
David Mitroff, Ph.D. lrnows how to leverage online tools to grow law firms 
and generate new business opportunities for legal professionals. His level of 
expertise is exemplified by his own career path. David came from corporate 
America and left a good job at LexisN exis to start his own consulting firm. 
Since then, he's amassed an email list in the tens of thousands, held hundreds 
of business events and attracted clients from all around the world. 

Law Firm Business Growth Strategies is full of his best business and 
marketing secrets that can be used to grow a law firm, along with materials 
from hundreds of keynotes, workshops and Law Firm MCLE's that Dr. Mitroff 
has given on marketing, strategy, leadership, social media policies, customer 
loyalty and technology. 

How much easier would it be for your law firm to have a guide outlining the 9 
key areas to follow to develop an online presence? 
In this book, readers will find out their current online presence score, receive 
practical examples to reach digital marketing success and uncover numerous 
free and paid tips and tricks that will help to create a dominating online 
presence. The higher your online presence score, the more successful your 
law firm practice will be. This book is designed to make an impact. 

Learn from author David Mitroff, Ph.D. who is the Founder and Chief 
Consultant at Piedmont Avenue Consulting, Inc. (www.PiedmontAve.com), an 
Oakland, California based award winning business consulting and marketing 
firm with a proven track record of producing results. David and his team 
advise clients on leveraging technology for creative initiatives from strategy 
through implementation. 

David is a sought after speaker at events all over the world including in Korea, 
China, and Turkey for organizations and companies including Google, AT&T, 
TEDx and at prestigious conferences including the Restaurant Executive 
Summit and Association of Defense Counsel. 

He is a college instructor in Marketing and Entrepreneurship for the 
University of California at Berkeley Professional Development Program and 
Google Mentor for the Google Startup Accelerator. 

He has been featured as a business and 
media expert for NBC, ABC, Forbes, 
Entrepreneur, Inc. Magazine, Washington 
Post, Chicago Tribune, California Lawyer 
and more. 

BARCODE 

Law Firm 
Business 
Growth 
Strategies 
A Practical Nine-Step Guide to 
Digital Marketing for Legal Professionals 

David Mitro ff, PhD 



 

 
 
 
 
 

LAW FIRM 
BUSINESS GROWTH 

STRATEGIES 
A Practical Nine-Step Guide to Digital Marketing 

for Legal Professionals 
 
 
 
 
 
 
 
 
 
 
 
 

DAVID MITROFF, Ph.D. 
  



Copyright © 2020 
David Mitroff, Ph.D. 

Law Firm Business Growth Strategies 
A Practical Nine-Step Guide to Digital Marketing 

for Legal Professionals 
All rights reserved. 

No part of this publication may be reproduced, distributed, or transmitted in any 
form or by any means, including photocopying, recording, or other electronic or 

mechanical methods, without the prior written permission of the publisher, 
except in the case of brief quotations embodied in critical reviews and certain 

other non-commercial uses permitted by copyright law.  

David Mitroff, Ph.D. 
Piedmont Avenue Consulting, Inc. 

Printed in the United States of America 
First Printing 2020 
First Edition 2020 

ISBN: 979-8612903185 

10 9 8 7 6 5 4 3 2 1 



 

Acknowledgments 
 

his book makes me reflect back on and thank my colleagues and 
clients from the years I worked at LexisNexis in the Northern 
California Market. We had so much fun working with 100’s of law 

firms, 1000’s of attorneys, and the few and all so helpful law librarians 
(especially Mark), and other strategic partners. I enjoyed being part of the 
best team, which also often resembled a traveling music and performing arts 
group, with Teri, Steve, Maei, John, Merit, Joe, Loyd, Gabrielle, Ellie, Rick, 
Elena, Kathleen, Al, Justin, Clint, Anita, Casey, Rey, Annaliza, and others. 

This book would not be possible without my companies consulting clients! 
I want to thank all of law firms and solo attorneys that Piedmont Avenue 
Consulting, Inc. has been able to work with and advise for all these years! 

Thank you to everyone on the Piedmont Avenue Consulting, Inc. team for 
making our work so fun. 

To all those who have supported me personally and professionally in my 
business growth. 

 
  

T 



 
  



 

Table of Contents 
 

About The Author ...............................................................................................i 
Foreword By Loyd Auerbach............................................................................. iii 
Introduction ..................................................................................................... vii 
 

PART ONE: Strategy: Assessing And Establishing Your Online Presence 
Chapter 1: Defining Online Presence ............................................................... 1 
Chapter 2: Measuring The Value Of An Online Presence ................................ 9 
Chapter 3: Online Marketing Budget ............................................................. 13 
Chapter 4: Assessment Of Current Firm Marketing Strategy .......................... 17 
Chapter 5: 9 Keys To Increasing Your Online Presence .................................. 21 
Chapter 6: What’s Your Score? ....................................................................... 27 

 

PART TWO: Tactics 
Chapter 7: Key 1: Website & Blog ................................................................. 31 
Chapter 8: Key 2: Online Directories ............................................................. 45 
Chapter 9: Key 3: Review Sites ....................................................................... 53 
Chapter 10: Key 4: Online Social Networks ................................................... 63 
Chapter 11: Key 5: Microblogging ................................................................. 77 
Chapter 12: Key 6: Rich Media ...................................................................... 87 
Chapter 13: Key 7: Mobile Marketing ......................................................... 103 
Chapter 14: Key 8: Industry Specific ............................................................ 111 
Chapter 15: Key 9: Event Marketing ............................................................ 121 

 

PART THREE: Monitoring 
Chapter 16: Social Media Policies ................................................................ 141 
Chapter 17: Reputation Management .......................................................... 143 
 

Resources ........................................................................................................ 147 
References ....................................................................................................... 153 

 





~ i ~ 

ABOUT THE AUTHOR 
 

 
 

avid Mitroff, Ph.D. is the Founder and Chief Consultant at 
Piedmont Avenue Consulting, Inc. (www.PiedmontAve.com), 
an Oakland, California based award winning business consulting 

and marketing firm with a proven track record of improving law firm 
operations, strengthening client retention and growing revenues. 

David and his team advise clients including attorneys and law firms on 
leveraging technology for creative initiatives from strategy through 
implementation. David’s wealth of knowledge is transferred to clients 
leading to increased sales, heightened customer experiences and enhanced 
relationship building techniques. 

  

D 



DAVID MITROFF, Ph.D. 

