢ Responsive Display Ads: Showcase guide downloads, lead magnets, and low-pressure consultations



Other Recommendations:
e Use structured snippets (e.g. "Services: Mediation, Legal Drafting, Letter Response")
¢ Include call & location extensions - “Call Now | Speak to a Solicitor Near You”
Messaging Examples:

¢ "Thinking about a separation? Download our free 5-question checklist before speaking to a solicitor.”

¢ "Not sure how to respond to a legal letter? We're just a call away."

Calls to Action (CTA): Start With Support | Free Discovery Call | Ask Us A Quick Question

Budget Allocation: Transition from 40/60 to 30/70 TOF/MOF split in Q2-Q3

3. Purchase Stage (Bottom of Funnel)

Goal: Convert warm leads into booked discovery calls, consultations or paid services.
Recommended Google Channels & Actions:

¢ Google Search - High Intent Keywords: Target niche intent terms and frequent churn pain points:

o "Best divorce lawyer Glasgow", "solicitor for boundary dispute”, “sell home legally Scotland”

¢ Performance Max Campaigns (Service Specific): Create a separate campaign per service - Divorce,
Litigation, Property. Include:

o Testimonial creatives
o Pricing if possible (“From £X”, “Typical fees upfront”)

o Time-sensitive copy like “January Legal Review Offer” or “Free 15-Min Initial Call”

e Conversion Ads with RLSA (Remarketing Lists for Search Ads): Serve ads to people who've

previously visited homepage or service pages but didn’t convert

Messaging Examples:

e "Speak to your legal team today - Clear next steps and personal support.”

¢ "Avoid legal delays - Trusted support for selling your home starts here."

Calls to Action (CTA): Book Now | Get My Legal Review | Start Planning Today



Retargeting & Segmentation Strategy

Goal: Recapture warm audiences and increase conversion from past engagement

e Website Remarketing: Segment by:

o Visited specific service pages (divorce/litigation/property)
o Spent 30+ seconds on site

o Completed lead magnets

¢ YouTube Viewers: Build audiences from viewers who watched 50%+ of videos - run follow-up calls to

action with booking links

e Customer Match Lists: Upload email lists of past clients for re-engagement and lookalike expansion

Recommended Tools: Google Tag Manager | Enhanced Conversions for Leads | GA4 Audiences

Enhancement Opportunities

Once your core funnel is live and stable, progressively test the following tactics to improve volume or

efficiency:
e Seasonal Campaigns: Run short-term campaigns around life event peaks - e.g. “New Year, New
Start - Ready to separate?” in January.
¢ Smart Campaigns with Local Targeting: Use postcode + mobile radius targeting for lower-cost reach

¢ Promo Extensions: Limited offer CTAs (“Free Initial Advice Week”, “No obligation case review until
March”)

Budget Strategy Summary

Stage Budget Allocation Primary Channel

YouTube, Display, Performance
Max

Q1 (Awareness) 40% Top of Funnel

Q2 (Consideration) 30% TOF / 70% MOF Search, Display, Retargeting




Stage Budget Allocation Primary Channel

Q3 (Purchase) 70% Bottom of Funnel Performance Max, Search, RLSA
Q4 (Retarget/Re- Maintain BOF | Add Paid Retargeting, YouTube Testimonials,
engage) Testimonials Custom Match

Final Thoughts

This 12-month Google Ad strategy reflects your mission to be a calm, capable legal partner during crucial
moments. Video, visual storytelling, and specific intent-based text ads will all work in harmony to position
Complete Clarity Solicitors as both approachable and authoritative. With a continuous awareness base
and intelligently segmented ad campaigns, you're building not just conversions — but confidence, clarity,

and lasting trust with your clients.



Omnipresent Paid Ads Strategy for Complete Clarity
Solicitors

This omnipresent ad strategy harnesses Facebook, Instagram (Meta), Google Ads, YouTube, and
LinkedIn to create a unified paid marketing funnel. It aligns with the “Lookers into Bookers” customer
journey stages and is purpose-built for year-round professional services like Divorce Law, General
Litigation, and Property Sales. This plan ensures your messaging meets your ideal client wherever they
are in their journey — whether they've just realised they need legal support or they’re ready to speak with

someone now.

