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Lawyers’ Principles of Professionalism

As a lawyer | must strive to make our system of justice work fairly and
efficiently. In order to carry out that responsibility, not only will I comply
with the letter and spirit of the disciplinary standards applicable to all
lawyers, but | will also conduct myself in accordance with the following
Principles of Professionalism when dealing with my client, opposing
parties, their counsel, the courts and the general public.

Civility and courtesy are the hallmarks of professionalism and should not
be equated with weakness;

I will endeavor to be courteous and civil, both in oral and in written
communications;

I will not knowingly make statements of fact or of law that are untrue;

I will agree to reasonable requests for extensions of time or for waiver of
procedural formalities when the legitimate interests of my client will not be
adversely affected;

I will refrain from causing unreasonable delays;

I will endeavor to consult with opposing counsel before scheduling
depositions and meetings and before rescheduling hearings, and I will
cooperate with opposing counsel when scheduling changes are requested;

When scheduled hearings or depositions have to be canceled, | will notify
opposing counsel, and if appropriate, the court (or other tribunal) as early
as possible;

Before dates for hearings or trials are set, or if that is not feasible,
immediately after such dates have been set, | will attempt to verify the
availability of key participants and witnesses so that | can promptly notify
the court (or other tribunal) and opposing counsel of any likely problem in
that regard;

I will refrain from utilizing litigation or any other course of conduct to
harass the opposing party;

I will refrain from engaging in excessive and abusive discovery, and I will
comply with all reasonable discovery requests;

In depositions and other proceedings, and in negotiations, | will conduct
myself with dignity, avoid making groundless objections and refrain from
engaging | acts of rudeness or disrespect;

I will not serve motions and pleadings on the other party or counsel at such
time or in such manner as will unfairly limit the other party’s opportunity
to respond;

In business transactions | will not quarrel over matters of form or style, but
will concentrate on matters of substance and content;

I will be a vigorous and zealous advocate on behalf of my client, while
recognizing, as an officer of the court, that excessive zeal may be
detrimental to my client’s interests as well as to the proper functioning of
our system of justice;

While | must consider my client’s decision concerning the objectives of the
representation, | nevertheless will counsel my client that a willingness to
initiate or engage in settlement discussions is consistent with zealous and
effective representation;

Where consistent with my client's interests, | will communicate with
opposing counsel in an effort to avoid litigation and to resolve litigation
that has actually commenced;

I will withdraw voluntarily claims or defense when it becomes apparent
that they do not have merit or are superfluous;

I will not file frivolous motions;

I will make every effort to agree with other counsel, as early as possible, on
a voluntary exchange of information and on a plan for discovery;

I will attempt to resolve, by agreement, my objections to matters contained
in my opponent's pleadings and discovery requests;

In civil matters, | will stipulate to facts as to which there is no genuine
dispute;

I will endeavor to be punctual in attending court hearings, conferences,
meetings and depositions;

I will at all times be candid with the court and its personnel;

I will remember that, in addition to commitment to my client's cause, my
responsibilities as a lawyer include a devotion to the public good;

I will endeavor to keep myself current in the areas in which | practice and
when necessary, will associate with, or refer my client to, counsel
knowledgeable in another field of practice;

I will be mindful of the fact that, as a member of a self-regulating
profession, it is incumbent on me to report violations by fellow lawyers as
required by the Rules of Professional Conduct;

I will be mindful of the need to protect the image of the legal profession in
the eyes of the public and will be so guided when considering methods and
content of advertising;

I will be mindful that the law is a learned profession and that among its
desirable goals are devotion to public service, improvement of
administration of justice, and the contribution of uncompensated time and
civic influence on behalf of those persons who cannot afford adequate legal
assistance;

I will endeavor to ensure that all persons, regardless of race, age, gender,
disability, national origin, religion, sexual orientation, color, or creed
receive fair and equal treatment under the law, and will always conduct
myself in such a way as to promote equality and justice for all.

It is understood that nothing in these Principles shall be deemed to
supersede, supplement or in any way amend the Rules of Professional
Conduct, alter existing standards of conduct against which lawyer conduct
might be judged or become a basis for the imposition of civil liability of
any kind.

--Adopted by the Connecticut Bar Association House of Delegates on June
6, 1994
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Faculty Biographies

Mark Dubois has practiced law for over 40 years. He is counsel with the New London
firm of Geraghty & Bonnano. He was Connecticut’s first Chief Disciplinary Counsel from
2003 until 2011. In that position he established an office that investigated and
prosecuted attorney misconduct and the unauthorized practice of law. He is co-author of
Connecticut Legal Ethics and Malpractice, the first book devoted to the topic of attorney
ethics in Connecticut. He is a contributor to the Connecticut Law Tribune where he
wrote the Ethics Matters column for over 7 years. He now writes on matters related to
senior attorneys.

Attorney Dubois has represented many individuals accused of ethical misconduct and
malpractice. He has also served as an expert witness on matters of ethics and
malpractice. He has taught ethics and lawyering skills at UConn Law School and has
taught ethics as Quinnipiac University School of Law where he was Distinguished
Practitioner in Residence in 2011. He has lectured in Connecticut and nationally on
attorney ethics and has given or participated in over 100 presentations and symposia on
attorney ethics and malpractice.

Attorney Dubois was board certified in civil trial advocacy by the National Board of Legal
Specialty Certification for over 20 years. He has tried many cases to conclusion
including jury trials, court matters and administrative hearings. He is former president of
the Connecticut Bar Association. He remains active in the Bar Association where he is a
member of the Professional Discipline, LGBT and Unauthorized Practice groups. He is
also a member of the New Britain, New London, and American Bar Associations, the
American Board of Trial Advocates and the Association of Professional Responsibility
Lawyers. He is the recipient of the Quintin Johnstone Service to the Profession Award in
2012, the American Board of Trial Advocacy, Connecticut Chapter, Annual Award in
2007 and the Connecticut Bar Association’s Edward F. Hennessey Professionalism
Award in 2019.
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Bill Jawitz is the founder of SuccessTrackESQ, an executive coaching and
consulting firm that works exclusively with attorneys, their firms, corporate
legal departments, and government agencies.

Since 2002, Bill has coached hundreds of lawyers and presented CLE
programs to thousands more around the country helping them to grow their
practices and improve their productivity and profitability -- and derive
greater enjoyment from the practice of law.

Bill has conducted over 120 training programs for numerous state, city and
regional Bar Associations, and national CLE providers. He teaches attorneys
how to apply best practices in key areas such as time management, financial
management, business development, workflow management, team building,
and leadership development.

Bill holds a BA in Media Studies from Quinnipiac University and a Master’s
degree from Columbia University in Communications and Technology.

In his first professional life, Bill was an educator and author. He founded

and ran Connecticut’s first public charter school (The Odyssey Community
School, in Manchester) and authored the nation’s top-selling textbook on

media literacy, Understanding Mass Media.

Bill volunteers time with The Mankind Project, a non-profit organization, and

is an active guitarist and vocalist. He is a self-described C-SPAN and
SCOTUS junkie. Bill lives with his wife, in Cheshire, CT.
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A Lawyer’s Guide to Effective and Ethical Internet
Marketing (CLC2019-D07)

Agenda

3:30 p.m. Effective Online Marketing Overview

3:45 p.m. Ethical Considerations in Online Legal Marketing — Part One
4:00 p.m. Nine Key Components of Online Marketing

4:45 p.m. Ethical Considerations in Online Legal Marketing — Part Two
5:00 p.m. Online Marketing ROI, Contracts, and Budgets
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Business Development Outline 2019

1. Set Your Course

Goals

Objectives

Volume, levels of client/matters, ratio of matters, fees
Review last two years of matters

Analysis of current Client Development (CD) actions
Definition of Insanity

Measure inputs first, then outputs

2. Target work

Niched practice areas/legal needs
Sector/vertical/demographic research & expertise
Geography

Trends

Competitive intelligence

Profitability analysis

3. Convey effective messages & have effective conversations

Detailed profile of your ideal client & ideal referral source
Client-centricity vs. lawyer centricity

Deep understanding of client condition/triggering events
Create differentiation / demonstrate relevance

What clients experience while they’re working with you and
after they work with you

Focus on benefits, not features; results, not process

The specific kind of cases you want

Why you’re passionate about your specific kind of work
Authentic value proposition

© 2012-2018 www.SuccessTrackESQ.com 203.876.8999
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4. Chart and navigate your universe of contacts

Fill out your Contacts List

Alum, affinity groups, neighbors, biz groups, vendors,
boards, former colleagues, opposing counsel, COls
Categorize your Rolodex

ALWAYS tend (update/cull) your list quarterly
Who's not on it that should be?

v Former Clients

v’ Friend/Relatives

v Neighbors

v’ Connections through Hobbies/Sports

v Undergrad classmates

v’ Law School Classmates

v’ Law School Professors

v’ Attorney (by primary practice area)s

v" In-House Counsel

v’ Judges

v’ Trade Association Leaders

v’ Professional Association Leaders

v’ Target-related professionals (non-lawyer)

v’ Suppliers

v’ Consultants

v’ Local/State Gov’t Officials (Elected, Appointed, Career)
v" Non-profit and for Profit Board Members

v’ Social group connections through children

5. Use multiple channels of outreach

Organic search engine optimization (SEQO)

Paid search engine marketing (SEM))

Writing (Public, target clients, target ref. sources,
professional journals, blogs, newsletters, weekly e-tips)
Speaking/seminars

Video (Site, YouTube/Vimeo, social media)

© 2012-2018 www.SuccessTrackESQ.com 203.876.8999
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PR (writing for & being featured/quoted)
Print advertising

Lead generation services

Print collateral for distribution

Board and community service

In-person and group networking

Paid business development conferences
Email signature

. Build your online presence

Effective main site, possible micro-sites
SEO (optimization) / SEM (pay-per click) / SM (social media
strategy)

LinkedIn (keywords)

Facebook/Twitter

Blogs

Video (Youtube)

Avvo

Web bios

Lawyer Directories

Local business directories

Google Local

. Activate your referral sources

Take extraordinary care of your current referral sources
Research and prep first

Express interest in them

How can you help them?

Send note after meetings

Track and calendar follow-up actions

TOMA (top-of-mind awareness) 7 to 10 “touches” , Google
Alerts, articles, RSS feeds

Get a “next action” or ASK for the work!

© 2012-2018 www.SuccessTrackESQ.com 203.876.8999
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8. Nurture existing and former clients

COA (cost of acquisition)

Research/understand their non-legal business needs

Visit them at their work

Deliver extra value (Day Pitney’s Social Media Task Force)
Promote them

9. Plan budgets and vendors

10.

Review and analyze ROI of previous and current marketing
expenses

Allocate 2.5 — 6% of previous year’s gross collections

Hire proven vendors with strong track records

Strengthen your client development habits

Know your selling and communication preferences
Learn/develop selling and closing skills

Calendaring time for marketing

Plan weekly and monthly activity

Update contacts; reach out to top-20 sources, line-up
gigs/articles, research

Prep before each marketing event

Follow up each event

Reinforce your own positive attitude

© 2012-2018 www.SuccessTrackESQ.com 203.876.8999
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Name: Date:
Business Development Self-Assessment

Directions: Read through the following statements. On a scale of 1-5 (5 being the highest), rate how
true each statement is for you.

Level of
Agreement

1. I'have in writing — and use — a well-thought-out business development plan.

2. | feel | have control over whether or not A-level business comes through my door.

3. lread at least three books on marketing and/or business development a year.

I'm aware of how my beliefs about marketing — both negative and positive — impact
my approach to business development.

| have a clear picture of how my practice and life would change if | were able to fill
my practice with the matters and clients of my choosing.

Total

Level of
Agreement

| know exactly what kind of clients and matters to cultivate and | know how and
where to reach them.

| can accurately and specifically describe the demographic and/or business profile
of my most profitable and satisfying clients, whether individuals or entities.

3. I can accurately describe the specific parameters of the kinds of matters | seek.

| ‘m able to comfortably and authentically differentiate myself from the crowd of
attorneys who target the same clients and matters.

| actively work to promote myself as serving one or two well-defined niche practice
areas and/or target markets.

Total

C. Relationships

Level of
Agreement

1 I know how to identify and reach new “Centers of Influence” — people who are

" influential among my client base or with other potential referral sources.
2. Itrack the source of all files that | open or work on.
3. | have an up-to-date, written list of my 20 top referral sources.
4 [ routinely devote time to educating myself about the key business opportunities

" and challenges faced by my target clients and my referral sources.
www.SuccessTrackESQ.com 203.876.8999 lof3
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5 | can easily compile a list of past and present clients who are candidates for cross-
© selling.
6 On a regular basis | practice building rapport with clients and influencers by being
" genuinely interested in their likes and dislikes.
7 | routinely acknowledge and thank my clients or influencers who refer a matter to
" me.
8 I invite my clients and referral sources to participate with me in activities (sports,
" theater, etc.) that | enjoy outside of the practice of law.
[ routinely plan at least in-person marketing activities (lunch, breakfast,
9.  golfing) per week: 1 = 1 activity, 2 = 2 activities, 3 = 3 activities, 4 = 4 activities, 5 =
5 activities.
| routinely make at least phone calls per week that contain some conversation
10 to build rapport or market myself to clients and/or referral sources: 1 = 1 phone call,
" 2=2phone calls, 3 = 3 phone calls, 4 = 4 phone calls, 5 = 5 phone calls.
Total
D. Message
Level of
Agreement
1 | have a natural-sounding, but informative, encapsulated talk that | use when
" people ask me what | do.
9 | have an arsenal of stories that | tell that demonstrate the kind of attorney | am, the
" kinds of people I help, and why.
3 | comfortably use examples of the kind of results my clients have experienced that
" illustrate their improved personal or business condition.
4 | have interviewed enough of my clients, referral sources, and influencers to know
" what they are looking for in an attorney.
5 | take time educate my clients, referral sources, and influencers about how to best
" promote me; how to best talk about who | am, what | do, and for whom.
6 | have an ethical and comfortable way of asking existing clients for additional
" business or new referrals
7 I have an ethical and comfortable way for asking existing referral sources for new
"~ referrals.
8 I have an ethical and comfortable way for asking existing influencers for
" introductions to other referral sources.
9 | prepare for each business-building meeting in advance and have a list of
" questions to ask, things to listen for, and objectives for a “next step.”
10 [ train my secretary, or members of my staff, to market the firm and | acknowledge
" them for any work they bring in.
Total
www.SuccessTrackESQ.com 203.876.8999 20f3
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E. Channels

Our website is visually attractive, is search engine optimized, and is kept up-to-date
1. with content that is meaningful to my target client base (i.e., that provides useful
information to help them solve their problems).