~ ii ~ 

Dr. Mitroff has an extensive educational background, which includes a 
Doctorate in Clinical Psychology with coursework in Business 
Administration, Legal Studies, Marketing, Culinary Arts and professional 
sales training. This provides a foundation for excellent critical and analytical 
thinking, business strategy, relationship building and networking. 

David is a sought after speaker on a wide range of topics from    social media 
to peak performance. Through his consulting, lectures, trainings and 
keynotes he has educated business owners and spoken all over the world 
including in Korea, China, and Turkey for organizations   and   companies   
including   Google, AT&T, CEB  and at prestigious  conferences including 
the Restaurant Executive Summit, Asian American Hotel Owners 
Association and the Association of Defense Counsel. This includes giving 
more than 300+ Legal Continuing Education workshops. 

He is a college instructor in Marketing and Entrepreneurship for the   
University of California at Berkeley Professional Development Program 
and a Google Mentor for the Google Startups Accelerator. 

He has been featured as a business and media expert for NBC, ABC, Forbes, 
Entrepreneur, Inc. Magazine , Washington Post, Chicago Tribune, The 
Meeting Professional, Hospitality Technology, California Lawyer and 
more. 

Born in San Francisco and raised in the surrounding cities provides an in-
depth personal knowledge of the entire SF Bay Area and a comprehensive 
network of contacts. To better serve his clients   and the community David 
founded Professional Connector (www.ProfessionalConnector.com) and 
serves on numerous advisory boards.  He enjoys traveling both Domestically 
(49/50 states) and Internationally (over 40 countries) to share his 
experiences and bring the world closer to Silicon Valley. 

 

http://www/


~ iii ~ 

FOREWORD 
BY Loyd Auerbach 

 

o you spend any time online, whether for work-related research 
(legal or otherwise), to get a quick answer to more mundane 
questions, find a restaurant or plumber or other business? Of 

course you do. 

The web is a vast universe of information, always growing at an exponential 
pace. Some professions have less of a digital footprint due to regulations of 
that profession and industry, such as financial consultants, while others have 
simply not embraced this new reality of connecting with potential clients. 

Lawyers and law firms have been engaging in client development and 
marketing since the beginnings of the profession, though the forms of 
marketing have had to evolve over time. Familiarity with the end result of 
digital marketing is not the same as being able to create a comprehensive 
digital marketing plan, and certainly not knowing which platforms are 
better than others for your particular law firm practice needs. 

I’ve been in the online world since the mid-1980s with a first go-round with 
LexisNexis (then called Mead Data Central) before there was email available 
to everyone, and before there was a World Wide Web. Marketing back then 
was hardly digital and certainly not online. Now digital marketing is where 
it’s at! But where does an attorney or law firm start? What is the best use of 
social media? How should a website best attract clients and describe our 
services? This book is designed to answer those questions and so many 
more, specifically for attorneys and their firms.  
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Of course, there are a number of sources that promise to help with branding 
and building one’s online presence, but few that understand the legal 
industry and offer any tips and tricks up front that convince you they know 
their stuff – or know the needs of your particular business.  

I’ve known David Mitroff for many years, initially working with him at 
LexisNexis where he gained extensive insight into the needs of law firms 
and lawyers. Since then (which was years ago), Mitroff has become a go-to 
resource for law firms looking to grow and expand their practices. He has 
consulted with a number of kinds of businesses, including law firms to have 
a more compressive marketing strategy, be more efficient, and on ways to 
increase revenues, with the goal of helping his clients help themselves. 

This book does just that, with a focus on the marketing needs of law firms 
and individual attorneys, helping you to understand the ins and outs of 
digital marketing in the context of those needs. The book is set up to 
immerse you in the nine key areas of online branding with easy to 
understand yet deep coverage of each topic and specific direction on how 
to work best. It cuts through the confusion so many of us have about 
marketing online, all with the edge of understanding the legal industry. 

But more than that, Law Firm Business Growth Strategies provides practical 
tips and tricks Mitroff has gleaned through his own research and his work 
with clients over the years. The book helps you evaluate your own current 
business, where you want or need to be in the future, and how best to 
succeed online.  An out-of-the-box thinker, Mitroff has found ideas from 
non-legal industries and businesses that are adaptable to law firm/lawyer 
marketing in ways that support your success.  

Even if you personally are not involved in marketing your firm, consider 
that after reading this book, you’ll be able to advise those in your client 
development, marketing, or PR departments (whichever you have) -- and 
of course pass along the book to them. You -- and others at your firm – 
following what’s in this book will get results! 
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If you have any interest in increasing your online presence and your 
business, David Mitroff’s book Law Firm Business Growth Strategies is the 
book for you. 

—Loyd Auerbach 

  Adjunct Professor, John F. Kennedy University 

  Adjunct Professor, Atlantic University 
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INTRODUCTION 
 

“If I had asked people what they wanted, they would have said, “a 
faster horse”!” 

– Henry Ford, Founder, Ford Motor Company 
 

he average law firm has an online presence which does not 
represent their product or services accurately. Even worse, when I 
ask law firm decision makers, business owners or managers if they 

know their website login, over 50% say they do not know. Do you have 
control over your online presence? Do you have the login ID and Password 
for your firm’s website? Do you know what shows up when you Google 
your personal name or law firm name? Do you ever wonder why others are 
ranking higher than your firm in Google searches? Are you curious what 
your current online presence score is compared to other law firms and 
businesses in general? 

Across all industries, regardless of firm size, I have found that developing an 
online presence is a key component in business growth to increase 
marketplace awareness. This book validates and provides practical examples 
from my consulting work with law firms to demonstrate the importance of 
creating an online presence by using Social Media and other online tools to 
leverage business development and marketing strategies. It depicts 9 Key 
Areas with proven results. People who have applied this system have grown 
brand awareness, strengthened customer loyalty and increased revenues. 

Throughout this book we will discuss how fast technology platforms and 
tactics are changing.  I cannot change the speed; however, I am confident 
that we can make sense of online marketing technology and make it easier 
to manage and leverage. Technology, especially Social Media, is continually 
changing, making it nearly impossible to have a perfect online presence. 
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However, my consulting firm, Piedmont Avenue Consulting, Inc. 
(www.PiedmontAve.com) has scored and tracked hundreds of businesses, 
including law firms, to measure the strength of their online presence. We 
calculate an Online Presence Score for each law firm to determine the 
impact of its online efforts and identify which areas are most effective and 
which could use the most improvement. 

To do this, we have identified fundamental areas a law firm can use Social 
Media and other online marketing tools for clear measurable results. This 
book covers detailed step-by-step methods to assess and improve your firm’s 
online presence and then provides “how to” instructions on ways to take 
your marketing efforts to the next level. This book is broken up into two 
parts: First the big picture - strategy of defining, assessing and establishing 
an online presence, and the second the tactics implementing my 9 Key Areas 
for increasing online presence. 