This strategy blends emotional storytelling with trust-building education and low-barrier conversion

paths. It's written in plain language for simple execution and team alignment.

@ Funnel Overview

Unlike retail or eCommerce, legal clients move more cautiously along the decision path. They need
clarity, confidence, and care. We'll segment paid activity across three funnel layers: Awareness (Top),
Consideration (Middle), and Purchase (Bottom), then layer in Retargeting and Budget Allocation to

recapture interest and maximise booked consultations.

This strategy integrates all your core services under one clear approach, driving predictable new client

enquiries month-by-month — without relying on short-term promotions or peaks in demand.

Top of Funnel: Brand Awareness
Objective: Reach new audiences and introduce your brand in an emotionally resonant way

Audience Type: Cold prospects - unfamiliar with your brand but potentially facing legal uncertainty or

life change
Meta Ads: Facebook & Instagram

¢ Video Reels and Stories featuring calming, real-life voiceovers (e.g. “When | discovered my partner

wanted a divorce...”)

¢ Image carousels introducing your team with quotes about client care (“Every phone call matters.”)



e Targeting: Interest-based (e.g. life change, relationship status, home ownership, UK consumers 35+)

and lookalike audiences based on past clients or lead forms
¢ Creative Direction: Reassuring tone, diverse use of faces, genuine imagery

e CTA: “Learn More” to drive traffic to overview service pages with soft CTAs like “Start with a

Discovery Call”

Google Ads: YouTube & Display Network

¢ Short emotional YouTube Shorts (under 60 sec): “3 things you need to know before starting a divorce”

¢ Google Display Ads on lifestyle, news, home, and finance websites (using affinity and in-market

targeting)

e Google Discovery Ads tested against visual creatives and blog-based headlines like “Considering

divorce? Here’s how to start with support.”

Godals: Reach, Brand Recall, Website Click-Throughs

Middle of Funnel: Trust, Education & Service Consideration

Objective: Offer specific guidance that marries empathy with expertise. Help clients shift from passive

reading to active enquiry.
Audience Type: Warm prospects - have watched a video, visited a page, or downloaded a guide
Meta Ads: Facebook & Instagram

¢ Lead Form Ads to deliver downloadable guides:

o “5 Questions to Ask Before Hiring a Divorce Solicitor”

o “How to Prepare When Selling Your Family Home”
¢ Video or Carousel Ads featuring FAQs (“Do | need court for this?” / “What if the other party won’t
respond?”)

e Testimonial-based adverts with quotes: “They treated me like a person, not a case number.”

Google Ads

¢ Switch to high-intent Search keywords: “divorce lawyer Glasgow”, “how to resolve a dispute UK”, “sell

my house solicitor”

e Smart Display Campaigns that rotate your lead magnets through remarketing slots



e Remarketing video on YouTube: 1-minute testimonials and explainers based on visited services

CTA Focus: “Get Expert Advice”, “Download Your Guide”, “Ask a Solicitor”, “Book a Free Info Call”

Goals: Cost per lead, form submissions, video views, engagement rate

Bottom of Funnel: Booking & Trust Triggers

Objective: Convert warm leads into pre-qualified enquiries by reducing barriers and increasing urgency

or redassurance

Audience Type: Hot prospects - clicked on ads, visited the booking page, engaged with multiple pieces of

content
Meta Ads: Facebook & Instagram

e Limited-time consultation reminder: “Book your free check-in slot by Friday”

e UGC-style ads or direct-to-camera videos from senior legal staff: “Hi, 'm [Name], and here’s what

we offer...”

e Retarget people who visited landing pages but didn’t contact, using trust triggers like:

o “Rated 4.9 on Google Reviews”

o “More than 15,000 clients helped across Scotland”

Google Ads

¢ Performance Max Campaign using URL groupings (divorce, litigation, property)

¢ Branded Search: Ensure you hold top position for “[Your Firm Name] solicitor” and common

misspellings

¢ Remarketing banners: Feature social proof, 'What You Can Expect’ guides, and FAQs

Godals: Booked appointments, phone calls, click-to-call metrics, tracked contact form fills

Retargeting Layer (Across Funnel Stages)

All stages include a dedicated retargeting audience strategy:

¢ Meta Warm Retargeting: Video viewers (75%+), form viewers (no submission), blog readers,

Facebook engagers. Test reminder-style ads with client outcomes or direct CTAs.