My bio page contains as much or more information about my clients, their needs,
and the results they experience as it does about me and my credentials.

| work at building my web/social media visibility through platforms such as
LinkedIn, AVWO, JDSupra, etc. on a regular basis.

4. Our print and collateral material is distinctive and first-class.

| distribute a monthly or quarterly newsletter to clients and/or referral sources that

5 contains advice and useful information.

6 [ publish at least two articles a year in targeted outlets such as association
" newsletters, industry publications, or professional journals.

7 | speak at least three times a year at targeted events such as professional

development seminars, industry conferences, chambers of commerce, efc.

8. |l am actively involved in at least two non-bar organizations.

My firm sponsors or co-sponsors at least two events and/or organizations to build

9 visibility with our target client base.
10 We know how to generate local press coverage of our people and services and
" client results.
Total
www.SuccessTrackESQ.com 203.876.8999

Level of
Agreement

30f3
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Niche Analysis Tool, Part One: Your Experience

1 Identify and
guantify as a %
the matter types
you've handled
in the last 3-5
years

2| Describe your
unique
experience,
qualifications,
abilities

Identify any
3 | patterns found in
the work from
#1, above (e.g.,
industries,
triggers,
demographics)

4| Describe your
ideal client’'s
personal and/or
business
characteristics

5 List your
personal values,
passions,
interests,
causes, and
motivators

Rank the relative
profitability of
matter types

from # 1, above

© 2006-2018, SuccessTrack, LLC www.SuccessTrackESQ.com 203.876.8999
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Niche Analysis Tool, Part Two: The Marketplace

Nature of legal
or business
issue (i.e.,
specific matter
type) NOTE:
complete this
form for each
matter type

Market
Indicators:
volume, trends,
competitors,
tiers of the
issue/matter

Situation/event
that triggers
expenditure of
money and/or
time on legal
service

Primary and
secondary
issues or
challenges
posed to client
by those
situations or
events in #3

Specific
solutions and
services you can
provide to meet
the needs in #4

Outcomes:
measures of
success from
client’s point of
view; value to
them

© 2006-2018, SuccessTrack, LLC www.SuccessTrackESQ.com 203.876.8999
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Social Media for Lawyers — An Overview!?

Jennifer Ellis

Social media has become a crucial part of the average American’s life. As a result, whether they
want to or not, attorneys must, at the very least, appreciate the impact of social media on their
clients. Failure to understand how social media can impact clients’ cases could lead to serious
damage to a case which might result in a malpractice complaint. Further, wise attorneys will
take advantage of social media to develop their practices through the networking and
marketing opportunities provided by both their own websites and the various social media sites
and applications.

The best way to appreciate how important social media has become in people’s day-to-day
lives is to look at some statistics for popular sites:

e Facebook —2.13 billion monthly active users.?

0 169.2 million users in the United States by 2018.4
e LinkedIn — 546 million users®

O 146 million users in the United States.®
e Snapchat — over 187 million daily active users.’
e YouTube —Over 1 billion users.

0 “[Allmost one-third of people on the Internet.”®
e Instagram — 800 million monthly active users.®

Twitter — 330 million monthly active users'®

A Pew study from 2015 showed that 74% of all Internet users use social media.'* According to
Statista.com, that number has increased to 78%.'%> Mobile use of cell phones is high and
continues to increase. In 2015, “40% of cell phone owners use a social networking site on their

! These materials represent a portion of a chapter from the upcoming American Bar Association Solo and Small
Firm Practice Technology Guide. This guide is available on the ABA’s website. All rights are reserved.

2 Last updated April 2018.

3February 2018. http://expandedramblings.com/index.php/by-the-numbers-17-amazing-facebook-stats/

4 February 2018. http://expandedramblings.com/index.php/by-the-numbers-17-amazing-facebook-stats/2/
5 March 2018. http://expandedramblings.com/index.php/by-the-numbers-a-few-important-linkedin-stats/
51d.

7 https://www.snapchat.com/ads/

8 https://www.youtube.com/yt/press/statistics.html

% https://expandedramblings.com/index.php/important-instagram-stats/

10 https://about.twitter.com/company

1 http://www.pewinternet.org/fact-sheets/social-networking-fact-sheet/

12 http://www.statista.com/statistics/273476/percentage-of-us-population-with-a-social-network-profile/

Page 15 of 176



phone and 27% do so on a typical day.”*3 This ease of access means people use social media on
the go as a method to locate businesses they plan to hire. It also means people have a tendency
to use social media to quickly share intimate details about their lives and activities. The former
shows the value of social media as a marketing tool. The latter shows the amount of
information people are sharing which can be harmful to their cases.

Attorneys who plan on using social media should keep in mind that the ethical risks involved
with social media, both in terms of evidence collection and marketing, are very real. Therefore,
a proper understanding of appropriate and ethical behavior is extremely important.

It is also important to understand that in certain areas of practice, it is now verging on
malpractice, and the author would argue it is malpractice, to fail to communicate with clients
about whether and how they use social media. Failing to warn the client to halt or at least limit
social media use could result in that client posting materials that will harm his case. Failure to
warn a client about evidence preservation could result in substantial sanctions for spoliation.
In addition, it is quite conceivable that the opposing party will post information harmful to his
case and failure on the part of the attorney to seek out possible harmful posts can result in loss
of a substantially better bargaining position, or even loss of a case that might have been won.

Specific Sites and Applications

Social media essentially includes sites and applications that enable people to share information,
pictures, videos, and the like at a rapid rate, and, in return, allows other people to respond to
the shared content. In some cases, social media is referred to as Web 2.0. Web 1.0 refers to
sites that serve to provide one-way communication, much like a newsletter or a book.
Traditional websites are Web 1.0.

Currently, some of the most popular social media sites and applications in the United States
include Facebook, Twitter, LinkedIn, Pinterest, YouTube, WhatsApp and Instagram.'® Further,
blogs are sometimes considered part of social media and so will be included in this discussion.
At this point, there are over 150 million blogs on the web and almost 50% of Internet users read
blogs.

Marketing and Networking

It is not always easy to understand how social media can increase the potential for bringing in
new clients. It is therefore important to think of social media as having uses for practice
building.

13d.

14 See Lester v. Allied Concrete Co., et al; order dated September 1, 2011.

15 While Google+ has not served Google well as a social media site, Google Business remains an important part of
being found on the web.
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Advertising

Social media includes straightforward advertising. Sites such as Facebook, YouTube, LinkedIn
and others provide the opportunity to purchase small ads which appear on the top or side of
the page. These ads are managed through varying means, demographics, keywords, areas of
interest, and so on. Generally, the cost of the ads is controlled through a bidding process known
as pay-per-click. The site provides a suggested fee that its algorithm suggests will be successful.
The purchaser identifies the amount he is willing to pay and competes against those who are
seeking to advertise to the same individuals. Normally, the purchaser only pays when someone
clicks on an ad. Some sites allow advertisers to pay per impression. This means that the
purchaser pays when the ad is shown.

Networking

Social media provides substantial opportunities for networking. It simply moves the networking
from the bar association or educational program, to networking online. Providing information
about interests, sharing day-to-day activities, responding to the posts of others - each of these
behaviors is simply a way to connect with other people. Those people, in turn, may need an
attorney or may need to refer someone else to an attorney - just as in the offline world.
Further, people tend to recommend individuals who they know, or feel they know, and social
media allows the formation of that kind of relationship.

Content

Sharing useful content is a crucial part of social media for attorneys. Providing high quality
content that informs users about the areas of law in which an attorney practices is an excellent
way to bring attention to that attorney. The content can be as simple as commenting on a case
on Facebook, sharing a useful link on Twitter, or providing a detailed analysis of a specific issue
on a blog. This content shows potential clients that the attorney is knowledgeable in her area(s)
of practice. Further, well-written content, related to the work the attorney performs, provides a
substantial boost to search engine optimization and online reputation.

Specific Sites

Different social media sites provide different tools. Further, some sites are better utilized by
attorneys who tend to represent businesses, while others are better utilized by attorneys who
represent individuals. It is important to target the correct site or mixture of sites for the best
return on investment of time and/or money. Research the type of people and/or businesses
that use a site before you make up your mind about where to extend your efforts.

Content of Posts
When you post on social media, you need to consider whether you are causing any ethical
problems for yourself. Given the open nature of social media, a number of issues can arise
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when lawyers post. Two important issues to focus on include: Is social media advertising and
are you forming an attorney/client relationship by answering questions?

Is Social Media Advertising?

When choosing what to write on social media, it is important to determine whether your post is
advertising under model rule 7.2 (or whatever rule applies in your jurisdiction.) If your account
is completely private and you share only with friends and family, chances are very good that
your posts would not be considered advertising. However, the question becomes cloudier when
you open up your account to a larger group. The author’s view is that if you are not certain
whether your post is advertising, assume it is and act in accordance with your jurisdiction’s
rules. Some jurisdictions define advertising very clearly. Others do not.

As noted previously, Twitter is a site that is problematic for states such as Florida, where any
posting might be considered advertising. In its guidelines on social media, Florida’s advertising
standing committee states about Twitter that Pages of individual lawyers on social networking
sites that are used solely for social purposes, to maintain social contact with family and close
friends, are not subject to the lawyer advertising rules. Pages appearing on networking sites
that are used to promote the lawyer or law firm’s practice are subject to the lawyer advertising
rules. These pages must therefore comply with all of the general regulations set forth in Rules
4-7.11 through 4-7.18 and 4-7.21.” *® This language means that many posts on Twitter would
be considered advertising, simply because most people have their accounts entirely open and it
is common for users to discuss a cross section of personal and work-related details of their
lives.

Most problematic, given Twitter’s 140 character limit, is that, in Florida, the Tweet must include
geographic information as well as “the name of at least 1 lawyer in the firm.” The attorney may
use appropriate abbreviations for the geographic requirements which helps, to a degree.
However, as soon as the poster puts both the full name of a lawyer and a geographic location,
most of the allotted characters will be used up, substantially limiting the value of any tweet.
Florida amended its guidelines in 2016 to allow lawyers to create a restricted account. When
the account is restricted, then the rules change, because of the fact that the audience sought
the communication.

If access to a lawyer’s Twitter postings is restricted to the followers of the particular
lawyer, the information posted there is information at the request of a prospective
client and is subject to the lawyer advertising rules, but is exempt from the filing
requirement under Rule 4-7.20(e). Any communications that a lawyer makes on an

16 The Florida Bar Standing Committee on Advertising Guidelines for Networking Sites (Revised, May 9, 2016.)
https://www.floridabar.org/TFB/TFBResources.nsf/Attachments/18BC39758BB54A5985257B590063EDAS8/SFILE/G
uidelines%20-%20Social%20Networking%20Sites.pdf?OpenElement
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unsolicited basis to prospective clients to obtain “followers” is subject to the lawyer
advertising rules, as with any other social media...

Florida is not the only jurisdiction with special requirements for Twitter, so be certain to check
your state’s rules before you Tweet. That said, many jurisdictions have not placed onerous
requirements on lawyer’s abilities to use Twitter and a well-written tweet can be an excellent
way to drive traffic to your website or share useful information. Fortunately, Twitter will very
shortly do away with its 140 character limitation, which will make many of these issues a moot

point.

Pennsylvania’s Analysis

In Formal Opinion 2014-300 (Ethical Obligations for Attorneys Using Social Media), the
Pennsylvania Bar Association provides a detailed guidance opinion on social media use by
attorneys. This includes analysis of what is acceptable for marketing purposes.

As related to advertising, and connecting with others on social media, the opinion offers the
following:

1. Attorneys may advertise using social media.

There is nothing in the rules that prevents attorneys from utilizing social media for
advertising purposes. In doing so, the attorney must follow all relevant ethical rules.

2. Attorneys may endorse other attorneys on social media

It is acceptable to endorse other lawyers; however, the endorsements must be accurate. If you
choose to endorse a lawyer, it would be wise to make certain you actually know the lawyer and
his or her skillset and abilities. Many attorneys on sites such as Avvo and LinkedIn provide
endorsements when they are complete strangers to the lawyer they are endorsing.

3. Attorneys may respond to endorsements and reviews and may solicit them.

In Pennsylvania, under Rule 7.2, “no advertisement or public communication shall contain an
endorsement by a celebrity or public figure. In addition, if an endorsement is paid, this must be
revealed. Both of these rules apply to social media use in Pennsylvania. The latter rule,
involving paid endorsements, is common in most states.

Regardless of who provides the review or endorsement, it must be honest. It is the job of the
attorney to correct the review if it contains improper information, is dishonest or is false or
misleading. “If the lawyer is unable to correct or remove the listing, he or she should contact
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the person posting the information and request that the person remove or correct the item.”*’
Attorneys in Pennsylvania may not pay for or offer anything of value in exchange for a review.

It is appropriate for an attorney to respond to a review, but he must be careful how he
responds to a negative review. “[L]awyers may not reveal client confidential information in
response to a negative online review.”® Interpret the concept of confidential client information
broadly. In the author’s experience, the best way to respond to a negative review is (1) no
response at all, (2) a polite response asking for the person to phone or e-mail so you can see if
you can resolve the problem, (3) a general response stating that you are sorry the person was
displeased. An attorney in Illinois was reprimanded due to sharing confidential information in
response to a negative review. She was suspended when she revealed that the client had
engaged in a physical altercation and other confidential information, and that was why the
client lost the case.®

Many other states have provided opinions on the subject of whether social media is advertising
and ethical issues surrounding its use. The states have generally handled the issues much the
same way Pennsylvania has. However, there are some unique opinions. New York, for example,
released an opinion to analyze LinkedIn, in particular, in March, 2015.2° In its opinion, the Ethics
Committee found that a general LinkedIn profile listing education and employment experience
is not enough to make the profile advertising. But, adding “a description of areas of practice or
certain skills or endorsement” may make the profile advertising. Regardless, all content on the
profile should be accurate. !

Is Blogging Advertising?

If you search “is blogging attorney advertising” online, you will find many different opinions. As
with social media, California has established a bright line test for whether a blog is advertising.
In California, a blog is advertising if it addresses the availability of a lawyer for employment.?? In
that state, if a lawyer wants his blog to fall outside of attorney advertising, he would need to
have a stand-alone blog, separate from his website, which does not, in any way, including by
implication, express his availability for professional employment. Such a stand-alone blog would
need to avoid discussing the qualifications and history of the lawyer as well.