In presenting Law Firm Business Growth Strategies to the public, the desire 
is to help law firms realize the importance of growing their online presence. 
Most firms know that they need to create an online presence, but do not 
know where or how to begin. This book encourages you to actively 
participate while reading, gaining relevant knowledge about all that you can 
do to improve your online presence. It is much more than simply 
understanding your online presence; it includes organizing and promoting 
events and ways to protect your reputation. Alas, have no fear. After reading 
this book, you will have a vast understanding of the strategies, tactics and 
next steps for each of the 9 key areas. You will know how to create a well-
functioning website, respond to client online reviews, promote your firms 
specific practice areas and much more. 

This book is full of my best business and marketing secrets that I use to 
grow my clients’ law firms and other businesses, along with materials from 
hundreds of workshops that I’ve given on marketing, strategy and 
entrepreneurship including delivering over 300+ continuing education 

http://www/
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workshops on numerous topics at over hundred different law firms and 
conferences.  

To learn more about me speaking at your conference or providing an 
MCLE workshop at your firm visit www.PiedmontAve.com/LawBook. 
How much easier would it be for your firm to have a guide of 9 key areas 
to follow to develop an online presence? Each of the key areas has an 
overview of the topic, key learning objectives, checklist and next steps to 
follow. In this book readers will find out their current score, receive practical 
examples to reach online success and uncover numerous free and paid tips 
and tricks that will help to create a dominating online presence. The higher 
your online presence score, the more successful your law firm will be. This 
book is designed to make an impact. 

Social media, more than ever, is such a large part of everyone’s lives, so 
much that both individuals and companies must set clear guidelines and 
objectives to avoid any unintentional issues that might effect their 
reputation. 

I have spoken on the topics in this book hundreds of times during keynote 
talks, workshops, or panels. Initially when I did these talks, I thought that 
I would inspire and motivate people through my stories — which I included 
to illustrate what things work and what things do not work from my 
consulting practice. Overtime, however, I’ve learned that pain and fear is 
what causes people to take action. Some of the topics in this book are about 
the cause and effects of taking or not taking action. For example, if you do 
not use social media, or you do not engage in most of the techniques in this 
book, then you are not going to be in business much longer! It takes work, 
however, it is worth it. If you follow the steps in this book then you are 
going to be more attractive, make more money, and have greater success.1 

  

 
1 Based on reviewing my current client list 
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You can get more detailed information on how to score your law firm’s 
online presence, what your score means, find additional resources to help 
you grow your business, and request for Piedmont Avenue Consulting, 
Inc. to review your firm by visiting www.PiedmontAve.com/LawBook 

—David Mitroff, Ph.D. 

Email: David@PiedmontAve.com 

Office: 510-761-5895 

www.LinkedIn.com/in/davidmitroff 

Consulting: www.PiedmontAve.com  

Events: www.ProfessionalConnector.com  

Speaking: www.DavidMitroff.com 

mailto:David@PiedmontAve.com
http://www.linkedin.com/in/davidmitroff
http://www.piedmontave.com/
http://www.professionalconnector.com/
http://www.davidmitroff.com/
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CHAPTER 1 
DEFINING ONLINE PRESENCE 

 

“If opportunity doesn’t knock, build a door.” 
– Milton Berle, Comedian & Actor 

 

efore you can define your online presence, you have to be able to 
define who you are, what your law firm offers, and who your clients 
are. Most people have the hardest time defining who they are. Since 

law firms involve people, the classic example to use is “the artist”. There is 
an artist who paints $10,000 beautiful, canvas paintings. Then the artist 
decides they would like to begin working digitally and make logos even 
though they have not made or sold logos before. The artist cannot sell logos 
for $10,000, especially if they are new at digital design; they could probably 
charge around $500. The artist is now selling a $10,000 painting, but a 
$500 logo. If people go to Google to try and find the artist, how does the 
artist distinguish themselves in this scenario? In my experience, it takes time 
to identify who you are, what you do, and how you work. In one scenario, 
you might create two websites, one for traditional art and another for 
branding and graphic design. The alternative would be one site for all the 
artists’ different types of work, which says that you are an artist that 
specializes in canvas paintings, who also does digital branding and logos. It 
does take time, however once you claim ownership of your brand, things 
will come together. 

In my  case,  I  have  a  PhD  in  Clinical  Psychology,  however,  I studied 
and worked in a variety of other areas such as sales and marketing. A lot of 
times people are confused about how I switched from psychology to 
marketing. My answer is that psychology is marketing. I claimed ownership 
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over that belief. Overtime, as I have grown and developed my business 
model, people no longer question the validity of that bridge between 
psychology and marketing because I have mastered both simultaneously, 
together, as my brand and business. The same thing goes for the artist. It 
just so happens that people can be passionate about painting, making logos 
and branding all at the same time. This leads you to be able to distinguish 
yourself, your brand and your firm. For law firms, shifts in the market can 
occur when case law, government regulations, insurance policies, new 
technologies and more create new potential practice areas or slow down 
long established practice areas. A firm today needs to be able to adjust 
quickly for new opportunities. 

What is Online Presence? 

An online presence used to be a website, a small, unconnected mirror. The 
existence of your business or brand online goes far beyond your website. 
These days, like it or not, everyone has an online presence. How good you 
are at developing an online presence comes down to the magnitude of how 
well you draw traffic to your business through different online resources. 
Anything that can be done through an online search to find your firm, this 
can be labeled as online presence. Due to the numerous factors that come 
into play when creating an online presence, there are different ways that a 
law firm can leverage and enhance their existing online presence to further 
boost exposure, develop a reputation and market themselves online. 

What is Social Media? 

Social Media is the biggest component of creating an online presence. It 
now intrudes on every aspect of our personal and professional life. Social 
media is a collection of online communication channels that allow for 
interaction, unique and personalized creations, content sharing and 
partnership with people and businesses worldwide.   
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Social media is a combination of websites and applications that empower 
users to create and share content or to partake in social networking. 

Social media makes information more accessible and useful by combining 
together technology, content and social interaction in many forms. This 
includes the use of websites, blogs, podcasts, video and photo sharing, 
microblogs, review sites, mobile apps, business networks, forums and many 
other social networks. 