¢ Google Hot Retargeting: Search retargeting to users who landed on a service page but didn't

convert. Use display ads with timed nudges (“Your time to take action is here”) or Google Call Ads for

quick contact.

¢ Use Matching Audiences via Meta Custom Audiences and Google Customer Match for clients who

have downloaded assets but not yet booked.

Automate wherever possible: Use Meta Advantage+ for conversion campaigns and Google’s machine-

learning bidding in Performance Max.

Budget Allocation (Suggested)

Maintain steady ad delivery without becoming over-reliant on one type of audience.

Period Top of Funnel | Middle & Bottom Funnel
Q1-Q2 (July-Dec 2025) | 40% 60%
Q3-Q4 (Jan-June 2026) | 30% 70%

Q3 and Q4 are focused heavily on conversion — capitalising on the trust and reach built earlier in the

year.

Creative Consistency & Design Tips

e Stick to a clear visual identity: calming blues and whites, approachable photography, clean captions

e Subtitles required on all videos (especially for mobile Facebook and YouTube)

¢ Use recognisable faces where possible - your team builds familiarity and increases trust

¢ Maintain tone-of-voice across platforms: calm, compassionate, straight-talking, and clear

e Repurpose video testimonials into square Facebook posts, landscape YouTube content, and vertical

Stories/Shorts

Final Notes

This omnipresent paid strategy ensures you are always in front of the right people — no matter where

they are in their legal journey. From emotionally educating someone who's just considering divorce, to



confidently converting someone who's browsing legal pages at 10pm — you meet them where they are.
You don’t need to push. You need to show up well, show up often, and show you understand.

When delivered consistently, this funnel will power a reliable flow of leads, reduce cold calls, and build a

brand recognised for exceptional client care — across Scotland and beyond.



Inspirational Automated Email Newsletter Strategy

This inspirational automated email newsletter strategy is designed for Complete Clarity Solicitors to align
with the Awareness and Consideration phases of the Lookers into Bookers journey. Optimised for
audience connection, emotional resonance and genuine guidance, each newsletter builds familiarity,

trust and curiosity — helping subscribers feel seen, supported and empowered to explore the next step.

Each monthly edition features emotionally intelligent storytelling, highlights original blog and video
content, and gently guides recipients back to the website with low-pressure prompts. This strategy
assumes a consistent service demand year-round and leverages Complete Clarity's professional, clear

and human brand voice.

Monthly Email Content Plan (4-Part Monthly Automation)

Email 1: July - “When Life Changes, You Don’t Have to Navigate

Alone”

¢ Email Subject Line: Life Feels Complicated? Let’s Find Clarity Together
e Preview Text: Discover the simple first steps when life throws something unexpected your way.

¢ Newsletter Hook:
Sometimes life doesn’t wait. Whether it’s the slow build-up of frustration in a relationship, a boundary
crossed by a neighbour, or feeling unsure about the next chapter in your housing journey - you don’t
have to figure it out alone. In this issue, we share stories, guidance, and comforting clarity from the

people who do this with compassion every day.

e Content Links:

o “Feeling Stuck? You're Not Alone - Let’s Talk About Legal Support”

o “Where to Start When Things Feel Legally Complicated”

o “Meet the People Behind the Practice”

¢ Callto Action: Explore Real Support Stories

Email 2: August - “Clarity Over Confusion: Timely Answers to Quiet

Worries”



¢ Email Subject Line: Wondering If You Need Legal Help? Start Here.
¢ Preview Text: Helpful signs, jargon busters, and gentle guidance you can relate to.