17 Formal Opinion 2014-300.

18 Formal Opinion 2014-300, citing Formal Opinion 2014-200.

1% In Re Tsamis, Comm. File No 2013PR00095 (lII. 2013)

20 New York County Lawyers Association Professional Ethics Committee, Formal Opinion 748, March 10, 2015.

21 Opinion 748 references the Social Media Ethics Guidelines of the Commercial and Federal Litigation Section of
the New York State Bar Association. As of this writing, the guide was updated in June, 2015, the guide provides a
solid overview of social media ethics in New York.
http://www.nysba.org/workarea/DownloadAsset.aspx?id=47547

22 The State Bar of California Standing Committee on Professional Responsibility and Conduct Formal Opinion
Interim No. 12-006.
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The seminal case on attorney blogs is Hunter v. Virginia State Bar. The rather convoluted history
of this case involved an attorney who reported the results of cases with favorable results. He
also posted about other issues. He did not, however, have a disclaimer on that blog. The
Virginia State Bar found ethical violations under rules 1.6, 7.1 and 7.2. 1.6 involved “disclosure
of client information” and the latter two rules involve attorney advertising. On appeal, the
Circuit Court found no violation of the rules and determined that the blog was protected under
the First Amendment. However, it also required that Hunter put a disclaimer on his blog. The
Supreme Court of Virginia ruled that a blog is unprotected commercial speech and that Hunter
did not violate rule 1.6. The Court felt that the blog was commercial speech for several reasons:

Motivation was, at least partly, economic
The majority of posts discussed favorable case results to show attorney’s skills
The blog was part of the firm’s website as opposed to a stand-alone website

P wnNPR

There was no ability to interact with the blog. This suggests that Hunter’s blog did not
allow for comments. It is important to note that most blogging software provides the
ability to allow communication via a comments feature that may be turned on or off.?

Are Blogs Advertising?

So, are blogs advertising? The answer is, it depends on how your blog is set up and what you
post about. The safest answer is to treat blogging as if it is advertising. For this purpose, it is
wise to include an appropriate disclaimer on your blog. The disclaimer should be much the
same as the disclaimer you put on the rest of your website.

Is a Social Media Post Legal Advice?

The line for what is and what is not legal advice is a bit blurry. Given this, it is important that
you stay on the right side of the line to make certain you are not inadvertently creating an
attorney/client relationship. An attorney/client relationship is formed when a client has reason
to believe that the attorney is handling his legal interests. The relationship can be formed
expressly or it can be implied. The implied relationship is the one that can cause trouble online.
The standard in determining whether an attorney/client relationship has been formed is based
on what the objectively reasonable belief on the part of the client is. If you answer questions
online, make certain there is an appropriate disclaimer, such as can be found on sites like Avvo
and Quora. In addition, limit yourself to providing broad answers that are educational in nature
as opposed to providing specific advice that directly answers the asker’s question. At this point,
there have been no lawsuits involving attempts to claim a lawyer has formed an attorney/client
relationship through an ask/answer site. Keep in mind, not only could you inadvertently form

23 Attorney Blogger Runs Afoul of Ethics Rules on Advertising, Renee Choy Ohlendorf, 2013.
https://apps.americanbar.org/litigation/litigationnews/top_stories/053013-blog-ethics-advertising.html
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an attorney/client relationship, but if you provide legal advice in a state in which you are not
licensed, you could be engaging in the unauthorized practice of law.

Recommendations/Testimonials

The rules around recommendations and testimonials vary greatly across the United States. As a
result, it is difficult to provide specific guidelines. Given this, it is crucial that you refer to the
state(s) in which you are licensed to make certain you follow the rules. In most states, it is
perfectly acceptable to ask for testimonials. However, those testimonials must follow all
relevant rules. When clients write recommendations, those recommendations must not create
false expectations and they must be correct. If a client writes a recommendation that violates
the rules, it is the attorney’s obligation to correct it. In some cases, for example LinkedIn, the
attorney will be able to control whether an improper testimonial is posted. In other cases, for
example Google+, Avvo and Facebook, the attorney is not able to approve the testimonial. In
such cases the attorney must ask the client to remove the recommendation, or provide a
correction in the comments.

Dealing with Negative Reviews

Negative reviews are a serious problem on social media and on the web in general. A negative
review can be very harmful to a law firm. That said, no matter how negative the review, it is
crucial that lawyers respond appropriately if a past client attacks them online. Most
importantly, attorneys may not share confidential information about the client in a response to
a negative review. For example, a lawyer from Illinois responded to a negative review on Avvo
by providing confidential information about her client. The Hearing board found that she
engaged in misconduct which included:

1. [R]evealing information relating to the representation of a client without the client's
informed consent, in violation of Rule 1.6(a) of the Illinois Rules of Professional Conduct
(2010);

2. [U]sing means in representing a client that have no substantial purpose other than to
embarrass, delay, or burden a third person, in violation of Rule 4.4 of the Illinois Rules of
Professional Conduct (2010); and

3. [Clonduct which is prejudicial to the administration of justice or which tends to defeat
the administration of justice or to bring the courts or the legal profession into
disrepute.?

24 In the Matter of Betty Tsamis, Commission No. 2013PR00095 (August 26, 2013.)
http://www.iardc.org/13PR0O095CM.html
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The complaint against the attorney also involved a bounced check. For both the check and the
comment on Avvo, the attorney was reprimanded by the disciplinary commission.?®

Keep in mind, an online review does not trigger the necessary controversy allowing the lawyer
to reveal confidential information. The author has heard other ethics attorneys disagree with
this concept, and feels that the attorney should be able to respond fully. But clearly, based on
the sanctions and guidance opinions being handed out, the various disciplinary boards are
falling on the side of confidentiality.?® Therefore, it is critical to be careful about how you
respond to reviews.

Should You Sue Over a Bad Review?

For the most part, suing over a bad review is a bad idea. There are a number of reasons for this.
The first reason it is bad to sue is due to the Streisand Effect. The Streisand Effect is so named
because of the efforts on behalf of Barbra Streisand to remove images of the California
coastline which included pictures of Streisand’s home. Once the lawsuit was filed, the picture
that the attorneys had sought to suppress became very popular online. Prior to the suit, the
image had been downloaded six times. After the suit, the image went viral and now is used as
an example of the unintended consequences of intense publication that can result from trying
to remove information from the web.?” The second reason it is unwise to sue is because if
potential clients learn about the suit, which they might well do because of the Streisand Effect,
they may be concerned about retaining a firm that will sue its clients. However, it is also clear
that filing a suit does trigger the controversy necessary to reveal confidential information as
part of the suit.

Examples of Suits Over Negative Reviews

Over the past few years, a number of lawyers have sued over bad reviews, to mixed results as
far as publicity.

Negative or Mixed Results from Suing

A suit from 2014 involved a Texas firm which sued over a negative review on Yelp.?® The former
client wrote, “this firm not only won’t help you — they intend to do you harm if they can’t

% http://www.iardc.org/HB_RB_Disp_Html.asp?id=11221

26 The Bar Association of San Francisco, Legal Ethics Opinion 2014-1, (January 2014.) “The duty of confidentiality
prevents the attorney from disclosing confidential information about the prior representation absent the former
client’s informed consent or waiver of confidentiality.” http://www.sfbar.org/ethics/opinion_2014-1.aspx

27 Streisand Effect, http://knowyourmeme.com/memes/streisand-effect

28 Grissom & Thompson, LLP v. Browning, http://pdfserver.amlaw.com/tx/Grissom-ThompsonVBrowning-
petition.pdf
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extract enough money of you[.] They are disorganized, deceptive, manipulative and largely
disrespected....”

The defamation suit was successful, resulting in a $100,000 verdict against the defendant. This
was after the firm successfully sued its client for unpaid fees. However, when researching the
firm online, readers will find a great deal of information about the suit. In fact, at the time of
this writing, the first link on Google when searching the firm’s name is about the suit. In
addition, for a brief period, there was another review on Yelp stating that the defendant’s
review was correct, further attacking the firm. That review has since been removed. It is likely
that some of the attention this particular suit received comes from the fact that it was, at that
time, still relatively novel to sue over a negative online review. Therefore, while the suit was
successful, the author wonders if the resulting negative online information has caused more
damage than the original, negative review.

A much more recent suit is likely causing substantial damage to the reputation of the firm. In
this case the firm is out of Houston, Texas. The client, who fired the firm prior to writing the

nm

review, wrote comments such as, "I wouldn't even give this law firm a star,”" Cai wrote of the
law firm on Yelp on July 7. ‘When | first start (sic) talking to them they were very pushy. When |
try to reach them, no one would answer my call or email. Please, don't waste your time
here.”"?° She also accused the attorneys of bursting their way into her bedroom when she was
in bed and not fully clothed. In response, the firm notes that it was directed to enter her room
by the woman’s mother. It is also alleged that after the firm requested that the woman adjust
her review to be more accurate, she wrote more negative reviews or added more negative
information to her original reviews. After the suit was filed, the defendant amended her
reviews to note that she was being sued. The result has been catastrophic in terms of the
responses from the web. Negative reviews on Yelp, Google and Facebook now proliferate.
Numerous articles have been written.3° The firm’s website was even inaccessible for a time. (It
is back up as of this writing.)

Generally Successful Results

There are at least two cases where there has been very little attention paid to the lawsuits by
the general public. In addition, the verdicts have been substantial.

2 http://www.chron.com/neighborhood/fortbend/crime-courts/article/Law-firm-sues-woman-after-she-writes-
bad-reviews-8468178.php

30 http://www.houstonpress.com/news/student-sued-by-law-firm-for-bad-facebook-review-asks-judge-to-dismiss-
case-8614075

Page 24 of 176



In Blake v. Ann-Marie Giustibelli, P.A.,3* the client and her husband wrote negative reviews
about Giustibelli. The reviews included language such as:

e "No integrity. Will say one thing and do another. Her fees outweigh the truth."
e "Altered her charges to 4 times the original quote with no explanation."

The case was successful, resulting in a $350,000 verdict which was upheld on appeal. The
husband settled with the firm. The client set up a website attacking the firm, which is either
gone or not easily findable as of this writing. The bulk, if not all of the commentary online has
come from law-related websites and there has been no response from the general public. The
first site found in a Google search is the site belonging to the law firm.

The case of Pampattiwar v. Hinson3? had similar results and a larger verdict of over $400,00.
This case was also upheld on appeal. The attack on Hinson called her a “crook lawyer” and an
“extremely fraudulent lady.” As with Giusibelli, there seems to have been no public fall-out;
most attention has come from legal websites. The first result on Google is Hinson’s website.
The second and third though involve the lawsuit though, so even in suits where the general
public fails to pay attention, the damage on Google can remain for a long period of time. This
particular suit was filed in 2014.

Before you make the decision to sue, it is best to evaluate the amount of damage one negative
review will actually cause to your firm versus the potential negativity which could result as the
news of your suit is brought to the public’s attention. In some cases, a suit may well be
necessary. But in others, in the majority, a better response may be to (appropriately) seek out
positive reviews to minimize the potential damage of a negative one.

The Best Way to Handle a Negative Review

Unfortunately, in many cases, it is not possible to get a review removed from the Web. On sites
such as Avvo, if you believe the review is from someone who was not actually a client, you can
ask Avvo to look into the situation. Avvo will ask the reviewer to confirm the review.33 This, at
least, should mean that if the person does not provide a real e-mail address that Avvo will
remove the review. The author can confirm that reviews from non-clients have been removed
on Awvo.

In the end, the best way to deal with a negative review is to provide a polite response. If you
are too angry to give a polite response, the best response is none at all or to wait until you are
calm. Remember, it is very unlikely that one negative review will have a huge impact on your

31 Blake v. Ann-Marie Giustibelli, P.A., 182 So.3d 881 (2016).
32 pampattiwar v. Hinson, 756 S.E.2d 246 (2014).
33 http://www.avvo.com/support/What_if | _get a_negative_Client_Review
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practice. As noted, the best way to deal with reviews is to consistently ask for them from
satisfied clients at the end of representation - assuming, of course, that it is acceptable for you
to do so in your jurisdiction(s). Never offer your clients anything in return for the review.

Specific Rules

Honest Communication & 8.x Integrity

The first two rules for online behavior should be considered an umbrella under which all
behavior is judged. First, attorneys should never be misleading in their communications in
relation to their services. No communication should contain a material misrepresentation of
either fact or law, nor should any statement omit facts necessary to make the statement
appropriate under rule 7.1. This concept flows throughout all communications by attorneys
when discussing their services. The second set of rules, 8.x, involve maintaining the integrity of
the profession; in other words, not holding the profession up to ridicule through one’s
behavior.

Advertising

The first rule of which attorneys need to be aware relates directly to advertising and it is Model
Rule 7.2. One of the issues that can be a problem under Rule 7.2 is that various states require
attorneys to keep all ads for a certain period of time. In Pennsylvania, for example, attorneys
must keep copies of ads for 2 years. Other states have longer requirements. It is also important
to note that a specific attorney must take responsibility for the ad and its placement, so make
certain that a specific attorney is responsible for every action, even if performed by a non-
attorney. Fortunately, the various accounts are meant to stay intact, so it is easy to keep
records. If a post needs to be deleted, grab a screenshot of it and store it where it will be easily
located. Make certain to identify the attorney responsible for the item.

Various states have other requirements, so attorneys should check Rule 7.2 in every state in
which they are licensed.

Solicitation of Clients

Also implicated by use of social media for communication with potential clients is Model Rule
7.3. Attorneys may not solicit potential clients through real-time communication. This aspect
of the rule does not apply to family members, current clients or other attorneys. Real-time
communication includes telephone, in-person and real-time electronic chat. There is
disagreement as to whether attorneys may solicit new clients through large chat rooms in
which a large number of people are present, versus instant messages which are more personal
and direct. Given this, it is safe to assume that starting a chat on Facebook is real-time
communication and should be avoided. E-mail is considered written communication. To obey
the rule, at a minimum, attorneys must label advertising as such and comply with Rule 7.1.
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Attorneys may not solicit a client who has already made it clear he does not wish to be
contacted, or if, “the solicitation involves coercion, duress or harassment.” This means if
someone has made it clear through social media that he desires not to be contacted, it would
be a violation of the rule to contact him. The tone of writing matters as well. If the content is
seen as inappropriate, it violates the rule.

