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https://www.youtube.com/watch?v=t-JVXjGc_Aw

Socialnomics Video



Social Media - By The Numbers
Erik Qualman, Author of Socialnomics

• Every 2 seconds, 2 new members join LinkedIn

• YouTube is the 2nd largest search engine in the world

• 53% of people on Twitter recommend products in their tweets

• 90% of consumers trust peer recommendations, yet only 14% of consumers trust 
advertisements

• 93% of marketers use social media for business

• The Return on Investment (ROI) of social media is that your business will still exist in 5 
years



Social Media - Business Goals

• Create Brand Awareness

• Strengthen Customer Loyalty

• Generate New Opportunities



Common Risks Associated with Social Media

• The use of Social Media continues to increase as does the 

ways it is used for branding, marketing, business 

development, socializing, sharing, promoting, etc. 

• New opportunities also creates “new” potential pitfalls to 

common risks such as confidentially and ethics concerns, 

human resource issues, reputation management, and more.

Example: A simple post on a social media platform could quickly “go viral” and reach an 
audience of millions overnight resulting in loss of revenue, damage to the brand or worse.



• The dangers law firms and their clients face from 

social media are common risks in new 

environments. (e.g. email, magazine articles, running 

for political office, etc.)

• Typically involve intellectual property violations, 

advertising rules and transparency or unintended 

consequences of user generated content campaigns

Common Risks Associated with Social Media (cont.)



Over the last few years, think about a few examples 

of firm and individual (attorney and staff) outreach, 

business development (website, LinkedIn), due 

diligence, marketing, or client engagement activities 

have been affected/effected by online activities.

Current Online Presence



Questions:

• Is the firms current interaction with clients more restrictive or open?

• How does social media impact client relations (ethics, privacy, security, attorney / client privilege)

• What parts of the firm can be affected by social media?

• What components of the firm business development plan could include Social Media?

• Do you have an Online Brand / Branding Strategy?

• Do your current employee policies include Social Media?

• How are you currently monitoring and protecting the firm and/or your clients online reputation?



The Key Benefit of Online Marketing is the 
ability to track and analyze results, then quickly 

iterate and adjust for optimal performance

Tracking & Analysis



9 Key Areas of Social Media

1. Website & Blog 

2. Online Directories

3. Review Sites

4. Social Networks

5. Micro Blogging

6. Rich Media

7. Mobile Apps

8. Industry Specific

9. Event Promotion



Before We Start 
Opening Accounts…

• Companies have to be sure they 
own the rights to all content they 
post on sites

• Problems can arise regarding who 
owns the social media accounts 
employees use to promote the 
company; especially when that 
employee leaves the company.



1. Website & Blog - Benefits

• Control the content.

• A chance to tell your story.

• Define a clear message.

• What do you offer?

• Create a medium for contact.

• Invite feedback, questions…

• Provide links to other pages.

• Share your FB, Twitter…

• Update your content.

• Consistency in theme and info.

Google Ranking, Alexa Page Ranking, SEO/CRO, Blogger, TypePad, Wordpress



Website – Pitfalls

Overall
• Not having full control of content or 

website

• All Content moderated and vetted –
who writes content and what is 
checked.

• Security Issues

• Contact forms without disclaimers



2. Online Directories

• Search yourself.

• The power of Google!

• Look for similar businesses.

• If youʼre not listed, 
someone else is!

• Display correct contact info.

• Location, phone #, hours, 
directions MUST be 
correct.

• Take a photo.

• If they know what to look 
for, theyʼll find it.

Google Local/Maps, Yahoo Local, Yellow Pages, CitySearch, Chambers



Online Directories - Pitfalls

• Trademark infringements around 
other sites showing up for your 
trademarked materials

• Misleading company information

• Inaccurate information leading to 
damages

• Slander or Defamation from search 
results



3. Review Sites

• Rely on word of mouth.

• People trust personal 
accounts more than ads.

• Offer additional information. 

• Yelp is a mobile tour 
guide. 

• Respond to reviews.

• Thank those who provide 
feedback. 

• Learn from your reviews.

• Don’t make the same 
mistake twice!

Yelp, Zagat, Chow, Lawyers.com



Social Media Response Chart



4. Social Networks

• Communicate with clients.

• Be involved with the conversation. 

• Connect.

• Associate your business with related 
pages and people.

• Establish a following.

• Invite past clients/customers to view 
your page.

Facebook, LinkedIn

4. Social Networks



Facebook – Pitfalls 

• Do not friend judges—North Carolina judge was found in the wrong for friending a lawyer 
on FB during a case and exchanging messages about the case. The judge was accused of ex 
parte communications and the independent gathering of facts. 