In Part III of this book we will cover Social Media Polices for your firm and 
your clients. This includes actions to take for reputation management. If 
used skillfully, social media is one of the most powerful tools we can leverage 
to create new opportunities. Because social media is about feedback, 
listening, and sharing, you will learn how to attract more business, and in 
doing so reach a broader audience, receive more referrals, and maintain 
customer loyalty. Social Media is a two-way street that gets better the more 
you engage with it. 

What is Search Engine Optimization? 

Search Engine Optimization, or SEO for short, is the strategies and tactics 
used to increase visitor traffic to a website by getting higher rankings in 
search result pages on Google, Yahoo, etc. Search results are in the millions, 
and most visitors don’t look past the first page of Search Results. The closer 
your website link and other online materials is to the top of the Search 
Results list, the more likely visitors will click and consequently be exposed 
to your brand. 

What is Conversation Rate Optimization? 

Conversation Rate Optimization, or CRO for short, is a method- ology of 
creating an experience for a webpage visitor that influences them to become 
a customer. CRO promotes a response from the visitor.  
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SEO helps you get discovered (via search) and CRO measures actions 
customers take once they are on your webpage. 

What Are the Benefits of Increasing Your 
Online Presence? 

From the biggest multi-national law firms to the smallest solo attorney 
firms, an online presence today is considered fundamental. Online, 
meaning most of your clients and potential clients on their phones looking 
at your online presence right now. 

Social validation increases purchasing likelihood. The Internet gives 
consumers a platform to connect with others and be exposed  to their likes, 
dislikes, interests and much more. This real-time and immediate 
communication gives companies the opportunity to use each platform to 
market and advertise its products or services to its target market. The 
benefits of an online presence include: 

• Increased exposure 

• Increased traffic 

• Development of brand loyalty 

• Provide marketplace insight and research 

• Generate leads 

• Create business partnerships and collaborations 

• Establish thought leadership 

• Improved sales process 
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How Can Having a Bigger Online Presence 
Increase Revenue? 

The use of the web can increase sales in today’s marketplace because of its 
immense reach and clear trajectory into the mainstream of our digital lives. 
The following statistics2 show the importance and value of the Internet: 

• On a daily basis, Facebook users share 4.75 billion pieces of content 
(web links, news stories, blog posts, notes, photos, etc.) 

• 63.4% of social sellers reported an increase in their company’s sales 
revenue vs. only 41.2% of non-social sellers 

• 92% of consumer’s trust earned media such as peer 
recommendations and word-of-mouth and 70% of global 
consumers indicate that they trust online consumer reviews 

• 74% of consumers rely on social media to inform their purchasing 
decisions 

• 77% of B2B technology decision-makers are active on social media 

• Nearly 80% of all social media time is spent on mobile apps or 
websites 

• 33% of millennials identify social media as one of their preferred 
channels for communicating with business 

• 64% of sales professionals closed at least 1 deal in 2014 as a direct 
result of using social media  

 
2  See the Reference section at the end of the book for further information and sources 
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Key Learning - Online presence impacts purchasing behaviors, 
strengthens customer loyalty, enables reputation management, opens 
new sales channels and creates a larger following than one could 
achieve by only interacting with people directly. The people online 
having conversations about you and your firm become hundreds of 
individual spokespersons and salespeople for your brand and lead to 
law firm business growth. 

 
Online Presence Pitfalls – While having an online presence continues to 
increase your firm’s marketing value and branding, you need to keep in 
mind the risks that could potentially ruin your firm’s reputation. The 
common issues law firms and their clients face on social media typically 
involves intellectually property violations, confidentially concerns or 
unintended consequences of user-generated content campaigns and more. 
One simple post on a social platform can quickly go viral and effect your 
firm’s confidentiality, ethics and clientele. In Part III of this book we 
cover creating social media policies for your firm and your clients. 
 
Checklist: 

❑ What are your current social media efforts? 

❑ What parts of your law firm can be effected by your online 
presence? 

❑ Do you have an Online Brand/Branding Strategy? 

❑ Is the firm’s current interaction with clients more restrictive or 
open? 

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

❑ What components of the firm business development plan could 
include Social Media? 
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❑ Do your current employee policies include Social Media? 

❑ How are you currently monitoring and protecting the firm 
and/or your client’s online reputation? 

❑ Social Media and online presence is a hopeful frontier, but  a  
monster to tackle. I’m going to teach you how! Are you ready? 

Next Step: We will next introduce how to measure the value of increasing 
your online presence and social media for your firm, along with strategies 
for increasing revenues. 
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CHAPTER 2 
MEASURING THE VALUE OF AN 

ONLINE PRESENCE 
 

“The Internet is becoming the town square for the global village of 
tomorrow. Creativity is allowing yourself to make mistakes. Art is 

knowing which ones to keep.” 
– Scott Adams, Creator of the syndicated Dilbert 

Cartoon 
 

ver the years of mentoring attorneys and consulting with law 
firms, I have seen the increased importance of growing an online 
presence. Nowadays everyone goes online to check 

you and your business out, whether they are going to give you funding, go 
eat at your restaurant, hire you, anything. Consumers have the ability to 
access information about your law firm in an instance. What you want to 
do is figure out how valuable your online presence is and how you can 
improve the value of your online presence. Before you can go forward, you 
need to understand where you are at with your online presence by 
measuring it in order to capitalize on certain key variables that will lead your 
business to more opportunities. Without measurement, there can be no 
progress. 
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How Do We Measure the Value of Online 
Presence? 

An effective online presence can build brand awareness and help to increase 
sales and services. Many social media platforms began as an entertainment 
and progressed into a powerful marketing weapons. Each individual 
business will have different online objectives that will vary based upon the 
industry it operates in. Nonetheless, the value of the web does not change. 

Online Objectives May Include: 

• Customer loyalty programs 

• Testimonials from satisfied customers 

• Establishing trust and authenticity 

• Increased referrals 

• “Word of Mouth” and “Front of Mind” advertising 

• Immediate feedback about products or services 

• Business promotion to a larger audience 

• Market research 

Value of Conversations 

Social media platforms are often used for personal online conversations. 
However, when used for business conversations, the results can be measured 
the same way as other business development and marketing efforts. By 
strategically placing content and encouraging conversations online about 
your firm, the online community tells your story, explains your value 
proposition and creates awareness. This leads to sales both in the short term 
and in the long term. 
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In this case, your clients are selling your products and services to their peers, 
without you paying them. Quit thinking of the Internet as purely public 
relations, customer service, or a customer relationship management tool. 

Key Learning - With a clear strategic plan, your online presence can result 
in creating awareness and increasing sales in the same way that sales 
representatives, marketing managers, focus group facilitators, in store 
managers and others are paid to have conversations about your business. 