In most states, it is also improper to seek to communicate with a potential client who the
“lawyer knows or reasonably should know that the physical, emotional or mental state of the
person is such that the person could not exercise reasonable judgment in employing a lawyer.”
Given this, it is inappropriate to seek to directly communicate via social media with someone
the lawyer knows or should know is in the midst of a crisis. For example, tweeting at someone
who just lost a loved one or sending a direct message to such a person. Also, tagging someone
in a Facebook post when you know the person just suffered a loss would be inappropriate in
the author’s opinion.

Multi-State Practice

An area in which it is easy to get in trouble, due to the vast and multi-jurisdictional nature of
the Internet, is multi-state practice. Attorneys must comply with their home state rules in
relation to:

e Where the office is located

e Where the attorneys are admitted

e How they are seeking clients

e How they engage in advertising

e All states’ rules in which they market

Additional Ethical Issues

Aside from advertising, communication with potential clients, and inappropriate use of social
media in discovery, there are other ways in which legal professionals have gotten themselves in
trouble using social media.

Confidentiality and Honesty

One potential area of trouble involves confidentiality, Rule 1.6. An attorney got herself in
trouble by sharing confidential information about a case in such a way as to make it possible to
identify her client. She also provided information that suggested that she knew her client had
lied on the stand and did nothing about it. In addition to Rule 1.6, the attorney was accused of
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violating other rules involving honesty, fraud, and more.3* In the end, the attorney lost her job

of 19 years® and was suspended for 90 days by two different jurisdictions.3637

Another serious consequence the attorney suffered is that when searching her name online;
page after page of results show her disciplinary problems. Though she has since opened her
own firm, it is difficult to find anything positive about her on the web in a Google search.
Unfortunately, a check in August 2016 shows that the majority of information about the
attorney still involves her disciplinary proceedings.

While it is perfectly acceptable to discuss one’s life, and even one’s professional activities, it is
important to obey the ethical rules while doing so. Discussing a case on a blog while it is going
on, outside of appropriate PR, is a bad idea. Failing to protect a client’s confidentiality is even
worse. And, of course, failing to properly inform the court of inappropriate conduct by the
client was a serious mistake. Judgment is a critical part of both practicing law and posting
online.

Jokes & Satire

Jokes can also be a serious problem online. It is impossible to see body language or hear the
tone in a person’s voice. Something one person might find amusing might not be so funny to
another. As a result, joking through social media can be problematic, especially on a politically
charged topic. An Indiana deputy attorney general learned this the hard way when he tweeted
an unfortunate joke surrounding protests in Wisconsin in 2011. His tweet led to an argument
with the editor of Mother Jones Magazine. In turn, the magazine researched the attorney and
found similar comments on his blog. In the end, the price of the attorney’s online behavior was
his job.38 The attorney general’s office stated that it chose to fire the attorney after a “thorough
and expeditious review;” noting that it respects First Amendment rights, but expects civility
from its public servants.

Seeking Attention for a Client or Friend

There are rules about how members of the bar may use the press. Similar rules apply to using
social media to advocate for a client, or even for a friend. As an example, a lawyer in Louisiana
was disbarred due to a Twitter and blog campaign in which she created a petition and

34 In the Matter of Kristine Ann Peshek, Commission No. 09 CH 89, lllinois Attorney Registration and Disciplinary
Commission (2009.)

35 Debra Cassens Weiss, Blogging Assistant PD Accused of Revealing Secrets of Little —Disguised Clients (2009.)
http://www.abajournal.com/news/article/blogging_assistant_pd_accused_of_revealing_secrets_of_little-
disguised_clie/

36 Illinois Supreme Court disbars 12, suspends 26, http://iln.isba.org/2010/05/18/illinois-supreme-court-disbars-
12-suspends-26

37 Office of Lawyer Regulation v. Peshek, 2011 WI 47 (2011.)

38 Indiana state prosecutor fired over remarks about Wisconsin protests (2011.)
http://www.cnn.com/2011/US/02/23/indiana.ammo.tweet/
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encouraged the public to directly contact two judges in a custody case involving a friend.?® To
facilitate communication with the judges, she provided their contact information. She also
revealed confidential information, including linking to an audio recording of the children talking
about the alleged sexual abuse they suffered. The disbarred attorney was not admitted in
Mississippi, the state where the case was located. A judge involved in the custody case filed a
complaint with Louisiana. The attorney felt that she was protected by the First Amendment and
that she did not engage in any ethical misconduct.

The Hearing Committee determined that the lawyer violated Rules 3.5(a) and (b) as well as
8.4(a), (c) and (d). The Committee determined that, among other violations, the attorney
disseminated false, misleading and inflammatory information about how the judges handled
the case and encouraged ex parte contact with the judges in an effort to influence rulings. The
committee felt that the attorney, “acted knowingly, if not intentionally” and “caused actual and
potential harm by threatening the independence and integrity of the judicial system and caused
the judges concern for their personal safety and well-being.” The end result is that the attorney
was, as previously noted, disbarred.

Given the opportunity for easy sharing of information on social media, it is critical that
attorneys think carefully before using the web to seek to encourage action on behalf of their
clients. They would do well to advise their clients to use the same level of caution.

Personal v. Private

Sometimes attorneys will develop both a private and public persona on the Web, believing the
two will remain separate. Unfortunately, this is simply not the case. It takes very little effort to
perform research on the Web and to connect the public and private behaviors of someone who
has written something offensive or upsetting. In an infamous case, an assistant Michigan
attorney general was fired due to his online (and perhaps offline) behavior surrounding the
student body president of the University of Michigan. The attorney argued that his speech was
political and also had nothing to do with his work as an assistant attorney general. But in the
end, the public and private became much too intertwined, and the attorney general was left
with no choice but to fire him. Recently the student won a verdict of $4.5 million for invasion of
privacy, defamation, abuse of process, and intentional infliction of emotional distress.*°

The attorney in this case did not hide who he was, but he did try to argue that his actions had
nothing to do with his work. However, as a public servant and as an attorney, it was simply
impossible to separate the public employee from the (not so) private behavior, and that cost

39 In Re: Joyce Nanine McCool, Attorney Disciplinary Proceeding,
http://www.lasc.org/opinions/2015/15B0284.opn.pdf

40 Kevin Dolak, Attorney Andrew Shirvell Ordered to Pay 4.5 Million for Attacks on Gay Student (2012.)
http://abcnews.go.com/US/attorney-andrew-shirvell-ordered-pay-45-million-attacks/story?id=17028621
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him his job. He was fired for, “violat[ing] office policies, engag[ing] in borderline stalking
behavior,” and more. The attorney sometimes posted his online attacks while at work, and
engaged in behavior that was, “not protected by the First Amendment...”** Much of his
behavior was offline, but it was his online behavior that brought an incredible amount of
attention to what he was doing, so much so that he ended up on TV shows including Anderson
Cooper on CNN.#?

More recently, a bankruptcy attorney who posted angry statements about a car crash in which
a corrections officer was killed ended up creating a huge mess for himself on Facebook. In the
end he posted an apology and resigned from the law firm at which he worked.*

It is unwise to believe that anyone can live two separate lives online. If one engages in
controversial behavior, the result will be a magnifying glass of attention. In turn, it is virtually
impossible for the individual to keep his private and public online lives from colliding.

Conclusion

Attorneys need to understand how the public uses social media so they can reach potential
clients, but also must understand how the ethical rules apply to its use. Make sure you
familiarize yourself with this everchanging landscape so you can take advantage of the benefits
while mitigating any risks.

41 David Jesse, Andrew Shirvell fired from job at Michigan Attorney General’s Office (2010.)
http://www.annarbor.com/news/andrew-shirvell-fired-from-job-at-attorney-generals-office/#.UFQIPVEQd60

42 Anderson Cooper: Andrew Shirvell Responsible For His Firing Not ‘Liberal Media,’
http://www.huffingtonpost.com/2010/11/09/anderson-cooper-andrew-sh_n_780874.html

43 Len Wells, A bankruptcy attorney’s Facebook mess, Courier & Press (January 23, 2016).
http://www.courierpress.com/columnists/len-wells/len-wells-a-bankruptcy-attorneys-facebook-mess-29a20fb1-
8d56-3de0-e053-0100007fc312-366304311.html
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ATTORNEYRANKINGS

INTERNET MARKETING FOR LAWYERS

INTRODUCTION

Disclaimer: The following guide contains information that will help you rank on page one for local
searches. It assumes that you have consulted your respective state code of conduct for advertising
online.

87% of U.S. Adults use the internet according to a Pew Research Center report.' People log on day and night
to search for products, services, organizations, events and virtually any other kind of content related you can
think of.

This guide is about how attorneys can leverage organic search on a local level to market their practice. At the
beginning of the internet boom, it was like icing on the cake to have a website. As personal computing became
more affordable and the internet more accessible, a website became a necessity for doing business.

Today, just having a website is not good enough. That site must be structured in a way that makes it easy to
find online. For attorneys serving a local market, there are a specific set of tasks that can help them gain more
visibility in search.

By harnessing the organic (or natural) traffic from search engines, attorneys can drive more traffic to their sites.
More traffic means more chances to convert visitors into loyal clients.

This guide is specifically made for legal professionals. Some of the search engine optimization tactics
mentioned in the following pages can be applied across many industries but others are uniquely tailored for
attorneys. The purpose of this guide is to help you understand how important local SEO is to your success in
marketing online. You will learn why local citations are important, why search engines need help
understanding

1 Share This eBook
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http://www.attorneyrankings.org/
https://www.facebook.com/sharer/sharer.php?u=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
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the information on your website and why having a mobile-friendly design is better for your visitors among many
other things. Most importantly, you will learn how to make search work for you.

WHAT IS LOCAL SEQO?

Searcher intent is a large part of search engine
optimization (SEO). You must understand what
people are looking for as it relates to your business
in order to optimize your website. Local SEO is all
about making your site accessible to local
searchers and relevant for search engines looking
to serve location-specific content to their users. Itis
also about making your website relevant for local
searchers who often have unique motivations for
using search to find a local law firm.

Why Should You Care?

As recently as December of 2011, *Pew Research

reported that some 55% of adults got news and information about local businesses from the internet and
search. Personal computing is becoming more powerful and more convenient. Mobile device usage has
already overtaken that of traditional desktop computing. What does all this mean? People use the internet for
information. It has become incredibly easy to get access to a wealth of information on all sorts of topics
(including about local businesses). This has made more traditional channels of buyer research (i.e. phone
books, printed business directories, mailers and print advertisements) virtually obsolete.

A study performed by ?Search Engine Land in
30% 2012 and featured on the *Yelp Blog reported
that 85% of consumers use the internet to find
local businesses. The survey conducted
used local consumers in the U.S., Canada
and U.K. There were over 2,800
respondents. The survey showed that only
15% of consumers had not used the internet
to find a local business.

25%

20%

15% +
10%

5%
Benefits for Your Practice

0% _ _ _ Enhancing your presence in local search is
Never Just1time 2-5times 6-10 times Everymonth Everyweek  Almost i i
every day also an opportunity to market your business.
Photo Credit Search Engine Land: Graph showing how many times By performing some simple (and some not so
consumers used the internet to find a local business in the past 12 X
months. simple) tasks related to SEO, attorneys have

a chance to show up in front of customers
that may not have known they were out there.

! http://www.pewinternet.org/2011/12/14/where-people-get-information-about-restaurants-and-other-local-businesses/
? http://searchengineland.com/study-72-of-consumers-trust-online-reviews-as-much-as-personal-recommendations-114152
® http://biz.yelp.com/blog/survey-85-of-consumers-use-the-internet-to-find-local-businesses
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. WHAT DOES LOCAL SEO LOOK LIKE?

If you are new to optimizing a site for search, it can be hard to visualize all of the components. The diagram
below outlines many common tasks and how they fit into the local SEO landscape.

In the diagram above, the location-specific page can play an important role in local SEO. Content that is
relevant to local searchers or relevant to their location can be placed on pages like these. Citations (or
mentions of a business’s name on other websites) are important for enhancing the overall online presence of a
local business. Having a business listing on authority sites like Google My Business is another way to increase
the likelihood you will show up on the first page.
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Local links (or inbound links from other organizations that are
close to yours geographically) are also part of the equation.
Links from websites that are relevant to a user’s location are
powerful indicators of relevance.

Reviews help searchers make purchasing decisions and for
local businesses, these can make or break an online presence.
User generated content that has location information attached to
it is great for local SEO.

Optimizing a site (whether for a local or national audience) used
to be about technical tasks and shifty practices®. While many of
these things used to work, search engine optimization has
shifted focus onto user experience rather than satisfying a
search engine spider.

*There are still some technical tasks for both local and national
SEO however, in recent years Google and other search engines
have looked favorably on sites that provide a good user
experience. lItisn’t enough anymore to have all the right words
in all the right places. It's also about how visitors to your site are
able to get the information they need to solve their problems.

The basic premise is this. A primary goal of leading search engines is to deliver relevant content to their users.
People look for all kinds of things online and they often want content that helps them solve their problems.
When search engines see that a website is achieving this goal for their users, they are more likely to serve that

page to other users looking for similar content.

Writing for Visitors

For any kind of SEO campaign, you should design and write for users first and think about search engines
second. The content on your website contributes to a favorable ranking in search. The following are some
examples of content written for search engines and content written for real people.

Examples of content written for search engines include:

Spun content: This is content written by a

software program. In general, they are hard for
real people to read and have little to know

editorial value.

o Keyword-stuffed content: This is blog posts,
articles, web page copy or any other text that is
filled with a target keyword phrase. Generally

* https://www.reliablesoft.net/10-bad-seo-practices-that-will-destroy-your-google-rankings/

> http://moz.com/beginners-guide-to-seo/how-usability-experience-and-content-affect-search-engine-rankings
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these types of articles are so packed with one keyword phrase and its variants that it doesn’t sound
natural when read.

o Cloaked Content: This is an advanced technique where a webmaster will show one type of content to
users and another type to search engines. Search engines will think a page is about one particular
topic or at least more relevant and display that page to users even if the content that users see isn'’t
really relevant to their query.

Examples of content written for real people include:

o Well researched articles, blog posts, or other copy that provide true value to website visitors.

e Images, video and other non-text-based content that provides value to visitors of websites.

No matter what you write about, try and approach it from the perspective of helping your readers. What

content would they find useful? How can it help alleviate some kind of pain they are having? Consistently
producing content that satisfies those things will create loyalty for your brand.