¢ Newsletter Hook:
Legal decisions often begin with uncertainty — not urgency. This month’s edition focuses on those
quiet signs that it might be time to ask for help. With no pressure, just perspective, we offer you

simple, easy-to-understand tools to help you reflect and move forward - whenever you’re ready.

e Content Links:
o “5 Signs You Might Want Legal Support — Even If You're Not Sure Yet”

o “Legal Jargon Explained Simply - One Term at a Time”

o “Should | Talk to a Solicitor or Just Wait and See?”

e Callto Action: Get Clear on What's Next

Email 3: September - “What If the First Step Was Easier Than You
Thought?”

¢ Email Subject Line: Thinking About [t? Here’s the Next Gentle Step
¢ Preview Text: Advice to help you explore legal support at your own pace—with zero pressure.

¢ Newsletter Hook:
You don’t need to have all the paperwork, all the words or all the courage just yet. This edition is for
those at the start of their journey—quietly thinking things through. We'll walk you through what
happens in a first conversation, offer reassuring insights, and share what respectful legal help really

looks like.

e Content Links:

o “Here’s What Happens in a Free Discovery Call”

o “Most Common Client Questions, Answered Rapid Fire”

o “What Respectful Legal Help Really Looks Like”

e Call to Action: Find Out What Support Really Feels Like

*1 Email 4: October - “You Know It's There. Now Let’s Understand It.”

e Email Subject Line: Untangle the What-Ifs: Start With These Clear Guides



¢ Preview Text: Helpful, judgment-free content whether you're selling, divorcing or just exploring.

¢ Newsletter Hook:
Legal worries often live quietly in the background—until they can't be ignored. This month’s edition
helps you explore some of the most common scenarios we see every day. Whether you're unsure
about divorce, selling a home or receiving a formal letter, we've included clear, down-to-earth

content that simplifies the unknowns.

e Content Links:

o “Divorce, Property and Disputes: What’s Common and What'’s Not?”

o “What It’s Like to Work With Our Litigation Team - Start to Finish”

o “What's the Cost of Selling a Home With Legal Help?”

¢ Callto Action: Explore Our Legal Clarity Library

Brand & Delivery Notes

¢ Email Cadence: Monthly (first Monday of each month recommended)
e Sender Name: Complete Clarity Solicitors

¢ Tone of Voice: Calm and confident, professionally warm. No pressure. Focused on being helpful, not

salesy.
¢ Visual Aesthetic: Clean layout. Consistent brand colours. Bold headlines. Strong CTA buttons.
e CTA Buttons: “Explore Stories”, “Understand More”, “Get Clear Now”, “Start Here Gently”

¢ Recommended Platform: ActiveCampaign or MailerLite for automation and link tracking

This automated newsletter sequence helps build a regular rhythm of visibility, comfort and education
that nurtures interest intfo engagement. By focusing on clear next steps and emotionally relevant
storytelling, Complete Clarity Solicitors can create a steady stream of considerate, trust-based inbound

enquiries.



Referral + Loyalty Framework

Complete Clarity Solicitors delivers more than legal services — it provides peace of mind when clients
need it most. This Referral + Loyalty Framework is designed to extend your care beyond the service
delivery, nurturing long-term trust, encouraging referrals, and building a base of loyal advocates who see

your firm not just as legal experts, but as long-term partners in life's bigger moments.

Referral Programme: “Refer with Clarity”

Goal: Transform satisfied clients into advocates who promote your firm within their
personal and professional networks. Target Stage: Advocacy Activation Window: Trigger
within 7-10 days after service conclusion when trust and satisfaction are highest. Incentive

Structure:

¢ Referrer: £100 credit towards a future service if a new client books through their referral

¢ Referee: £100 off their first consultation (or 15% off standard fee if credit format not applicable)

Promotion Channels:

¢ Email: Thank-you follow-up email (include direct referral link)

e WhatsApp/Offline: Branded printable or sharable digital referral cards for in-person or community-

based sharing

¢ LinkedIn: Discreet posts ("Working with someone great? Refer them to Complete Clarity for trusted

legal support.”)