Checklist: 

❑ How valuable is feedback from your clients  for your success? 

❑ Are you continually reaching new market segments (such as the mobile 
marketplace)? 

❑ How strong is your marketplace presence? 

Next Step: We next examine the Online Marketing Budget by looking at 
the current trends and the best areas to invest in your business future. 
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CHAPTER 3 
ONLINE MARKETING BUDGET 

 

“There is no such thing as a free lunch.” 
– Milton Friedman, Economist 

 

• Will Online Marketing result in more clients visiting a law firm 
and requesting products and services? YES. 

• Can Online Marketing improve the overall positive views of a law 
firm? YES. 

• Does Online Marketing lead to greater sales? YES. 

• Can we measure the Online Marketing Return on Investment 
(ROI)? YES. 

• Do we need a budget for Online Marketing? YES. 

 

ust like it is important to set a budget for every other aspect of your 
business operations, it is no different for online spending. 

The Internet is so prominent in today’s society that it is important to 
set a budget accordingly. Organizations are rapidly shifting their marketing 
budget to allocate an increase to their social media efforts to meet the 
escalating importance it plays in their overall marketing mix. 

  

J 
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Social Media Spending3 

• Organizations worldwide spent approximately $16 billion 

• U.S. in 2014 on social media advertising. Investments in this area 
are meant to almost double by 2016, reaching $31 billion U.S. 

• Share of marketing budget spent on social media is expected to 
double by 2020 from 11% today to 24% 

• The U.S. is the largest social media advertising market in the world 
by far 

• 57.5% of small businesses spend $26 or more per month on tools 
to publish and analyze their social media 

“How Much Do I Spend?” 

When it comes to your online marketing budget, there is both time and 
money to be considered. How much time are you willing to spend posting 
to Twitter, Facebook, Newsletters, connecting on LinkedIn, adding new 
content to your website, etc. How much time and energy are you willing to 
spend, when is it worth it, when is it not, and how do you decide? Cost = 
the time, money, attention, and consistency, reorienting our hard-boiled 
conceptions. Every industry has its own audience to serve. For your law 
firm’s business needs, social media expenses can include design and 
graphics, audience research, advertising, scheduling, analytics and more. It 
is important to set online objectives and tailor the budget around these 
activities. Keep in mind that you want to spend money on activities that 
take the most time to do and/or the activities that your organization does 
not do well. That way you are maximizing your efficiency. Every action for 
the budget must be organized around activities that will lead to your 
business making more money. 

 
3  See the Reference section at the end of the book for further information and sources 
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Validating Social Media 

To validate using social media as a key component in the development 
strategy and marketing plan, it is critical that your law firm evaluates the 
amount of money spent on social media and the sales developed from it. 
53% of social media marketers don’t measure their success4. It is critical 
when establishing any marketing goals or efforts to have clear marketing 
metrics that can be easily tracked and measured. For example, you may want 
to track how many new customer leads you get each day, each week, each 
month and each quarter. Then track what sources these leads came from 
(Yelp, website, referrals, etc.). Based on this data you can track what 
marketing outreach is most effective, seasonal changes in your firm from 
year to year and much more. 

Key Learning - Although it might be difficult to directly correlate a new 
client to a post on a social media network, social media managers must 
frequently monitor things such as traffic, number of fans and followers, 
reviews, mentions and shares, etc. to make sure its efforts are successful. 

Social media is not a fad. It is a reality. Organizations can cultivate success 
by developing its budget and strategies surrounding this form of marketing. 
Increasing your law firm’s investments in social media is beneficial because 
it is:  

• Low cost marketing 

• essential for success 

• directly engaging customers 

• a platform to publicize your business ethics 

  

 
4  See the Reference section at the end of the book for further information and sources 
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CHAPTER 4 
ASSESSMENT OF CURRENT FIRM 

MARKETING STRATEGY 
 

“Only the best is good enough.” 
– Ole Kirk Christiansen, Founder, LEGO Group 

 

he questionnaire  below  in this chapter includes general  questions  
about your goals, current and past marketing efforts, branding 
strategy, evaluates competition, budget, time, team resources and 

more. 

The goal is for these questions to make you think what is currently working, 
as well some areas that could be improved. For your law firm, you need to 
first assess who your clients are and ask the right questions to avoid critical 
mistakes. Dana Mitroff (2017) goes into great depth about critical mistakes 
made by beginning design thinkers in Five mistakes of Beginning Design 
Thinker (And How To Overcome Them). She refers to design thinking as 
being “grounded in understanding people,” meaning your clients. Without 
understanding the needs of those you are trying to reach, your business goals 
will most likely never be reached. I have used this set of questions to help 
100’s of clients and businesses understand and honestly evaluate their 
online marketing needs and requirements. 

The way we work at Piedmont Avenue Consulting, Inc. is to offer a free 
phone call consultation. If you go to our website, you can schedule a free 
consultation call, or if we meet in person I would tell you that the first step 
is to schedule a phone call. Routinely we have these phone calls with people 
or companies, offering them ideas and suggestions on how they can improve 
and grow their business, or optimize their organization, etc. Based on that, 

T 
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the next step is a more comprehensive assessment. Prior to the assessment, 
we require businesses to fill out this questionnaire. The assessment in about 
a two-hour meeting (could be in person, on phone call, or over Skype) 
where we analyze the work they have done on their business and brand thus 
far, and how we can help to improve. This two hour assessment session 
would be charged for, but it allows businesses to really start to see the 
immediate opportunity for growth within their company. There would be 
ideas that are free; such as if you have one category on Yelp—add two more, 
or adding missing components onto your website. Then there are other 
things that cost money, like a sandwich board, or A-frame outside of their 
business, setting up an email newsletters, etc. It is not about paying us, there 
are things that you have to do that cost money. During the assessment, we 
come up with those ideas then help people implement those strategies. 

What I have included in this chapter are some of the common questions we 
ask law firms during the assessment, because I think it is important for you 
as a firm to assess where you are at and based on that we can move into the 
implementation part of the book. 

Please review and complete this questionnaire to help you assess your 
current situation. You can also find a word document of our comprehensive 
questionnaire to download at www.PiedmontAve.com/LawBook 

Current Marketing Efforts (traditional and 
new media marketing) 

• What are your past and present marketing activities? 

• Which ones worked? Which ones didn’t? 

• Do you have funds set aside for marketing? If yes, how much money 
do you realistically have for marketing your product/ service? If no, are you 
interested in a loan? 
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• Do you currently have a customer loyalty program (email marketing, 
monthly newsletter, size of email list, etc.)? 