For any kind of SEO campaign, you should

design and write for users first and think
about search engines second.
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Il. OPTIMIZE FOR SEARCH AND FOR VISITORS

On-Page Optimization

Before we dive into the next section, it is helpful to understand what “on-site” optimization is. For SEO, there
are some tasks that can be performed to a website directly (such as having the right keywords in text) and
others that are performed elsewhere on the internet (known as off-site tasks). Off-site activities still influence
the ranking of a website but they are performed on other websites.

You will want to make sure you have the following elements squared away for your on-page optimization:

o Keyword + Location in meta description and title tag

o Keyword + Location in copy of page

e Your Business address

e Local Business schema on the page (more on this later)

o Keyword + Location in URL of page

o Keyword + Location as file name of images rendered on the page and in their alt attributes if
appropriate

Keyword + Location
Your website should have an overall theme. For instance, a specialty-trained clinician may focus on one area

of the body for all patients that they see. There may be subsets of that specialty as well. That practitioner’s
website should have the main overall theme at the top (i.e. home page) and the sub-sections as other pages of

the site.

Each page of the site should be focused on a specific keyword. For location pages, there should be one page
for each specific location or office that the attorney has. Then if a user searches for personal injury lawyer
Detroit, a page optimized for that phrase (and if the practice is actually located in Detroit), it will rank very well
for that localized query. In the image below, a simple content umbrella architecture is illustrated.
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Keyword + Location in copy of page

In the actual paragraphs of information on your page, you should have a target keyword phrase (for example
“lawyers”) and the location your office is located in (i.e. Philadelphia). Your page would then be trying to rank
for the phrase “lawyers Philadelphia”. Note that you could also rank for variations of this phrase like “Lawyers
in Philadelphia”, “Philadelphia lawyers”, or “find a lawyer in Philadelphia”.

Address relevant to location on page
This would simply be your business address. It should be located somewhere on your location-specific page.

Ill. ATTORNEY SCHEMA

Technically schema should be used in the location-specific page however because of its complexity we
decided to make a chapter for it. If you aren’t familiar with schema, it is simply HTML markup that is used to
make content machine understandable. Search engines can find and index content but they have a harder
time understanding the deeper meaning of text and the relationship the content has with other things.

Schema will not cause your site to rank better in search but it will enhance the way results for your website
appear in search. This can then make it more likely that a searcher will click on your SERP result.

The microDATAgenerator 41| Attorney Schema Generator Using Schema.org | Schema ...
www.microdatagenerator.com/attorney-schema/ ~

% % % % ¥ Rating: 4.6 - 11 votes

The “Attorney Schema Generator” can be applicable to all attorneys that would like to
mark up their name, address, and phone number using schema.org

Home  About GetStarted  Local Business Genzrators

Home » Attor
Join The Community (it's free)!

Login | Register
Post Questions. Give Answers

The “Attorney Scthema Generator” can be applicable to all attorneys that would like to mark up Help us improve The MicroDATAgenerator.
their name, address, and phone number using schema_org vocabulary.

Donate

Corresponding attorney page on Schema.org

GENERATEIT:

Business Name

There are different types of schema and within those types there are specific schemas for different people,
places, things and concepts. For the purposes of this eBook, we'll be talking about microdata. For an in-depth
education on schema, you can learn more at schema.org.

Attorney Specific Schema
In this section we’ll talk about two ways to add schema to your site.

1. Manually add HTML code to your content
2. Use The Google Data Highlighter
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Manually Adding Code to Your Website

If you are familiar with HTML, it's pretty simple to add
schema markup to your content. There are dozens of
different kinds of content you can markup but we will
only focus on adding it to contact information (name,
address phone number, etc), reviews, business or office
hours and GeoCoorindates.

The Itemtype

For all of the information you want a search engine to understand as being related to your law firm, it must be
encased in markup defining the item type as attorney. The most common way to do that is with a <div></div>
tag within which all of your other markup will go (i.e. address, phone number, office hours, etc).

It will look like this:

<div itemscope itemtype="http://schema.org/Attorney">
<I---Other markup and your content goes in between these tags--->
</div>

Your Firm Name and Address

Next put the firm’s name and address within the <div> tag that you just made. Note that address has its own
item scope which we will make next. First write the name of your firm encased in a <span> tag with the item
property “name”. The syntax looks like this:

<span itemtype="name”">Sam & Sam LLC</span>

So far your markup should look like this:
<div itemscope itemtype="http://schema.org/Attorney">
<span itemtype="name”>Sam & Sam LLC</span>
</div>

Next add the address item scope (note it should be in a new <div> tag):
<div itemprop="address" itemscope

itemtype="http://schema.org/PostalAddress">
</div>

Share This eBook

Page 0 1@ @



http://www.attorneyrankings.org/
https://www.facebook.com/sharer/sharer.php?u=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://twitter.com/home?status=Check%20out%20this%20Local%20SEO%20eBook%20via%20@attorneyranking%20http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://www.linkedin.com/shareArticle?mini=true&url=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html&title=&summary=&source=
http://www.attorneyrankings.org/
https://www.facebook.com/sharer/sharer.php?u=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://twitter.com/home?status=Check%20out%20this%20Local%20SEO%20eBook%20via%20@attorneyranking%20http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://www.linkedin.com/shareArticle?mini=true&url=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html&title=&summary=&source=
http://www.attorneyrankings.org/
https://www.facebook.com/sharer/sharer.php?u=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://twitter.com/home?status=Check%20out%20this%20Local%20SEO%20eBook%20via%20@attorneyranking%20http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://www.linkedin.com/shareArticle?mini=true&url=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html&title=&summary=&source=
http://www.attorneyrankings.org/
https://www.facebook.com/sharer/sharer.php?u=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://twitter.com/home?status=Check%20out%20this%20Local%20SEO%20eBook%20via%20@attorneyranking%20http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://www.linkedin.com/shareArticle?mini=true&url=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html&title=&summary=&source=
http://www.attorneyrankings.org/
https://www.facebook.com/sharer/sharer.php?u=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://twitter.com/home?status=Check%20out%20this%20Local%20SEO%20eBook%20via%20@attorneyranking%20http://www.attorneyrankings.org/campaigns/local-seo-ebook.html
https://www.linkedin.com/shareArticle?mini=true&url=http://www.attorneyrankings.org/campaigns/local-seo-ebook.html&title=&summary=&source=

ATTORNEYRANKINGS

INTERNET MARKETING FOR LAWYERS
Now your markup should look like this:

<div itemscope itemtype="http://schema.org/Attorney">
<span itemtype="name”>Sam & Sam LLC</span>

<div itemprop="address" itemscope
itemtype="http://schema.org/PostalAddress">

</div>

</div>

Now you can add your address information. Each part of an address has its own property. They
would be written as follows.

<span itemprop="streetAddress">1234 Street Name Blvd.</span>
<span itemprop="addressLocality">City Name</span>,

<span itemprop="addressRegion">MiI</span>

<span itemprop="postalCode">48102</span>

Your finished attorney name and address markup should look like this:

<div itemscope itemtype="http://schema.org/Attorney">

<span itemtype="name”>Sam & Sam LLC</span>

<div itemprop="address" itemscope
itemtype="http://schema.org/PostalAddress">

<span itemprop="streetAddress">1234 Street Name Blvd.</span>
<span itemprop="addressLocality">City Name</span>,

<span itemprop="addressRegion">MI</span>

<span itemprop="postalCode">48102</span>

</div>

</div>

Schema.org® is an excellent resource for visual aids when marking up content. You can refer back to it as you
go through your site. The site also contains references for markup on all kinds of content.

® http://schema.org/
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IV. USING GOOGLE'S DATA HIGHLIGHTER

If you don’t have a working knowledge of HTML, you can still markup content on your site. Google has an
excellent tool called the Data Highlighter in the Search Console interface. Attorneys can use point and click
functionality to highlight text, images and URLs on their site to help Google learn about their content.

Note that you must have your website configured in Search Console in order to use Data Highlighter.
Start by logging into your account and visiting google.com/webmasters/tools.

Once you're in the Search Console interface, click on Search Appearance -> Data Highlighter.

I Site Dashboard
Site Messages

~ Search Appearance @
Structured Data

Data Highlighter

HTML Improvements
Sitelinks

» Search Traffic
+ Google Index
b Crawl
Security |ssues

Other Resources

b Labs

The default page has a lot of information and a video on how to use the Data Highlighter. If you feel
comfortable go ahead and click the “Start Highlighting” button.
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Data Highlighter. Show off your site's data in search.

Introduction to Data Highlighter . .
Does your site contain structured

data like event listings or review
ratings?

Mow there's a new aliernative fo
webmaster markup for helping
Google understand your site's
data. With Data Highlighter. you

simply "tag" each data field with
YOur mouse.

Then Google can present your
data more attractively, and in new
ways. in search results.

After you click the button, a prompt will appear asking for the page and type of data that you want to teach
Google about.

Enter the URL of a typical page on your site
. ttF_‘.' ." I_- ,?_.I‘_. '?-'.‘_' '-,."',.-' ) L:,' _.Y_ ..:-l_ r.I .I F_..l L:,' ) I_'_': I_'_'_I r.I -I ."
Type of information to highlight

® Tagthis page and others like it
Tag just this page

Cloze

Once you submit the URL and other information, you'll be taken to a view of the page from within the Search
Console interface.
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Home Services About Us

Awards & Cerficacions m blog

Testimonials

“Chris has literally delivered on every idea or marketing cancept we have discussed which is rare in his industry.
[ have worked with o number of so called experts in the post and no ane has approached the level of
customer service or results that Chris has.”

- Matthew Dolman - Managing Partner at the Dolman Law Group

“Chris is exceptional and above the others in the SEO field which is filled with people who overpromise and
under-gdeliver. | had Findlaw which provided a good return on my investment but hey are solely directory based
and slow to react 1o enngle frends or customer needs. fve hord comnaonies which nrofessed ra ger me on the

chris@attorneyrankings.org

G o @ @ @ 3+ Follow | 34K

618-967-8087

Contact Us

Get In Touch

Attorney Rankings is a unique,
full-service Internet marketing
agency for lawyers.

Call or email us:

Phone: 618-967-8087
Email:
chris@attorneyrankings.org

Get a free quote:
Click here for a free consultation

Circle Attorney
Rankings On Google+

PUBLISH Cancel o -

My Data ltems

Local business

Name: required
Address required
Telephone: required
Opening hours:

Category

Department

Image

URL

Average rating
Rating

v rating;
eview date.

Now all you have to do is highlight the text or images you want to submit to Google. Once you highlight
something, a drop down menu will appear asking for the type of content that you've highlighted.

When you are done, click the red publish button in the top right corner of the page.

The Data Highlighter works in the same way schema does. It creates structured data that Google can have a
deeper understanding of. Note that marking up your content won't help your pages rank any higher in search
but it will help Google to display your data more accurately and in new ways. This can help increase click

through rates to your site.
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V. LOCAL DIRECTORIES FOR ATTORNEYS

Directories are still a good source of links and traffic for attorneys. The trick is to submit your site to attorney-
specific directories. You should also watch out for ones that provide little value. These are often easy to spot
because they are shallow in terms of content and easy to submit your site to.

Attorney-Specific Directories
The following are some directories (and their corresponding PageRank) specific to the legal profession:

PR7 http://lawyers.justia.com/new-profile — requires fax

PR6 http://www.avvo.com/free-lawyer-advertising — credit card confirmation
(Avvo law firm group claim: http://www.avvo.com/support/all-firm-claim)

PR6 http://washlaw.edu/ — Sadly, this directory has been discontinued. See:
http://www.washlaw.edu/lfirms/

PR4 http://attorneydirectorydb.org/

PR5 http://www.elocallawyers.com/

PR5 http://lawyers.uslegal.com/

PR4 http://lawlink.com/ - need years of school & bar #

PR4 (-1 PR) - http://www.lawyercentral.com/claim-my-attorney-profile.html — pic &
bar verification

PR4 http://attorneypages.com/ - bar # and law school required

PR4 http://attorneyfee.com/ - credit card confirmation

PR4 http://targetlaw.com/

PR4 http://www.lawyerratingz.com/

PR3 http://www.lawga.com/

PR3 (+1 PR) — http://attorney-online.info/dir — requires client assistance

PR3 http://www.alphalegal.com/

PR3 http://www.dilawctory.com/

PR3 http://www.lawnosh.net/

PR3 http://www.ilawyerdirectory.com/ (GEO directory for Southern California law
firms)

PR2 (+2 PR) — http://lawyers.lawyerlegion.com/create.php — requires bar #

PR2 http://www.legalwebfinder.com/

PR2 http://www.attorneyprofile.org/ — Not available currently.

PR1 http://www.findlawyersbycity.com/

PR1 http://www.mylegalpractice.com/

PageRank 0
PRO http://lawyersinfo.org/
PRO indexlawyer.com
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Free Local Lawyer Directories (Citations Only)

PR6 http://www.lawguru.com/
PR2 http://attorneyyellowpages.com/
PR1 http://www.lawyersattorneysguide.com/

Top 100 Law Firm Directories

We have compiled a list of the top 100 law firm directories’ on attorneyrankings.org. It is one of the most
comprehensive sources of directory references in one place. Lawyers can sort by price, legal niche, and
domain rating to see which directories are right for them.

Content Development
Attorneys are unigue when it comes to content marketing. Information related to their practice and to the law is
highly technical, dependent on context and if written improperly, could cause problems.

When looking for someone to generate content for an attorney website, find someone who has a JD. This
goes for articles on web pages and blog posts or any content that could be seen as legal advice.

VI. LOCAL CITATIONS

8]t is estimated that more than 80% of internet users

leverage a search engine to find what they are looking NAP . Th is acC ronym
for online. The more opportunities you can provide

yourself to show up in search results, the more traffic Stan ds for name’

you are likely to receive. Local citations are simply
mentions of your business name and information on

address and phone

some other website. These may include links and they n u m bel'.
may not.

The primary goal should be to drive people to your website but you can increase the chances of that
happening by making local citations. These are third party websites where you can list your business
information. Common examples from listing sites include a Google Places Page, a Bing Business listing,
Yahoo's business directory, Yellowpages.com, etc.

Creating Your Business Listings
Whether you have filled out 1 or 100 citation profiles online it is vital that you do it right, therefore here are
some quick tips for filling out profiles correctly:

e NAP: This acronym stands for name, address and phone number. Make sure all profiles you fill out
have at least your name, address and phone number (NAP)

o Keep the information consistent across all profiles

e Fill out listings completely

7 http://www.attorneyrankings.org/top-100-law-firm-directories/
® http://searchengineland.com/study-72-of-consumers-trust-online-reviews-as-much-as-personal-recommendations-114152
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o Use keywords related to your practice
¢ Include your website and links to any social sites you are active on
e Remove duplicate listings

If you've been in business for a while, chances are that there is already basic business information on many of
these kinds of sites (i.e. business listing websites). Claiming your profile on these sites is all that is necessary
instead of starting up new accounts.