¢ Your Office: Flyers or cards displayed in waiting areas with simple instructions

Messaging Theme: “Help someone you care about find clarity during life’s hardest
decisions.” Optional Tracking Mechanism: Referral form with entry field: “How did you hear

about us?” + Dedicated referral landing page with UTM tracking

Loyalty Rewards: “Clarity for Every Chapter”

Goal: Encourage organic repeat use of services — especially across life milestones like

divorce, dispute resolution and property transactions. Target Stage: Retention — Purchase



Reward Tiers:

1. Returning Client Thank-You (all services): 10% off your next legal matter with us

2. Multi-Service Loyalty: Access to priority scheduling and one complimentary 30-minute

consultation annually

3. VIP Tier: Feature in our “Client Stories” campaign or receive exclusive invites to educational

webinars on legal preparedness (such as retirement planning, property inheritance, mediation

options)

How It Works:

¢ Clients are automatically enrolled after second paid service

e Reminders sent via email at 3, 6, and 12-month intervals

Off-Season Strategy: Although demand is consistent year-round, initiate a “New Year Legal
Check-In" campaign in Q1 to prompt early re-engagement and repeated bookings. Offer
returning clients first access to January appointments with a loyalty-only discount code via

email and social media.

User-Generated Content & Advocacy Campaigns

Goal: Build social proof and foster emotional connection across digital platforms by
spotlighting client testimonials and shared happiness after resolution. Hashtag Campaign:

#ClientsWithClarity Invite Participation Through:

e “Clarity Story” Campaign: Invite past clients to share anonymised stories of how Complete Clarity
supported them at an emotional moment — e.g., post-divorce positivity, resolution of a business

dispute, property sale milestone

¢ Monthly Feature: “Client Journey of the Month” highlighting positive resolutions (written or in a short

video)

Submission Tools:

¢ Email opt-in form (“Want to be featured?”)

¢ Facebook or Linkedin comment invitations under posts (“Tell us your experience using

#ClientsWithClarity”)

¢ Follow-up form on Thank You page post-service inviting story submissions



Platform Use:

¢ Facebook: Before-and-after stories with rich captions and long-form storytelling

¢ YouTube: Short testimonial-style videos with anonymised identities, structured under “Your Clarity

Journey” playlist

¢ LinkedIn: Business dispute resolutions or professional wins shared with discretion

Incentive: Participants entered into a quarterly prize draw — options include:

e £100 voucher for a local restaurant or experience
¢ Free 30-minute legal service extension

¢ Donations to a charity of the client’s choice in their name

Post-Service Re-Engagement

Objective: Keep relationships warm and purposeful, turning one-time clients into Forever

Clients. Key Timing Touchpoints:

e 7 days post-service: “Thank You + What’s Next?” email. Includes:

o Copy of referral offer
o Option to leave a review

o Prompt to share a story (UGC)

¢ 3 months post-service: “Clarity Check-In" email. Ask how things are progressing and highlight a
related service (e.g., change to will following divorce or property sale). Offer limited-time loyalty
benefit.

¢ 12 months post-service: Anniversary email (“It's been a year since you completed X with us”).

Reflective, empathetic tone with options for new consultations, legal updates, and friendly check-in.

Email Tone: Calm, emotionally sensitive, professional. Focused on assisting without selling.

Annual Loyalty Push Campaign

Timing: Q1 (January to early March) Theme: “Start the Year With Clarity” Purpose: Reignite

dormant clients, reward loyalty, and gather fresh referrals Key Message Pillars:



¢ “New Year, Secure Future” Campaign: Perfect for property sellers, mediation interest, pre-

retirement legal matters

¢ “One Good Turn Deserves Another” Referral Drive: Double referral rewards for a limited time —
£200 credit total (E100 to each party)

e “Complete Clarity Loyalty Week”: 7-day awareness drive on Facebook and LinkedIn showcasing

stories from returning clients and VIP perks

Tactic Suggestions:

e Run Facebook polls or quizzes (“What’s one legal question you've always wanted answered?”)