• Unintended attorney-client relationships—if general legal information posted turns to 
pointed, opinionated legal counsel for legal situations at an individual, an unintended attorney-
client relationship is likely to be forged. Practicing outside of the jurisdiction in which you are 
licensed—avoid extensive back and forth interactions on any social media outlet 
representing your law firm is the best way to circumvent this problem. 

• Marketing or sales person’s role may include using social media to reach prospects and 
customers. All the personal use risks apply, but an employer can be held responsible for an 
employees action if they are part of their job



Facebook – Pitfalls (cont.)



Social Media – The Power of Reach



Overview of LinkedIn

• World’s largest professional network 
with over 300 million

• 94% of recruiting & staffing agencies 
use for global recruitment

• Hub of connecting with current 
business contacts

• Limitless network of professionals
• Perfect for Business Development
• 86% of B2B Marketers use Linkedin

“LinkedIn is the 
current primary 
tool for online 
professional 
networking.”



LinkedIn Profile (Part 1)

❑Custom URL 

❑Title = Story

❑Photo (good one)

❑Privacy Settings



LinkedIn Profile (Part 2)

❑Websites

❑Summary

❑Keywords

❑Include Contact info

❑Google Voice #

❑Job Descriptions



LinkedIn – Groups 

• Join Groups:
• Up to 50 of them. 

• Increases your 3rd

Level Connections!

• Linkedin Open 
Networkers - Search 
Linkedin for “LION”



Social Media – Pitfalls

• How does your personal brand effect your professional brand?
• What is the firms policy in general about employee conduct outside of work hours?
• Endorsements regarding skills and expertise from Linkedin contacts create potential legal 

issues.  

Example #1 - An employee 
can use an endorsement from a 
manager as an example for 
performing in an acceptable 
manner and that their termination 
was wrongful.

Example #2: If you give an 
alumni speech to your college 
fraternity are you still representing 
the firm? Are you still bound by 
California Professional Code of 
Conduct?



5. Microblogging

• Interact with daily events.

• How can you relate to what’s 
happening?

• Remind everyone about events.

• Update information leading up to 
the event.

• Invite new customers.

• Friend of a friend of a friend...

Twitter, Pinterest



Twitter – Pitfalls 

• Gilbert Gottfried fired from job as the voice of the Aflac duck after he tweeted jokes about 
the earthquake and tsunami disaster in Japan 

• Kenneth Cole using #Cairo to promote his spring line with insensitive tweet

• Celeb Boutique did not research why #aurora was trending the day of the shooting in 
Aurora, Colorado and assumed it was regarding their aurora dress Kim Kardashian wore

• Chrysler contractor accidentally tweeted to company account instead of his personal 
account about bad drivers in motorcity



Twitter – Pitfalls 

• Example: an employee and phone reviewing site PhoneDog and the company. 
The twitter handle can be changed without affecting the followers, an 
employee changed his company account to a personal account when he left 
the company. There was no policy in place governing the ownership of the 
account.

• Unintended consequences of a twitter campaign: idea is positive marketing and 
engaging with customers but also allows detractors to participate—can result 
in harming the brands reputation Ex: a fan can make a claim about a product 
from a company other than it’s intended use—the company should respond 
by not endorsing that statement



6. Rich Media

• Appeal to the senses.
• The eyes are drawn to an image/video 

first!

• Attract new customers.
• If the website quality is great, then people 

assume the business quality is great, as 
well.

• Entertain your audience.
• Get creative with images and videos. 

Youtube Videos, iTunes Audio PodCast, Flickr



Rich Media– Pitfalls 

• Getty Images

• Using others video 
content

• Posting photos to 
Facebook



7. Mobile Apps

• Stay in contact
• People are ALWAYS on their smart 

phones.

• Solidify your relationship.           
• Make the client feel special for 

receiving extra attention.

• Go the extra mile
• This shows that youʼre following 

through.

FourSquare, Urbanspoon, Yelp, iPhone, SMS Text

 

It's easy to join our mailing
list!

Just send your email address
by text message:

Text

DAVID
to 22828 to get started.



8. Industry Specific

• Network within your group.

• Get the scoop on whatʼs the latest 
and greatest.

• Surround yourself with what you want to 
become.

• Hang out with like-minded businesses.

• Help those who help you.

• You never know when youʼll need 
something.

East Bay Express, San Francisco Chronicle, DiabloMag.com



Industry Specific – Examples 

Best of Sites



Medical Industry Examples 

Best of Sites

Social	Media	 36



9. Event Promotion

• Promote what you’ve got.

• An event can attract more business.

• Collaborate with others.