If you are filling out profiles manually, make sure you search for your business name on a website first to see if
a default profile already exists. If it does, follow the site’s instructions on how to claim the listing.

Filling Out Your Profiles Completely

This deserves some special attention because of its importance to the impact of your citation work. Each area
of a profile online where is an opportunity to make the profile more relevant to things your target market might
be searching for. When you don't fill out a profile completely, these are missed opportunities.

e Addimages and logos

e Add videos if you have them

o Fill out category information accurately and sub-category information as well. For example if you are a
an attorney select that and if your practice area is available (such as personal injury), make sure that is
selected as well

o Add keywords relevant to your practice if a space exists for that

o When you add images or video, make sure their file names, descriptions or other keyword fields
associated with them have geo-specific keywords in them

¢ Make sure the description in a profile has your geo-specific location keywords inserted

NAP Consistency

It's important to make sure your name, address and phone number are consistent across your profiles. In
accurate information can result in confusion among searchers and search engines as to which information is
the correct information.

Data Aggregators

Aside from smaller business listing sites, there are much larger data aggregation companies. Smaller websites
typically get their information from these larger data distributors. These are important because if you don't
have the right information with these entities, chances are the rest of the information across the web about
your business will also be inaccurate.

The major data aggregators include: (See appendix for a comprehensive list of smaller business listing sites)
Infogroup

Acxiom

Neustar Localeze

Factual
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If you do not fill out business listing profiles on any other sites, you should still make sure your information is

accurate with the larger organizations.

VIl. GOOGLE PLACES FOR BUSINESS

We separate Google Places from the rest of citation work because it is a little bit different. Google has an

extremely strong presence in local search
making it a must have listing for lawyers.
Some of the first results to appear for users
looking for local businesses are Google
business listings.

The Ever-Changing Local Pack

The group of listings that shows in maps
when a user’s search is specific to local
businesses is known as the local pack of
results. For a long time it was populated by
a group of seven listings in any given area.
In mid-2014, Google changed it so that
there were only 3 results showing instead
of 7 making the top spot that much more
valuable.

Google had a lot of data points as its
motivation for making the change. For
lawyers, having a listing that stands out is
increasingly important in Google Business
Listings. Strategies like getting reviews,
making sure your firm is listed in the

appropriate category, and filling out your profile completely can
help make a difference in search.

The New Local SEO 3 Pack

Here is what things look like now in search. The default number
of listings that show up in an SERP is 3. If you click on any
result you are taken to a larger map showing you more listings.
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VIII.TOOLS FOR LOCAL SEO

If you are submitting local citations yourself, you will
find that it is extremely tedious and time-consuming
work. Websites that populate business-listing
profiles allow you to get back to what you do best,
working with patients.

Yext

This is one of the leading citation companies on the
market. For a fee, Yext will populate dozens and
dozens of business listing profiles on sites like
Yellowpages.com, Superpages.com, Yelp.com, and
many others.

yeX

The way it works is that you create an account, log in and then fill out one profile on Yext's interface with all of
your business information. You can include name, phone number, URL, social profiles, business description,
keywords, photos, logos, videos and a host of other information.

You then sit back and relax while Yext disseminates the information to dozens of different websites. This
comes in extremely handy when you don’t have a lot of time to do the work yourself or if you need to change a
lot of listings quickly.

Of all the citation services, Yext has a reasonable monthly service plan however, you have to sign up for a year
in advance and you can'’t actually pay monthly. Not a bad deal if you are a large organization but a hefty cost
for small businesses who may find better use for budgets elsewhere.

UBL (Universal Business Listing)

For 79 dollars per year, Universal Business Listing will distribute your information to core databases that are
said to be the foundation of the majority of U.S. search platforms. The “Essential” package includes listings set
up on sites like ShowMelLocal, Verizon, Company.com and a dozen or more others.

The company'’s core distribution serve pushes data to major search engines like Google and Bing. They also

push information to some of the larger data aggregators. In addition to the listings you can also get a web card
(which is pretty much a web page) that can show you how your data
appears online.

Moz Local

Back to citations only with Moz Local. Moz has been in the SEO
business for a while this is their first appearance in the citation
business (as of 2014). Moz provides a basic local citation service
that pushes data to leading aggregators.

Moz Local is definitely the most reasonable at 84 dollars per year
per location. You do not get as many listings as you do with Yext though. Like the other services, you can
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upload one set of information that is sent to a number of different data sources and business listing websites.
*Again do not forget that your information MUST BE consistent across all citation listing sources, whether for
small site or larger aggregators.

Moz does not distribute to as many second tier listings as Yext does but it finds duplicate listings for you and
pushes information to more data aggregators.

Other Tools

There are other providers that do local citations. They can’t really be compared apples-to-apples with the
services above but they do provide citation type services. Bright Local provides significant details around
citations and helps you find ones you may have missed. In addition, Whitepark helps to identify them as well.

Bright Local
Unlike the services mentioned above, Bright Local is a web-based SEO software package. More on the non-
citation related tools in a moment.

For citations, Bright Local takes it to the next level. It does a whole lot more than distribute information to
business listing websites and data aggregators. Similar to other providers, it allows you to find sites where
there are already mentions of your business name and information. It shows you which sites have your info
and how consistent that information is across sites. This allows you to see if your information is accurate.
So that’s where the similarities end.

Bright Local takes things a couple steps further with interactive charts that allow you to track the growth of your
citations. For example if you launched a campaign to grow your online presence through different business
listing websites, you can use the service to see how successful you are.
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Another cool feature is that you can
check out what your competitors are
doing. Maybe there are other attorneys
in your local area that are doing better
online than you are. Bright Local can
help you identify which local citations
they have that perhaps you don't.

@

lantLocal

Bright Local also provides data on which citations are the most beneficial as well as their cost. In a nutshell,
you get a much more detailed look at how citations can help your site instead of a more generic approach.

Other Bright Local Features

Remember that this is an SEO tool and not just a citation tool. You can analyze a website and generate
reports on how it shapes up in search. You can check your ranking in results pages, optimize your Google
Plus Local profile, monitor reviews and add functionality related to reviews to your website.

Tip: If you are just looking to add some citations around the web and not intent on doing a lot of your own
online marketing, Bright Local is probably overkill for you. If however you plan on taking a more hands-on
approach to your online presence, it's definitely worth a look.

White Spark

This is another local SEO tool that also happens to do citation-related tasks. White Spark is a Canadian based
firm that specializes in local SEO software. It's very similar to Bright Local in that you can track search results
rankings, find and optimize local citations, prospect for links, and manage reviews online.

If there is one thing | love about businesses like these, it's that they share their knowledge and tools freely
without expecting anything in return. A cool (and completely free) feature of White Spark’s site is their Review
Handout Generator. You can use the generator to make printable instructions to hand out to your customers
on how to leave a Google review for you.

Tip: Again, if you aren’t into doing a lot of your own SEO work, White Spark will be over-kill for you. They are
a great company to compare however if you are looking to get more hands-on with your search marketing.

Google Search Console

This is a free service from Google that can tell you all sorts of things about your site. It used to be pretty
limited but these days you can do and learn a lot with your site. For
example with Search Console you can:

e Test how a site appears in search

e Highlight data for Google to learn about

e Monitor HTML improvements

e Learn about your site links and demote them if necessary

e Learn about search queries people are using to find your site
e See data on internal links on your site
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e Get alerted to any manual web spam actions leveled against your site
e Monitor your site’s index status

e Remove URLs from search

o Evaluate the keywords most prevalent on your site

e Submit URLSs to Google’s index

¢ |dentify security issues

e Get links to helpful resources

e Check out new tools that Google is testing out

In addition to all that you can monitor multiple sites, invite others to monitor your site, submit sitemaps, and
export all of the data you see as many times as you want.

Google Analytics

Ironically Google’s free web analytics tool is also one of the most widely used and it isn't because it's free.
Google’s analytics platform is one of the most robust and versatile in the industry. Granted you need some
know-how to get it to work for you but other than that it's completely free.

With Google Analytics you can see:
e Visits
e Page views
e Bounce rate
e Number of pages viewed per visit
e Custom interactions like clicks on links and buttons
e Visitors common paths through your site
e Geo-location, device usage, browser usage and other data on visitors
¢ Real time information on your site

Other features include:
e The ability to export reports in a variety of formats
e Set up email alerts and automated reporting
e Filters for data
e Customizable dashboards and reporting

That's only a fraction of the reporting and features you can get with analytics. Google also provides a library of
videos call Conversion University where people can get tutorials on how to use features of analytics.
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IX. LOCAL SEARCH RANKING FACTORS

Each year Moz compiles and publishes a list of local search ranking factors®. The data comes from a survey
presented to dozens of top SEO industry professionals. They are asked to rank factors that influence a
website’s position in SERPs based on different scenarios.

The study is especially useful to get a
perspective on how others doing SEO
work are able to achieve success. In
other words, these are the people who
are involved in ranking websites as a part
of their profession. The results of the
survey are comprised of things they have
seen work for them and their clients or
employers.

After data is collected by Moz, it is
broken down into the top 50 ranking
factors as well as an easy-to-understand
graph on the most important overall
ranking factors. Lawyers can use this
study as a guide for where they should
be focusing their efforts. It's sort of like a
cheat sheet for local SEO as well as
broader strategies.

X. SOCIAL PROOF

Social proof is all about how your practice looks online. What professional organizations you belong to, the
accomplishments you've had, and the visual representations that go along with these are all great for your
online presence.

A great resource for attorneys is local trade organizations, chambers of commerce, Better Business Bureau
branches, and other similar authoritative entities. When consumers can see that your practice belongs to
these trustworthy organizations, it proves to them that you are a part of a community.

Getting Social Proof
There are many universal ways to display social proof on your site:
¢ Join major social networks and be active on them
o Participate in seminars
o Write books
e Try and get nominated for Super Lawyers
e Try and get nominated for Rising Stars (a sub-set of Super Lawyers)

? https://moz.com/local-search-ranking-factors
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e Join AVVO and become a top contributor

Why is Social Proof Important?

The more you can position yourself and your firm as an authority in your practice area, the more positive
exposure you'll receive. People gravitate toward those businesses and individuals who are helpful online.
People want to work with those who are constantly improving themselves and helping others. Social proof and
the activities that help build it can do that for you.

Xl. REVIEWS

For local search, reviews are extremely important for your firm image, social proof and SEO. Getting reviews
(especially good ones) can be a time consuming and tedious process but if you stay consistent you can start to
build up a good presence.

Reviews for any kind of business have become a very influential conversion factor in search results pages.
Star ratings and user generated content make relevant search results even more appealing than they
otherwise would be. Consumers tend to click on results that have better review ratings or review ratings at all
as opposed to those with low or no ratings.

Methods for Getting Reviews

Follow up Emails with Templates

When you ask your clients for reviews, you have to keep it as simple as possible. If people have to work or
muddle through something, they are less likely to do it. You can make leaving a review easier by providing
multiple options for networks to leave it on as well as creating a basic template for them to follow.

For example give them the option of leaving a review on Yelp, Google and/or Yahoo (if they want to do all
three that's even better). The idea here is that not everyone has a Google or Yahoo account (which you need
to have in order to leave the review).

Next outline your steps and questions.

People sometimes feel reluctant to leave a
review because they don’t know what to say.
Provide questions that the person can answer
as a part of their review.

Lastly, you have to find a way to deliver all of these instructions to them. Your clients undoubtedly get a lot of
emails anyway so sending an email for the sole purpose of soliciting a review from them is probably overkill.
Include it in a follow up email instead. For instance when you send out a follow up email to see how they are
doing after a case or any other services you provided to them, include your review template there.
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Common Obstacles for Attorney Reviews

Legal services are (by nature) not always a service that people want the world knowing they used. For non-
embarrassing or stigmatizing situations, you probably won’t have much trouble getting clients to agree to leave
a review. For criminal, bankruptcy or divorce clients, you may have some trouble getting them on board.

For clients like these, you can have them leave anonymous reviews at sites like AVVO. Another strategy you
can employ is to have your clients email you their reviews and you can place them on your website as either
anonymous or under a pseudonym.

Avoid doing in-house reviews. That is, don’t have people write their reviews down and then later use fake
accounts to submit the review online. You might get away with it for a while but you will eventually be flagged
by the site where reviews are hosted.

Reviews on Yelp

If you can get clients to do it, Yelp is one of the more beneficial review sites out there. Yelp is one of the
largest data sources online for reviews and information about local businesses. Yelp reviews are also
prominently displayed in Siri searches (Apple’s proprietary voice search assistant).

XIl. DEVELOPING A PRACTICE AREA-SPECIFIC PAGE

Location-specific pages are good for businesses including
1 1 - 1fi 1 Page Title
law firms but practice area-specific pages. are a unlqug task Keyword | Secondary Keyword or Brand Name
that attorneys can take advantage of. Building a practice
<h1>Header that accurately

area specific page is a lot like building a location specific describes content underneath
page <img and incorporates keyword</h1>

src="/keyword.png”
alt="text accurately
Finding your Target Keyword Phrase describing your image

For location pages you're looking for keyword + location to :;;:gfg,f?:mtes the
optimize a page for. This time you'll be optimizing for just

practice area. You can use another term with practice area
however if you do a little bit of research, you'll find that
most combinations that aren't just the practice area also
include a location.

Copy that is about keyword

Copy that is about keyword

Structure of Your Page

Like other pages on your site, your practice area specific

page should be just about the practice area. You should

only use the keyword phrase (i.e. personal injury lawyers)

along with its close variations. Density of the keyword isn’t

as important as that the overall theme of the page is about the practice area.

Copy that is about keyword

Semantics
Keep the semantic web in mind when writing your practice area specific page. Words that are synonymous
with the target keyword phrase, variations and relevant concepts should be used in your copy. For instance if
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your practice area specific page focuses on the phrase “divorce lawyer”, using the terms lawyer and divorce in
other combinations throughout the copy as well as the term “attorney” and “divorce attorney” is ok.

CONCLUSION

Search has become the method by which people find information about local businesses. Phone books and
411 has gone the way of the VCR, the Walkman and home phones. Increasingly, people are using laptops,
tablets and mobile smart phones to look up addresses, phone numbers, directions and a host of other locally
relevant information.