¢ Use LinkedIn articles to share real-life examples of ongoing client relationships and multi-service

support

® Promote limited-time consultation offers for returning clients in first quarter

Final Thought

In professional services, advocacy and loyalty are not built through discounts alone — they’re built on
lasting relationships, consistent clarity, and showing clients they matter long after the papers are signed.
This framework gives Complete Clarity Solicitors the tools to turn milestone moments into multi-year

journeys, transforming clients into ambassadors and advocates for life.



Referral Email Automation Sequence

Email 1- “Thank You + Invite a Friend” (Send 7 Days After Case
Completion)

Subject: Thank You for Choosing Us - Here’s a £100 Gift to Share

Body:

Hi [First Name],

Thank you for choosing Complete Clarity Solicitors. We really value the trust you've placed in us, and we'd

love to help your friends and family the same way we've supported you.

As a token of appreciation, you can now refer someone to us — and when they become a client, you'll

both receive £100 off your next legal service.
Your personal referral link: [insert referral link]

This could be a loved one needing support through a divorce, someone resolving a dispute, or a friend

ready to sell their home.

Every recommendation you make means more than just a new client — it helps us deliver our unique

brand of professional, clear, and welcoming legal service to more people who need it.
Thank you again for being part of our journey.

Warm regards,

The Complete Clarity Solicitors Team

Email 2 - “Don't Forget Your Reward” (Send 14 Days After Case

Completion)

Subject: There’s Still £100 Waiting for You (and Them)
Body:

Hi [First Name],

Still thinking of someone who might benefit from expert legal advice?



Your exclusive £100 referral reward is still active — and we'd love to welcome those you trust into our

client community.
Just share this link: [insert referral link]

Whether they need guidance through family challenges, property sales, or legal disputes — we're here

with the same professional, clear, and welcoming service you experienced.
And don't forget — every successful referral earns you and them £100 off future legal services.
The more people you refer, the more you save — and the more people we can help.

Thanks again for being such a valued client.

Complete Clarity Solicitors

Email 3 - “Final Reminder” (Send 30 Days After Case Completion)

Subject: Final Reminder - Your £100 Referral Credit Ends Soon
Body:
Hi [First Namel,

This is your final reminder to make use of your £100 referral credit — our way of saying thank you for

sharing Complete Clarity Solicitors with your network.
Here’s your referral link: [insert link]

When someone you refer becomes a client, you both benefit — because better legal support should be

something worth sharing.

From family law to general litigation or property sales, you know what makes us unique: dependable

legal guidance delivered with professionalism, clarity, and care.

We'd love the chance to provide that same experience to those you care about. Don't let your reward go

to waste!
Thank you again for being part of the Complete Clarity community.

Kind regards,

The Complete Clarity Solicitors Team

¢ Preferred Platforms: Facebook Business Page, Google Ads, YouTube, LinkedIn



¢ Incentive: £100 off for referrer and referred on next service
e CTA: Personal referral link [insert dynamically generated link]

¢ Visual Aesthetic: Clean, professional with strong header and button CTAs for integration with

platforms like ActiveCampaign or MailerLite.



Quick-Start Content Calendar

We know — this strategy is packed with ideas. That’s a good thing! But if you're feeling a little
overwhelmed right now, don't worry. The key to great marketing isn’t doing everything all at once... it’s

getting started.

This guide gives you a simple, achievable content plan to get the momentum going. If you’re wondering
“Where should I start?” — this is it.

Use the ideas below to begin showing up consistently, building trust, and turning lookers into bookers. You
can always build on it later — and if you only post these four pieces this month, you've already done more

than most!

Start small. Start strong. Just start.