• Get other businesses involved. 

• Feature your calendar.

• The internet is a great way to publicize!

Eventbrite, Meetup, Constant Contact, 
SproutConnections, Events, PlanCast, 
FullCalendar.com



9 Key Areas of Social Media

1. Website & Blog 

2. Online Directories

3. Review Sites

4. Social Networks

5. Micro Blogging

6. Rich Media

7. Mobile Apps

8. Industry Specific

9. Event Promotion



Where are you today?

• depends on your audience and what you want them to do



Developing Your Online Policy

An Online Policy (for employee handbook) Includes: 

1. Aligned with current BAR code of professional conduct 
and current HR employee ethical/conduct

2. Transparency so all employees understand why policies 
are in place and what the objectives are

3. Not so restrictive that people cannot do business 
development,  research, etc.

4. Industry Specific
5. Event Promotion



Reputation Management



Domino’s Pizza

http://www.cc.com/video-clips/h3mxst/the-colbert-report-alpha-dog-
of-the-week---domino-s-pizza



1. Assess Your Online Reputation

Start with simple searches
Your name 
Company Name
Brand
Product
High Profile Employees
Handles and Usernames

Record results and determine if there are any problems



2. Identify Potential Problems

• If search results are not about you and your 
company

• Results are not relevant or positive to your 
business needs

• Negative comments and responses
• Bad news coverage or false information



3. Build Your Reputation

Protect your name
Register your username and purchase all relevant 

domains as well as register on social networking 
sites

Set Privacy Settings
You can control whether your social network 

pages appear in search and what is on your 
page



4. Monitor Your Reputation

• Google Alerts to track results, news, blogs, video 
and groups

• Twitter Search—makes it easy to search twitter 
for any mentions of a particular keyword phrase

• Stay connected to coworkers, clients, business 
partners, etc. on networking sites. 

• Be accessible via email and social media
• Respond to criticism



What should I monitor?
1. Your Brand. Think about all its possible 

spellings/configurations.

For example: Far and Away Bicycles, Far&Away, Bicycles, Bikes, etc.

2. Your competitors. Spot successful tactics being used by 
others in your industry (and the not-so-successful) 

For example: Does the pizzeria down the street tweet daily? 
Do the other consultants in your area  of expertise  have LinkedIn 
profiles?

3. Categories, topics, and keywords of your business. 
For example: Pets, Dog Day Care, Cat, Dog, Pet-sitting, Animals, 
Rescue, etc.

4. The experts and influencers in your business.



Popular Tools Used to Monitor, 
Manage, and for Content Ideas

Popular time management and monitoring 
tools include:

§ Google Alerts

§ HootSuite

§ TweetDeck

§ RSS

§ NutshellMail



Social Media Success for Business and Organizations 

• Encourage and track how 
many people are joining 
your list from social 
media.

• Monitor Twitter for 
mentions and retweets; 
reward those influencers.

• Set up specific engagement campaigns to 
track social media programs that drive to 
your website (Google analytics)

• How many have read your blog?

• Watch how many are clicking 
on the social media icons 
in your own emails.

Test to learn what works!



Monitoring – Big Data



Google Analytics



Track	your	Page	Insights

Reply	from	your	Inbox

Read	Fan	comments

Sign up for a Free

NutshellMail Account.

www.nutshellmail.com

Monitoring – Nutshell Mail 



Monitoring - SproutSocial



Next Steps

Keep Learning and
Improving

Start listening to
your passionate customers

Increase your 
Brand Awareness

■ Make adjustment to your 
online Business and 
Professional Presence (test and 
see what works)

■ Work on increasing your brand 
awareness on Social Media

Next 30 days

■Develop a more 
comprehensive 
marketing plan based 
on your initial tracking 
and experiments in 
social media.

■Attend another 
workshop or event.

Next 60 days

■ Sign up for Hootsuite to manage your Social Media 
Posts

■ Sign up for a free NutshellMail account at 
www.nutshellmail.com

■ Use email newsletters to encourage your 
passionate customers to talk about you on 
Facebook,Twitter, Yelp…

Today

1 2 3



9 Key Areas of Social Media

1. Website & Blog 

2. Online Directories

3. Review Sites

4. Social Networks

5. Micro Blogging

6. Rich Media

7. Mobile Apps

8. Industry Specific

9. Event Promotion



About the Speaker

• David@PiedmontAve.com

• fb.com/PiedmontAve

• twitter.com/DavidMitroff

• linkedin.com/in/DavidMitroff

David Mitroff, Ph.D.
Founder, Chief Consultant | Piedmont Avenue Consulting

www.ProfessionalConnector.com