Local practitioners like attorneys who do not have sites optimized for local are missing out. These days if you
can’t be found online, you aren’t relevant. This guide is here to help you bring your website to the next level
and you should be well on your way if you apply these practices.

We understand that Local SEO is a highly technical, complicated (and boring) practice. Not everyone can do
their own SEO work so if you're finding yourself stuck in one spot with your search marketing efforts, contact

Attorney Rankings today! We can help you articulate your goals and show you how local SEO can help you
meet them.

NEED HELP ENHANCING YOUR LAW
FIRM'S PRESENCE IN LOCAL SEARCH?
WE CAN HELP!
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XIl. About The Author

| began my Internet marketing journey
sometime in 2004. | was working at a small
high school in Southern Illinois when the
allure of making money online took hold. |
paid for several Internet marketing courses
like Ed Dale’s 30 Day Challenge,Courtney
Tuttle’s Keyword Academy and had a great
friend who was already heavily involved in
SEO, Ryan Carter, now a poker super star,
teach me the ropes. | started an affiliate
company and at one point had around 70+
AdSense, Amazon affiliate and CJ based
websites that | managed. Soon after, |
became interested in the agency side of
Internet marketing.

| started consulting for Intuitive Websites; a fantastic Web company in Colorado founded by Tom Young, The
Timmermann Group; a cutting edge STL digital agency; and then | began working at PowerAdvocates as their
head SEO legal marketing specialist. It wasn’t until around February of 2013 that | decided to launch Attorney
Rankings, LLC. Over the last few years, I've had the privilege of watching Attorney Rankings grow into a very
successful law firm marketing agency with the help of a great team. Attorney Rankings works with many
accomplished law firms throughout the U.S. including Dolman Law Group, The Levin Firm, Albertson &
Davidson, LLP and many more. I've contributed to top legal marketing publications such as Legal Ink
Magazine, Circle of Legal Trust, Law Marketing, JD Supra, Ahrefs SEO blog and more. | also spoke at the
Vegas Circle of Legal Trust convention and contributed to the SEO Mythbusters Production for Legal Ink
Magazine.
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clients and prospects, because that’s where they are now — and
where more are sure to be in the coming years. Look at your client
base. Who are the decision-makers? Who's following in their foot-
steps? How do they engage with the world around them? Where
do you fit in that orbit?

Especially if your client base includes Gen Yers and millennials, the
question isn't whether you should be on social — it's how long will
it take you to get up to speed. These generations are media and
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Leveraging LinkedIn
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Using Linkedin is a lot like any other business development activ-
ity. If you don’t know what your goal is, and plan a strategy for
achieving it, you won't accomplish much. David Ackert of Practice
Boomers frequently presents on business development strategies.
He recently shared his excellent advice on the importance of priori-

tizing goals and sticking to a strategy when using Linkedin.
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Harnessed correctly, Facebook Live offers a valuable platform to
connect with your audience, giving an extra touch that can help
convert prospects into clients. It doesn‘t fit every audience, and

it doesn‘t fit every law firm. As with any marketing strategy, live
video’s effectiveness will hinge on how you use it and who you‘re
trying to reach. Here’s what you need to know.
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The Lawyers Web Marketing Rip-Off Prevention Guide

Introduction: Everything Ties Back to Strategy

When you sign on with an internet marketing service provider (IMSP), make sure to talk in depth about your
specific business growth goals by practice area and matter type, your firm’s genuine differentiators, and who your
exact target clients and referral sources are. Then you need to decide which specific tactics make sense for each
business goal. Your IMSP should always be able to give you a clear answer to the question, “Why are we/you
doing this particular thing?”

There are 10 main areas of internet marketing:

>

1. Content Creation 6. Paid Advertising

7. Client Reviews

!
1

2. Search Engine Optimization (SEO)

3. Local/Mobile SEO 8. Directories

0

4. Technical SEO 9. eNewsletters

-
=

5. Social Media 10. Press Releases

Whether you do any or all of these areas of internet marketing depends on your strategy. In the next section we
review what should be reported in each area. The third section is a list of metrics. The list of metrics appropriate
for your firm will vary depending on your goals and strategy but this list is a solid starting point.

What Should Be in Your Monthly Reports?

The overall format for a useful marketing report is simple:

—

Customized metrics covering your web-wide online presence for the most recent period
Data comparing the most recent period with the previous period
A list of actions taken during the previous period

Data and narrative evaluating the impact of those actions from previous to most recent period

AR A

Specific goal recommendations and action plan for the next reporting period

Baseline Report
Before starting on regular monthly activities, your IMSP should give you a baseline report. This gives you
comparison data to see if what they're doing is working and how well. A high-quality baseline report should

include “health diagnostics” from Google Webmaster Tools, as well other data such as backlink referral domain
data and core traffic data.

Historical Data

Statements like, “The website had 894 visitors in the last month,” mean nothing unless you know how many
visitors your website had in the months before you started working with your IMSP. Reports need to compare
current data to the previous reporting period, as well as year-over-year period comparison.

Specific Goals

Vague goals such as “increase website visitors” are not helpful. Goals need to be specific for each reporting
period such as:
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* Increase “target persona” and “geo-relevant” visitors from 1000 a month to 1250 a month
e Reduce bounce rate by 5%

* Increase newsletter sign ups by 15% in the next month

® Increase number of contact forms submitted from 20 each month to 30

* Improve “conversion rate” of videos watched by 10%

* Get 3 high quality backlinks with strong “domain authority”

* Get 2 reviews from satisfied clients on Avvo.com, Google+, or Yelp

Analytics

In addition to data about however many of the 10 areas of internet marketing you're employing, reports need to
clearly answer the question, “How did people find our website and what did people do when they got there?”
This information comes from an “analytics” program. Some IMSPs use their own or other 3rd party analytics tools
but Google Analytics is by far the most widely used — and most customizable — analytics program (and it's free).
These are the three broad areas on which Google Analytics provides data:

Audience — How many qualified visitors come to our website? Who visits our website?
Acquisitions — Where did website visitors come from?

Behavior - What do people do on our website? What are our “conversion ratios”? (i.e., what % of the time do
visitors do what we want them to do such as click a Contact form?). How many times did new visitors call our
“dynamic insertion” phone number from the site (which ties into your phone system to track web-generated calls).

List of Metrics: Analytics

In these boxes contain the metrics your IMSP should report to you monthly or quarterly. This list is a baseline. Exactly which metrics are
pertinent to your firm depends on your specific strategy for each area of internet marketing.

Audience

How many target persona visitors came to our website in the last month?

How many pages did the average website visitor look at?

What is the average amount of time visitors spend on the website?

How long did visitors spend on the pages and posts?

What is the bounce rate?

How many are new visitors and how many are returning visitors?

How frequently did people visit the site and when was the last time they were there?

What cities did visitors come from? How many came from each city?

SORNCORES RN O ORI ORI

What type of device did visitors use to access our website? (desktop, mobile phone, tablet)

For each of the questions listed above:
1. What is the % change from the last report?

2. How do you explain the changes in data for each question above?

Acquisition
1. What % of site visitors came from the following sources:
a. Organic search
Directly entering the URL
Referral (i.e., from another site, online ad, or citation)
Each specific social media site
A link from our E-newsletter

® o000
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2. Which pages of the site have the highest bounce rate?

3. Are there any pages that take a long time to load?

4. Of the keywords Google will show us, are there any that are particularly interesting?

5. How many people shared our web pages or blog posts on a social media site?

6. How many people who came from a social network filled out a contact form or signed up for the
newsletter?

Behavior

1. What pages do people start on and where do they navigate through the site?

2. Do people who come to the site via social media behave differently from people who come to the site via
organic search or paid ads?

How many people signed up for our newsletter?
How many people filled out a Contact form?

From what pages did they fill out the contact form?
How many phone calls were placed?

How many first-time callers?

What page were they on when they called?

How many “conversions” occurred where, for example, users clicked an offer to download a white paper?

= 0 ©®NO U AW

0. How many visitors are using the search box on the website? What search terms are they entering? What
pages do they visit?

11. What did the people who clicked to our site from our E-newsletter do on the site?

12. Which social media buttons did people click on our site?

13. Where are people sharing our pages/posts?

Specific Internet Marketing Tactics

Following is a brief description of the 10 major areas of internet marketing and the metrics used to measure
them. Keep in mind that there is some overlap in these ten areas. For example, content creation is an important
component of search engine optimization. Additionally, videos can be considered part of content creation and
also an aspect of social media.

1. Content Creation "
»

Content creation is most commonly thought of as new writing added to a website (usually as new page about a
practice area, or a topical blog post). Adding high quality pages and posts to your website on a consistent basis
is the single important way to improve website rankings. But content creation also refers to videos, free or paid
“information products” such as “How To" guides, e-books, “white

papers,” and presentation slides. Finally, content creation also Metrics: cOntent c,'eation
includes the development of “conversations” via social media,

such as publishing posts and comments, and answering questions 1= What content was created in the last report-

on LinkedIn, AWWO, Twitter, and Facebook Business pages. ing period?
2. Why this content?
Adding content just to add content is wasted effort. What you 3. Where was it deployed?
write about or discuss on .video and how you say it depends on . What “short-tail” and “long-tail” phrase are
what you want your website to rank for and on how people search you trying to get it to rank for?

for terms and information germane to the types of work you seek
to bring in. Content creation, therefore, must always go hand-in-
hand with your site SEO and social media strategy.

5. How many people read or downloaded the
new content in the last reporting period?
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2. Search Engine Optimization 'O
Website Visibility

Search engine optimization is the art and science of improving Metr’CS. General SEO

overall website rankings in the search engines so that you show up

on page 1 of the Search Engine Results Page (SERP). But before Key phrases (aka search terms) being

you can look at your rankings, you need to know what your website targeted

should rank for. 2. Competition data (aka how many
websites are trying to rank) for each

Determining what your website should rank for might seem like an key phrase

obvious early step but we have seen many instances where internet

) . . . o 3. Current rankings for all key phrases
marketing companies put little effort into figuring out what search ) _
terms people use who are looking for what you do. The question 4. Previous rankings for all key phrases
you must ask your IMSP is “What specific terms are we targeting 5. Position change for each key phrase
and why?” Many IMSPs will simply take a generic set of high-level . : S

: ) . 6. Strategy for improving rankings in

terms related to one or more practice areas without drilling down . .
. ) next reporting period
into greater detail.
Backlinks
Once the pages on your site have been optimized with the Metl'lcs.' BaCkllnkS
research-based target words/phrases used appropriately in both 1. Total number of high-quality

|II

the visible content seen by the reader and the “code-leve
content seen only by search engines, getting backlinks is an
important tactic for improving rankings. A “backlink” is when
another website links to your website. This is not your website
linking to another site; it's another site linking to your website. 3. URLs of new links
In general, all other things being equal, the site with more high-
quality backlinks wins the rankings war.

backlinks with domain and page
authority scores

Change since last report
Strategy for getting new links

A high-quality backlink is a link from another site which Google judges to have what it calls high domain or page
"authority.” Your IMSP should be using a backlink analysis tool such as Moz or AHREFS.

Google can tell the difference between a high-quality link and a low-quality link. High-quality links can’t easily
be bought and come from a wide range of reputable websites, blogs, and publications such as your major
area newspaper’s website, your or a law journal website. Some high-quality backlinks can be purchased (such
as a BBB.org listing), but low quality links can also be bought by the thousands from the proliferating world of
general-public and legal directories, or by leaving comments on blogs. Your IMSP must tell you what links they
got, why these links, and data to prove they’re high-quality.

3. Local SEO 9

“Rankings across the Web" refers to how your website o o

ranks regardless of the location of the searcher. “Local Metr’cs: Loca’ Rank’nqs
Rankings,” on the other hand, refers to what shows

up on a searcher's mobile device depending on where ~ Have you:

they are physically located. 1. Verified that all data is correct in all existing

) ] N ) citations?
Most law firms want clients from specific geographic

areas so local SEO can be more important to them
than SEO in general. While general SEO practices
impact local rankings, there are additional tactics that 3.  Checked all reviews and flagged less than
need to be employed to improve local rankings. positive reviews for action?

2. Evaluated the local competition to determine
what needs to be done to outrank them?
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The main tactic is to get more citations for your business. Citations
are listings in the various online business directories such as
Google Maps, Yelp, Super Pages and many other smaller or 1. List of citations
regional directories. Citations are similar to backlinks except a
citation may not include a link to your website. Citations include
“NAP information” — your firm’s business name, address, and
phone number.

Ongoing Local SEO Reporting:

2. New citations since last report
3. Content and website of reviews
4

Change since last report

It is critical that your firm’s NAP information is consistent in all existing citations. Search engines tend to rank
websites lower if they see conflicting NAP information across citations. Before doing ongoing local SEO, your
IMSP should do an audit on all existing citations and clean up any conflicting information.

4. Technical SEO

As its name suggests, this deals with increasingly (and frequently

updated) technical specifications and protocols promulgated

by Google that impact overall site visibility and rankings; these

include hosting and page-load speeds, meta-data compliance, site 1. What actions were taken in the

map construction, and esoteric — yet important -- search algorithm current reporting period.in MRS
criteria such as “schema” and “semantic markups.” Your IMSP to Google’s latest Technical SEO-
should be able to tell you how, specifically, they’re incorporating related protocols?

Technical SEO techniques.

5. Social Media ‘

Social media sites like Facebook, Twitter, and LinkedIn have exploded in importance as an internet marketing
tactic in the last few years. However, doing social media because everybody else is doing it is a waste of time
and money. It is especially important to tie social media back to strategy. This will profoundly impact the type of
content you share via social media.

While Twitter will require additional (free) software, all the metrics cited below for Facebook and LinkedIn can be
found within Facebook and LinkedIn. There are also dozens of third party web based software programs such

as HootSuite and TweetDeck that will automate social media posting and reporting. You should have a detailed
conversation with your IMSP

before launching a social Irce ) H

e S o you Metrics: Social Media

clearly define goals. . .
Facebook Business Page Demographics

In addition to “The Big 1. Page & Post Data 1. % Gender of those who like the
Three” (Facebook, Twitter, 2 page as of the last day of the
and LinkedIn), YouTube is fast month

becgming an important social 3 Change from last report ' % by Age of those who like the
medla platform for attorneys. 4. Total number of fans who Unliked page as of the last day of the
Since Google owns YouTube, the page month

it gives significant weight
in its algorithm to videos
providing useful content in
response to search terms 6.