• Do you have an event calendar on your website, in emails or promote 
events to the community? 

• Who controls your website(s)? What website pages do you have 
content on or can you have changed? Do you have the ability to change the 
look of the site? 

• How often do you update your social media networks (Facebook, 
Twitter, LinkedIn, etc.)? 

• Are you in partnership with any associations, groups, conferences or 
chambers? 

Branding and Customer Experience 

• What first impression are you trying to create with your law firm’s 
branding? (e.g. established, safe, cutting edge, friendly, easy to use, 
trendy, etc.) 

• What’s the problem your law firm helps solve for your clients or what 
opportunity does it allow them to take advantage of? 

• What products and/or services your law firm provides? Please provide 
a brief explanation. 

• Who are your clients for each of the products and services above (e.g. 
size of targeted companies or customer demographics such as primarily 
male or female, age range or income level, etc.)? 
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Competition 

Who are your competitors or perceived competitors? List at least 3 with 
their websites… and don’t say you don’t have any. List anything in 
particular you may like, may not like or stands out to you that is important 
for us to know about your competition. 

• Which one are you most concerned about? 

• Is your firm in a relatively competitive/saturated market or are 
there only a handful of law firms making the same/ similar offer? 

• Are you priced the same, lower or higher than competitors? 

Key Learning - When working on your marketing strategy you want to 
make sure that your strategy includes actions you or your team enjoy 
working on. You want to have fun!! I always say “if it’s not fun you’re not 
going to do it”. 
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CHAPTER 5 
9 KEYS TO INCREASING YOUR 

ONLINE PRESENCE 
 

“We don’t have a choice on whether we DO social media, the 
question is how well we DO it.” 

– Erik Qualman, Author 
 

n 2010, I began my journey to help companies develop their online 
presence by going door to door on Union Street in the San Francisco, 
CA Marina District. From traditional companies (retail, restaurants, 

hotels, etc.) to professional organizations (law firms, startups, 
entrepreneurs, etc.), I tried explaining to these business owners that by 
increasing their online presence they could help their organizations grow. I 
was kicked out of every company I stepped inside, hearing things like 
“Social Media is just noise” and “Growing an online presence isn’t a priority 
for businesses.” Determined to share my expertise, I developed the 9 Keys 
as an easy tool for organizations to follow, as well as an online presence 
scoresheet that rates and scores how effective and efficient a company is at 
utilizing the power of Social Media. I then scored the entire Union Street 
using the 9 Keys and presented the scores to owners. When owners saw 
their data-driven score compared to other nearby businesses, they began to 
understand the power of digital branding, and this finally gained traction 
in the minds of business owners. 

As we have covered, social media is an essential component of developing 
an online presence and reaching success in any industry. At Piedmont 
Avenue Consulting, Inc. (www.PiedmontAve.com), we have found that 
social media is vital for all of our clients. Having     a perfect social media 

I 
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presence is nearly impossible because of the nature of its industry (new 
technologies and platforms regularly being developed). We measure social 
media presence to determine the influence of a law firm’s online efforts. We 
identify which areas are most effective and which could use the most 
improvement. 

When leveraging your online presence, it all depends on the type of industry 
your law firm is running. For instance, for criminal attorneys, they deal with 
crimes and they defend individuals. With this, it’s sensible to invest money 
on Google AdWords, Yelp, and content creation on their website. When 
someone gets arrested and is seeking legal help, their firm shows up high in 
Google search results. 

On the other hand, there are corporate attorneys who handle bigger, 
complex, and long-lasting cases. They need to spend less money on Google 
AdWords and invest more time and energy on sending out email 
newsletters and work on developing longer term partnerships with 
corporations.  

How Do You Measure Social Media Presence? 

Piedmont Avenue Consulting, Inc. has scored and tracked hundreds of 
businesses to measure the strength of their social media presence. To do 
this, we have identified 9 Key areas a law firm can use social media for 
measurable results. You will notice that some platforms fit under more than 
one key area based upon its characteristics. 
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Key Area of 

an Online Presence 

Examples (will vary by industry) 

1. Website & Blog WordPress, Wix, SquareSpace 

 

2. Online Directories 

Google For Business, Yahoo! Local, 
Yellow Pages, Bing, Yelp, Angie’s List, 
Lawyers.com 

3. Review Sites Yelp, Angie’s List, Google Reviews, Avvo 

4. Social Networks Facebook, LinkedIn 

5. Microblogging Twitter, Tumblr 

 

6. Rich Media 

YouTube, iTunes, Podcasts, Spotify, 
SoundCloud, Flickr, Instagram, Vimeo, 
Pinterest 

7. Mobile Marketing Mobile Apps, SMS Text, Foursquare 

 

8. Industry Specific 

Lawyers.com, Super Lawyer, Avvo, 
Findlaw.com, San Francisco Chronicle, 
SF Business Times 

9. Event Marketing 

 offline/online 

Meetup, Eventbrite, FullCalendar 

 

  



DAVID MITROFF, Ph.D. 

~ 24 ~ 

For each key area identified, we have developed detailed, industry-specific 
criteria on which we base our scores and track our clients. These criteria 
include questions such as: 

• How often is the business’s Facebook page updated? 

• Are there photos on the Google My Business page? 

• Has the business been featured in any local or national media? 

• Are clients given an avenue to provide reviews? 

Online Presence Scoresheet 

On a 900-point scale (100 possible for each of the 9 key areas) the average 
total score for the businesses we have scored is only 285, indicating the 
online marketplace is underutilized and there is a huge amount of room for 
improvement. 
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Next Step: To help you navigate the online ecosystem we provide more 
details, along with strategic concepts and action items for each of the nine 
key areas. 

Now you have two ways to utilize the book at this point. One option is to 
score your firm right now. The other option is to score your firm as you are 
reading the chapter relating to that specific key. 

You can also get more detailed information on what your score means, find 
additional resources to help you grow your law firm and request for 
Piedmont Avenue Consulting, Inc. to review your business by visiting our 
website at www.PiedmontAve.com/LawBook 

  

http://www.piedmontave.com/MarketingBook
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CHAPTER 6 
WHAT’S YOUR SCORE? 

 

here are two ways to utilize the book at this point. Right here and 
now you can score your law firm across the 9 Keys to see where 
your firm is at with its online presence. The other option is to score 

your law firm as you’re reading each chapter pertaining to that specific key 
area. You could also do both. If you score your firm now, you will have a 
baseline that you can use as you go through the book. As you score your 
business you will notice, 90 was the highest score you could reach on each 
of the 9 Key Areas. This is because it is impossible to get a perfect score. 
With technology constantly changing, businesses can always be doing more. 