Quick-Start Content Calendar

This 3-month content calendar is designed to help Complete Clarity Solicitors implement the “Lookers
into Bookers” strategy using minimal yet high-impact content each month. Each cycle includes two blog
posts (for SEO and emotional resonance), three social media posts (for awareness and reach), and one
email campaign (to deepen trust and educate gently). Content aligns with the upcoming journey stages
of Awareness and Consideration (per Q1 and Q2 of your strategy timeline: July-December 2025). Blog

and social content is repurposed from the already approved batch, creating consistency and ease.

7 Month 1] July 2025

Campaign Theme:
When Life Changes, You Need Clarity (Awareness Stage)

Blog Posts:

1. Blog Title: Feeling Stuck? You're Not Alone - Let’s Talk About Legal Support

2. Blog Title: Where to Start When Things Feel Legally Complicated

Social Media Posts:



¢ Facebook Video: “Thinking About Getting It Sorted... But Not Sure Where to Start?” (Use blog

content with comforting transitions)

¢ YouTube Short: “Legal Jargon Explained Simply - Decree Absolute” (Launch ‘Jargon Buster’ mini-

series)

¢ LinkedIn Post: “Complete Clarity: Meet the People Behind the Practice” - short intro stories of team

members, aligned with empathy theme

Email Campaign:

e Title: “When Life Changes, You Don't Have to Navigate Alone”

e CTA: “Explore Real Support Stories” (links back to July blog content)

"7 Month 2| August 2025

Campaign Theme:
Clear Over Confused: Educate and Reassure (Awareness to Consideration)

Blog Posts:

1. Blog Title: 5 Signs You Might Want Legal Support - Even If You're Not Sure Yet

2. Blog Title: Legal Jargon Explained Simply - One Term at a Time (collect multiple terms into one

educational article)
Social Media Posts:

¢ Facebook Carousel: “When Life Changes, Clarity Matters” - use visuals for key legal triggers

(divorce, disputes, moving house)

¢ YouTube Video: “Feeling Legally Stuck? Start Here” - converted from blog + CTA to Get a Discovery
Call

¢ LinkedIn Visual Post: “A Calm Voice in a Complicated World” - quote-led image featuring a team

member with a short client story

Email Campaign:

o Title: “Clarity Over Confusion: Timely Answers to Quiet Worries”



o CTA: “Get Clear on What’s Next”

7 Month 3 | September 2025

Campaign Theme:
Consideration Encouragement: Starting With Confidence

Blog Posts:

1. Blog Title: Here’'s What Happens in a Free Discovery Call

2. Blog Title: Most Common Client Questions - Answered Rapid Fire

Social Media Posts:

¢ Facebook “Soft Poll”: “What One Thing Would You Ask a Solicitor Right Now?” - engagement-driver

with future content feedback loop
¢ Linkedin PDF Document Post: “What It's Like to Work With Our Litigation Team - Start to Finish”

* YouTube Short: “Email Scripts: How to Contact a Solicitor (Without Overthinking It)” - part of toolkit

and engagement funnel

Email Campaign:

o Title: “What If the First Step Was Easier Than You Thought?”

e CTA: “Find Out What Support Really Feels Like”

Calendar Summary Key

e @ =Blog content for search and trust-building
o @ =Platform-optimised social media visibility

e @ = Email newsletter for connection and nurture

Quick Implementation Notes:

e Use blog content as anchor - link to it in social and emails



e Turn each blog into a series of quotes, tips or micro-content for platform reuse
e Cycle “Jargon Buster” and “Client Question” formats as recurring weekly snippets

e Each email campaign links 2-3 blog/social pieces together with one consistent phrase (e.g. “legal

” &

clarity,” “support you can trust”)

This calendar gives Complete Clarity Solicitors immediate visibility and resonance while ensuring
emotional storytelling, practical education, and light-touch action prompts are always present. Stick with
this pattern for the following months—and simply rotate in new blog titles from the extended content

strategy catalog already prepared.



Bring Your Strategy to Life with Al

Now that you have a tailored 12-month marketing strategy, you might be wondering:<
“How do I turn these ideas into content?”

This is where Al tools like ChatGPT come in. By uploading this stratgey to ChatGPT (or another Al
platform), you can train your Al tool of choice to become your personal marketing assistant—ready to

help you write blog posts, social media captions, ad copy, email newsletters, and more.