Total number of Page Likes

o

Total number of page el

, ) % Gender of those engaged with
impressions for the month

the page as of the last day of the
Total number of unique users month
who saw content associated with

entered by the user. Videos 4. % by Age of those who engaged
also generally provide a higher the page. with the page as of the last day
level of viewer engagement; 7. Number of times links shared of the month

that is, they can be more were clicked

effective in building rapport 8. Average number of People

and conveying credibility than

, Talking About Post for the month
printed content. Far more
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important than fancy production values is, again, the quality of content provided. Ads for your firm (where you're
talking about your people and your values) are far less effective than providing useful, timely information on the
subject the viewer searched for.

Two other fast-growing social media platforms include Google+ and Slideshare. Google+ is overcoming its
rocky first few years and is gaining new users at an extremely fast pace. Slideshare lets you upload PowerPoint
presentations (as well as slide presentations created in other programs) which, when properly labeled with
keyword/key phrase descriptors, will show up in search engine searches, and thus help your overall “web
presence.”

Twitter AVVO
1. Number of Followers The following analytics data requires AVVO Pro at
2. Change from last report W50 per o o
3. Total number of Tweets sent Lo Numlser of preflle viswers
4. Number of @ replies 2. Number of viewers to each element of your

’ : P profile (Answers, Legal guides, etc)
NIRRT 3. Number of click-throughs to your site from the
6. Number of clicks on links profile
7. Estimated reach and exposure of last 50 tweets

within the last 7 days of the reporting period YouTube

1. Views per video

Linkedln Company Page
1. Number of Followers

2. Number and content of Updates liked and
shared

3. Number of clicks on Updates

Average length per view per video
New subscriptions to your channel

Shares/Likes per video

O & N

Click-throughs to your site or social media

channels

Number and content of comments on Updates . .
P 6. Referrals (clicks) from other videos on your

5. Number of impressions from Updates channel or other YouTube videos

6. Paid Advertising

Pay-per-click (PPC) is a way to pay for placement on a website
or search engine results page (SERP). Every time a viewer clicks
on your ad, you are charged for that click, irrespective of what

the viewer does after clicking the ad. There are many varieties of ~ For each ad group:
PPC but law firms typically use Google AdWords and Bing/Yahoo 1

. - . . , # of impressions
paid advertising. PPC can be a good internet marketing tactic

especially for competitive practice areas such as personal injury 2= # of clicks

where organic rankings acquired through SEO would take years 3. Cost per click

and/or cost hundreds of thousands of dollars. 4. Cost per conversion

PPC campaigns need to be watched closely because they can 5. What are you doing to improve ROI?

get very expensive if they are not run efficiently. Google's Search

Network (aka, AdWords) is by far the most popular form of PPC and with some advanced configuration, your
AdWords campaign can be tracked in Google Analytics thus giving you important data about what search terms
potential clients use, how they find your website, and what they do once they get there.

Bing, the next most important search engine, also sells ads. Because it's a smaller network compared to
Google’s, their ads are less expensive but can still reach a meaningful number of targeted viewers.

© 2015 SuccessTrack, LLC SuccessTrackESQ.com 203.876.8999 v.1.1 Page 141 of 1|3§ge 7



The Lawyers Web Marketing Rip-Off Prevention Guide

Display advertising allows you to place an ad on a website through an online ad network such as Google
Display Network; (this is different from Google's Search Network, which presents your ad in a SERP). Ads can be
placed on countless websites either in the left or right page margin or within the body of the page text itself.

Boosted/Promoted posts refer to posts or ads on social media sites such as Facebook which you pay to make
visible to a wider group of target profile users. Essentially, since Facebook and other social media platforms mine
every bit of information a user includes in his or her profile or uploads or reads on a daily basis, you could paid
to have your family law-related post appear in the “newsfeed” of users in specific zip codes who have written or
read anything with the words “divorce mediation” in the last two months.

7. Client Reviews

I

Positive reviews from past clients are an increasingly important c . o
aspect of internet marketing referred to as “social proof”; Metl’lcs.' Cllent ReVleWS
especially for businesses that rely on reputation such as law firms 1
that primarily target individual consumers and small businesses '
(as opposed to large corporate clients). While negative reviews

Number of new reviews

Text of reviews

probably won't hurt your website’s rankings, they will have a 3. Are there any negative reviews we
negative impact on potential clients. It is important that your IMSP need to worry about?
stay on top of reviews on the general review sites such as Google, ~ , Which review sites are we going to

Yelp, Super Pages AND lawyer specific websites such as AVWWO
and Super Lawyers. Increasingly, IMSPs are offering “reputation
management” packages as a subset of their social media services.

target to get more reviews on in the
next reporting period?

5. What do we need to do to help get

If you have few or no reviews, your IMSP should talk with you those reviews?

about how to get positive online reviews from existing clients.

Reviews on Google are especially important because they tend to

rank businesses higher that have more reviews. NOTE: ABA Model Rule 7, as well as most state RPCs, do allow
“testimonials” but make sure to consult your state’s specific requirements with respect to online testimonials/
reviews.

8. Directories ﬁ

There are two main types of directories: s N .
general business directories (Yelp, SuperPages, Metr’CSo D"'ECtOI'IGS

etc), and lawyer directories such as Lawyers.

com, Findlaw, Avvo, Justia, and HG.org. Both Many directories, particularly the ones that also serve as a
typically offer free listings and paid listings social media platform (such as Yelp and AVVO) include build-
(which provide enhanced functionality). Some  in metrics reporting. If provided by the directory, your IMSP
directories (such as Avvo) are also considered should give you information on:

social media platforms because, unlike online 1 How many views/visitors in the reporting period?

Yellow Pages, you can “join” them by creating
user accounts which allows you to upload
content, search content, etc. 3. What did they click on?

2. How did they get to your listing/profile?

9. eNewsletters M

eNewsletters, or “electronic newsletters,” have become less popular since the rise of blogging but they can

still be an important internet marketing tool. One of the main benefits of an eNewsletter over a blog is that you
have control over when people see it because an eNewsletter winds up in their email inbox instead of waiting for
readers to find your blog.

All popular eNewsletter providers such as AWeber, IContact and MailChimp include metrics beyond just
number of subscribers. They can also tell you things like how many people opened the eNewsletter and what
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links readers clicked on. Once recipients get to your website, Google Analytics can tell you things like whether
newsletter recipients were more likely to fill out a contact form and what content they read.

Metrics: eNewsletters

1. How many people subscribed to the newsletter? How has that changed since the last report?

2.  Who unsubscribed from the newsletter?

3. How many people opened the newsletters sent in the last reporting period?

4. How many people clicked on links in our newsletter and which links?

5. How many newsletters bounced (aka didn’t get delivered)?

10. Press Releases ay

Though there is general consensus among internet
marketers that online press releases do not significantly Metr’CSO Press Re’eases
elevate online website visibility, when executed
effectively, they can lead to valuable secondary visibility;
i.e., professional written and deployed press releases can
get you in front of mainstream journalists and bloggers
who might contact you for comment and refer to you
(and, if online, include a link) in their story.

Number of online and indexed “pick-ups”?
How many “impressions” did the ad receive?
Google News stats?

How many “reads” did it get?

How many click-throughs?

> O B W =

How many shares/forwards?

SEO Glossary for Lawyers
http://www.attorneyrankings.org/glossary

A Word about Internet Marketing and Legal Ethics

It's a given that changes in web-based technology will consistently outpace the ability of the ABA and State Bars
to set and promulgate Rules and Opinions regarding social media advertising. As with all advertising, off-line

or online, law firms should check with their State Bar's Ethics sources. You can also find useful information, of
course, by researching the topic on the web. Here's a Slideshare presentation on Social Media for Lawyers by
Attorney Jennifer Ellis, a national thought leader in the field: http://www.slideshare.net/jnferellis/social-media-
marketing-and-ethics-for-lawyers-in-2014. You can also get her excellent ALI-CLE program “Legal Ethics and
Social Media: Advertising, Communications, and Other Traps” (program TSXJ01).

Here's an excellent article from the ABA:

10 Tips for Avoiding Ethical Lapses When Using Social Media
http://www.americanbar.org/publications/blt/2014/01/03_harvey.html.
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« Local SEO eBook
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Potential and Pitfalls

- Increase visibility, inquiries,
reputation - and revenue
- Waste money, limit/damage

credibility; violate ethics
rules

Internet Marketing Defined

O \\
& &P

Ca&elgﬂﬁ“ﬂte d ogl?;@%ﬁes t %«t%&é
plab&'on th&' eb, by e
via mobile devu:e deS|gn d to:

I



Why It’s So Challenging

4/28/2019

1.
2.

3.
4.
S.

Fast-Changing
Time-Consuming

& Technical
Expensive

Subject to Sales Hype
Ethically Complex

Ethics

ABA Ethics 20/20
Solicitation, endorsements,

establishment of attorney/client

relationship, privacy, friending
Truthfulness and Disclaimers
Rules & Comments

5

)]

Page 146 of 176 3



4/28/2019

Four Top-Level Terms

1. SEO: Search Engine
Optimization.

Technigues that create
“organic” visibility for your
website

Four Top-Level Terms

2. SEM: Search Engine Marketing.

Paid advertising (e.qg., pay-per-
click, banner/context ads) to
appear in search results or on
targeted websites and social

media sites
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9

Four Top-Level Terms

3. Social Media © rcobook
A web-based g e
platform that allows @ v

for the sharing of O sideshare

user-generated o
content A0

10
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Four Top-Level Terms

4. SMM: Social Media Marketing:
Organic activities that increase
your social media visibility

Paid activities that get you In

front of specific audiences
(ads or promoted/boosted posts - LinkedlIn, etc)

SEO Glossary for Lawyers

Search for
“SEO for
Lawyers
rankings.io”

www.rankings.io
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Ethics: The Guiding Rule

7.1 Communication Concerning a
Lawyer’s Services

A lawyer shall not make a false or misleading
communication about the lawyer or the lawyer's
services. A communication is false or misleading
if it contains a material misrepresentation of fact
or law, or omits a fact necessary to make the
statement considered as a whole not materially
misleading.

13

Ethics Check

 No superlatives in site text OR In
snippet code

 Linkedln endorsements

 Pay-to-play directories

 Top-10-type credentials (NACDL
vs NACDA)

« Adwords “squatting”

14
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Online Presence

15

16
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Key Elements Overview

Email Marketing & List Development

Paid Ads

Local SEO / Reviews

17

Key Elements Overview

New Content Regularly
Useful / Client-centered
Landing Pages / Blog
Posts

18
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19

20
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Content is King

« Useful information

* If video, no general TV-type ads

« Timely

« Consistent and focused over time

« Contains “short-tail” and “long-tail”
keywords and phrases (e.qg.,
Subject/target)

21

Know What to Be Found

FOr (Target Phrases to Rank For)

« Keyword/Key-Phrase research
« Competition research

« Google and Social Analytics

« Google AdWords

22
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Specificity Matters

« Google’s Imperative: delivering
specific, relevant, useful information

« Extremely complex algorithm

 Clients want FOCUS

« General practice firm is harder to
market on the internet

23

Dual Sites for Targeting

24
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Effective Messages

« Client-centricity vs. lawyer centricity

« Why you’re passionate about your
work

 Convey understanding of triggering
events

« Demonstrate relevance

 Focus on what clients experience

Key Elements Overview

User Experience

Persuasive Path
Calls to Action
Conversion

26

Page 156 of 176 13



4/28/2019

27

28
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29

30
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31

32
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33

34
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35

Key Elements Overview

Build Visibility
Quality Content
Build Connections
Track

36
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37

38
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Key Elements Overview

Channels
Content
Management
Budget

39

40
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41

Key Elements Overview

Custom Reports
Objective-Driven
Comparative Data

42
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How To Get Meaningful

Reports

1. Strategy

2. Goals

3. Baseline data

4. Actions (# of items such

as backlinks, posts, citations)

43

How To Get Meaningful

Reports

5. Period-to-period SERP data

6. Explanation

7. Recommendations

8. Repeat 2-7 (include #1 2-3x/yr)

44
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Key Elements Overview

* Responsive Site Design
* Click to Call

45

46
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Key Elements Overview

Google Local
Citations

NAP Consistency
Reviews

47

)0

48
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49

50
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Key Elements Overview

* Quality
* High Link Authority
* Directories/Listings
* Growth

Backlinks: Guest Post

52
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Lawyer Directories

Search for
“Top100 law
firm directories”

www.rankings.io

54
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Ethics Check

 Disclaimers (relationship / advice)

« Reviews

« Testimonials

 Dealing with negative reviews

« Separating personal social media
from your practice

55

Ethics Check

Tweeting: is it advertising?
California Bar Opinion 2012-176

1. “Case finally over. Unanimous verdict! Celebrating tonight.”

2. “Another great victory in court today! My client is delighted. Who wants to be
next?”

3. “Won another personal injury case. Call me for a free consultation.”

4. “Just published an article on wage and hour breaks. Let me know if you would

like a copy.”

56
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ROI: Internal Tracking

Source of all inquiries and opened
matters

o Analytics data (emails or calls)

« ASK on phone or by email (How did you

hear about us? What terms did you search?)

* Record at first contact
« Inquiries to sign-ups

57

Typical IM Budgets

« All marketing: 3-5% of gross revenue
« $5-80K for site/social media startup
« $1-10K/mo support/reporting
« Paid search:

« Ad spend $50 to 10K+/mo

« Campaign management $400 - 4K

58
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Understand Your Contract

Ownership/Control

« Domain name

« Hosting/SM accounts

« Site code

 Text and ImageS (e.g., West, User, Custom)
 Third-party apps/tools

Understand Your Contract

What are you paying for?
« Hosting

« One-time design/build

« Updates

« SEO / Social Media

Page 173 of 176
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Understand Your Contract

Clarify Vague Language &

Get Numbers

 “Ongoing” SEO updates “as
needed”

« How many of each activity
described

Buyer Beware

« SEO Promises
« Directories & Lead Generation

(you’ve been nominated, we're doing a story on you)

« Speak with firms like
yours for references

« Track results independently
via Google Analytics
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Who Should Do/Manage

the Work?

« Strategy and
set-up by experts

- VA's and
marketing firms

 In-house staff

63

Practice Growth Resource Pack

. 127 pages

. Text “Resources”
to 444999

. Reply with your
email address

. Download page link
will come to your in-box

64
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Questions?
Requests for specific info?
Internet marketing audit?

bill@SuccessTrackEsqg.com

203.806.1300

65
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