Looking at these nine keys, how does your firm’s Online Presence rank? 

1. Your Website & Blog Score =  __________on page 38 

2. Your Online Directories Score = ________ on page 49 

3. Your Review Sites Score =  ____________ on page 58 

4. Your Social Networks Score =  _________ on page 68 

5. Your Microblogging Score = ___________ on page 81 

6. Your Rich Media Score =  _____________on page 92 

7. Your Mobile Marketing Score = ________ on page 107 

8. Your Industry Specific Score = _________ on page 115 

9. Your Event Marketing Score =  _________on page 135 

Add these 9 key area scores to calculate: 

TOTAL = ____________________ 
  

T 
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If you have a Total score of: 

• 119 or below = POOR 

• Requires significant improvement 

• 120-259 = FAIR 

• Needs to be developed further 

• 260-449 = AVERAGE 

• In line with what most other companies are doing. As you can see, 
there is still immense room for improvement 

• 430-549 = GOOD 

• You are above the curve 

• 550 and up = EXCELLENT 

You are among the very few who reach this level. Props to your law firm for 
taking advantage of Social Media and for developing your online presence 

As I mentioned earlier, on a 900-point scale (100 possible for each of the 9 
key areas) the average total score for the businesses we have scored is only 
285. This indicates a substantial amount of room for improvement and 
showcases how underutilized the online marketplace is. You can get more 
detailed information on what your score means, find additional resources 
to help you grow your law firm and request for Piedmont Avenue 
Consulting, Inc. to review your firm by visiting our website at 
www.PiedmontAve.com/LawBook 

 

http://www.piedmontave.com/MarketingBook
http://www.piedmontave.com/MarketingBook
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CHAPTER 7 
KEY 1 

WEBSITE & BLOG 
 

“Building a mission and building a business go hand in hand.” 
– Mark Zuckerberg, Founder, Facebook 

 

oday, most organizations have a website  and  it  is often the first 
impression your business makes on a potential customer. In 
regards to a firm’s online presence, the website is the most 

important of the 9 key areas because it defines your company, your message 
to clients and establishes credibility for your business. The company website 
also acts as a central hub, providing links to all your other sites. The best 
part of having a website is that you are in control of it. A blog is a webpage 
that has regularly updated content. 

It enables you to communicate the identity of your company, giving 
yourself a chance to tell your own story. 

If you are an attorney and you are working for a large law firm, you might 
want to have a website for yourself too. Yes, they want to hire your firm, 
however clients want to see faces before they hire attorneys. They want to 
know who you are, what you stand for, and figure out if you’re a right fit. 
For instance, if you’re a financial advisor, you want to make sure you have 
a great online presence that will make people want to trust you with their 
finances.  

Once you have decided to make a website for yourself, just start with a one-
page website. You can use Wix or Squarespace to create one. You don’t need 
to make more than one-page right now – just get it done! On that one-page 
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include your picture or a picture of your office, your biography or a short 
paragraph of who you are and what services your firm offers, and all your 
contact information. If you are making a website for your firm – then add 
a logo if you have one or use a free online logo generator to make one. A 
one-page website will do for now, it does not need to be perfect. As your 
firm grows, go ahead and add more pages and make the necessary changes. 

Examples of Website and Blog Platforms 

WordPress, Wix, Weebly, SquareSpace 

Benefits of a Website and Blog 

There are many reasons why law firms need a website and a blog. The 
following express why a website and blog are beneficial to a firm: 

• Create your own content - It is a dedicated space where you are 
able to control the content and story being told about your firm. 

• It is an outlet for you to define a clear message and express what 
you offer - It is important to maintain consistency in theme and 
information 

• These sites allow you to create a medium for contact – invite 
feedback, comments, consumer interaction, provide customer 
experience surveys and email newsletter sign ups 

• A place to provide links to related pages - Make it simple for clients 
to follow you across multiple social media platform such as Twitter, 
Facebook, etc. 
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Key Learning - Focus on including the message you want to send out, the 
direct connection to engage connectivity, keeping information both 
interesting and current, the look and feel of your site, the ease and 
accessibility of your site and the “call to action” that encourages business. 

Website Pitfalls - Do you know your firm’s website’s login and password? 
Do you know how to login and make minor adjustments on your website 
whenever you need to? In most cases, companies don’t have full control 
on their website because they had somebody or a web development team 
set it up for them. You don’t want this for your firm, as you need to have 
full control and access to your own website.  You need to know the login 
details and password. If something happens, you need to be able to login 
quickly and change or delete information Whether you’re a computer 
savvy or not, you want to be able to do so. 

Developing a Website 

Creating an effective website is not a simple task, but can be made easy with 
the right tactics in mind. We have put together 9 objectives a law firm can 
do to enhance their website, making it aesthetically pleasing to its audience 
and draw in traffic: 

1. Have a Clear Message: A clear message will help you define what you 
want to offer to those visiting your site. How your website looks 
aesthetically also reflects what type of message you are sending. The home 
page or landing page of your website needs to showcase your brand and 
purpose, clearly define what products and services you offer and provide an 
interesting background that sets the law firm apart from the rest. These 
factors are the most important information people look for when visiting 
any site. If they are not present on your homepage visitors may not take the 
time to explore the rest of your site in order to find the information they 
are looking for. This results in a lost prospect. 
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2. Two-Way Communication/Contact Us: Once a clear message has 
been established for the home page, the next step is to create a medium for 
contact. It is important to make it easy for visitors to leave feedback, ask 
questions and converse with other visitors on your website. An easy way to 
create a connection with website visitors is to create a prompt to collect the 
visitor’s contact information, such as email, to later connect with them 
regarding events, promotions and/or newsletters. 

A company website can best produce results by including contact forms 
throughout the entire website to make it as easy  as possible for visitors to 
reach you. The basics for contact information forms include email, phone 
number and physical address. Additional contact information can include 
a section for visitors to leave feedback, give comments, or ask questions. 

3. Provide Links to Your Other Pages: Showing your visitors that you 
are connected all over the web by linking your Facebook, Twitter, 
Instagram, etc. on your website will increase credibility of your brand. 
Create a clear icon or button for each link to your other sites on the 
homepage, where they will be easily accessible and quick to find. 

4. Update the Content and Maintain a Consistent Look: Make sure the 
theme of your website is consistent across all pages to create a continual, 
clean and concise feel to your site. The theme of each page of the website 
includes headers, layout, background and overall visual design. When 
picking a page layout, focus on the  clarity of the message being delivered. 
Choose images, graphics and fonts that are visually appealing. 