Below are some examples of how you can use Al to bring your marketing plan to life, based on the

content ideas, goals, and themes included in this strategy.

Upload This Strategy

You can also upload this entire strategy into ChatGPT and ask:

Prompt: “Based on the attached marketing strategy, suggest a content calendar for next month with 2

blog posts, 3 social posts, and 1email campaign. Include suggested titles, formats, and tips.”
Or even...

Prompt: “| need to brief a video editor on a Reel idea from this strategy. What should | include in the

brief?”

For Blog & Video Content Creation

Prompt: “Write a 600-word blog post titled ‘[enter blog title from strategy]’ that inspires travellers in the
dreaming stage. Make it emotional, visual, and end with a soft call o action to explore [destination] with

”

Us.

Prompt: “Create a YouTube script for a 90-second video on [enter content title from strategy]—aimed at

our [customer age] year old audience from the [customer destination] who love off-peak travel.”

For Social Media Content

Prompt: “Turn the blog post ‘[enter blog title from strategy]’ into a carousel post for Instagram. Keep the

tone fun and informative.”

Prompt: “Give me 3 TikTok or Reel video ideas to promote our walking tour of [destination], focusing on

local secrets and cultural immersion.”



For Email Newsletters

Prompt: “Write an email introducing our new [name of tour]. Keep it short, warm, and include a call to

action to learn more on our website.”

Prompt: “Draft a monthly newsletter that shares our latest blog post, an upcoming tour highlight, and a

customer testimonial.”

For Paid Ads (Meta & Google)

Prompt: “Write 3 ad headlines and descriptions for a Facebook ad promoting our [tour]. Focus on

[customer interests] aged [customer age] from the [customer destination].”

Prompt: “Suggest Google Search Ad copy for people looking to ‘book a [your tour] this autumn’. Include

a headline, two descriptions, and a sitelink suggestion.”

For Content Repurposing

Prompt: “Take this blog post [paste in your blog] and turn it into:”

1Instagram caption

1Facebook post

1email subject line

1Pinterest pin title

Tip: Feed ChatGPT Specific Info

Final Thought

Your strategy is just the beginning. With the help of Al, you can turn it into a consistent, creative

marketing engine that builds trust and books tours.

It's not just a plan — it’s your content machine.



Need Further Advice?

Coaching Session

1hour for GBP£195

Just need some quick guidance? If you've hit a roadblock or want

advice on something specific, book a one-off 60-minute session

with me for £195. No ongoing commitment—just focused, practical
support when you need it. You'll also get a recording of our call to

refer back to anytime.

Book A Session

Monthly Coaching

Starts at GBP£500 per month

Ongoing support to move your business forward. If sales are slow

or your marketing isn't hitting the mark, this is where we fix it. We’'ll

dive into your business, uncover what'’s holding you back, and build
strategies that drive revenue, profit, and real momentum—month

after month.

Book A Discovery Call



https://calendar.google.com/calendar/u/0/appointments/schedules/AcZssZ0-HLvovnCrC31R7u0McDxNzezbIoY_k7k6fcY1-9BuNCu8C5GGIxa-ktmpugAW4Q9YBfosiB2E
https://calendar.google.com/calendar/u/0/appointments/schedules/AcZssZ0-HLvovnCrC31R7u0McDxNzezbIoY_k7k6fcY1-9BuNCu8C5GGIxa-ktmpugAW4Q9YBfosiB2E

Fractional CMO

Quote provided

Your marketing partner—without the full-time hire. Ready for
serious growth but not quite ready to bring on a full-time marketing
director? | can work alongside you and your team to lead strategy,
guide implementation, and keep your marketing focused on what

truly moves the needle.

Book A Discovery Call



https://calendar.google.com/calendar/u/0/appointments/schedules/AcZssZ0-HLvovnCrC31R7u0McDxNzezbIoY_k7k6fcY1-9BuNCu8C5GGIxa-ktmpugAW4Q9YBfosiB2E