Including media such as high-resolution photographs and video will keep 
your website current and provide a polished effect to your site. Select photos 
that complement the content   of your webpages and not distract the reader 
from receiving the main message. Again be consistent with your rich media 
content across all your social media sites (LinkedIn, YouTube, Flickr).  

  



LAW FIRM BUSINESS GROWTH STRATEGIES 

~ 35 ~ 

All websites need to be monitored and updated from time to time, but for 
some businesses, constant updates may not be relevant or necessary. 

Consider including a video for your website, even if it is just you reading 
the paragraph written on your website. People would rather watch a video 
about a company rather than read a whole paragraph about it. Video 
content is the best marketing outlet right now, people are drawn to 
watching videos more than ever.  

5. Make Your Website Accessible: Make your website accessible by 
choosing a domain name that is easy to remember and directly relates to the 
name of your law firm or message you are sending. For example, if your 
firm is called Mission Law, purchase and claim the domain 
“www.MissionLaw.com”. If the domain is something unrelated, visitors to 
your site will have a hard time finding your page and it may cause some 
confusion. Once the domain name has been chosen, the home or landing 
page needs to be consistent and identifiable with your brand so visitors are 
easily reminded whose website they are looking at. 

6. Have a “Call to Action”: A call to action on your site will engage the 
visitor to interact and make a decision. For example, a prompt that asks 
visitors to sign up for an email newsletter or hear about upcoming 
promotions and events. This is a great way to capture information from 
your visitors and build a network of people that are interested. If your 
services and/or products are labeled and promoted correctly on your site, 
visitors will want to participate in a call to action. 

For your company website, you might want to have a call to action that says 
“schedule a free phone call” or “get a free consultation”. This call to action 
button needs to be seen on each webpage and it needs to be consistent across 
all of your social media platforms too. 

7. Put disclaimers on your website: When people fill out your website 
contact form or if they try to schedule a phone call with you, remember to 

http://www.missionlaw.com/
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put a disclaimer that they are not an official client yet, unless you and the 
client have signed the necessary documents to make it official. 

8. Make your website phone-friendly: More and more people are using 
mobile phones when searching for company websites. Once you have your 
website ready, make it certain that it looks good and it functions well on 
mobile. 

9. Be careful when grabbing images from the internet: Getty Images 
goes after people using their stock photos for commercial use. Be careful 
when you’re adding stock images or videos on your website and make sure 
you are licensed to use these media. Use royalty free websites like Pixabay 
and Unsplashed to find free royalty free images. 

It is absolutely necessary that your law firm has a company website. Be sure 
to follow the guidelines above to maximize the appearance and accessibility 
of your website. 

Writing a Blog 

When writing a blog post the goal is to strongly convey your message across 
and ultimately gain readers. You do not have to be a professional writer to 
accomplish this. We have outlined 7 Steps for writing a successful blog post: 

1. Select the Right Subject: Make a connection with your readers. Do 
this by providing them common legal advice or a subject of interest. Your 
readers will want to read more topics that apply to your law firm’s practice 
areas. 

2. Grab Readers Attention with the Title: The title is your first 
impression to readers. It needs to capture your reader’s attention and state 
what the blog post is about. 

3. Keep Readers Attention with Opening Lines: Now that you have 
captured your reader’s attention, you must keep it. Follow up your title with 
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an opening paragraph that summarizes what your blog post is about. Make 
this brief, but enticing. 

4. Use Keywords: Be more conscious of the words you are using. By 
utilizing certain keywords, you will increase Search Engine Optimization 
(SEO) for your blog and website. Keep your readers focused on the main 
point of your post. These keywords will reinforce that point. 

5. Make the Blog an Appropriate Length: Blogs with a high word count 
can be overwhelming for a reader. Writing a long blog can discourage 
readers from reading past the first couple of lines. A blog around 300 words 
is an appropriate length. If you feel the need to write more, make sure to 
use less than 1000 words. 

6. Use Lists/Headings: Utilizing lists and headings help readers to scan 
for a blog’s key points. It is visually easier to read this type of format online 
rather than a traditional essay format. 

7. Conclude by Reinforcing a Call to Action: Effectively convey your 
message to readers by reinforcing a call to action. This helps them to retain 
the message and proceed to the next step of action. 

Writing a successful blog is easy when you reiterate a theme or message 
throughout the article. Pay attention to your content and use a reader 
friendly outline. 

Now it’s your turn to write one. 
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Website and Blog Checklist 

❑ Is the domain/web address clearly branded and easily 
identifiable? 

❑ Is the brand/purpose of the site readily seen on the home /  
landing page? 

❑ Does the site include information about the law firm such as 
purpose, story, background, or ‘About Us’? 

❑ Does the homepage contain links to other sites/pages/accounts 
such as Facebook, Twitter or other affiliate groups? 

❑ Are there clear icons/links? Buttons for social media sites? 

❑ Is contact information available such as email/phone/address? 

❑ Call to Action - Are services/products labeled and promoted 
properly? 

❑ Is there a medium to interact with clients such as an email 
newsletter signup form? 

❑ Is the theme and layout of the website consistent throughout the 
website? 

❑ How are the graphics of the page? Images, fonts, layout, etc. 

❑ How often is the website updated/monitored? Is it relevant? 
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What’s Your Score? 

Rate your firm based upon the answers to the previous questions. 

How Many 

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Website & Blog Score =   _______ 

Suggestions, Tips & Tools 

Now that we know all the criteria needed to be met in order to have a well-
rounded and fully functioning company website and blog, how do you 
choose which platform will host your site? There are multiple hosting sites 
where you can claim a domain address. 

WordPress for Business 

WordPress is a great platform to utilize to start your website. It  is not just 
a platform for blogs anymore. Many companies have used it to create their 
entire website including a custom home page and a blog on a sub-page. 74.6 
million sites depend on WordPress and in the realm of self-hosted sites, 
WordPress accounts for 18.9% of all websites.5   

 
5  See the Reference section at the end of the book for further information and sources 
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This includes companies like CNN and People Magazine. Here is 
information and advice on how to utilize WordPress: 

• WordPress allows you to create your own blog or website in 
minutes and its services are free. You have complete control of it 
and you have the ability to post as frequently as you would like. 
Anyone with a valid email address can use WordPress to create a 
blog or a website. 

• xWant your website to be as unique as your law firm? WordPress 
offers over 100 (even more with the paid premium service) of 
customizable designs to suit all kinds of personalities and content. 
From classically minimal to edgy and modern, there is something 
for everyone. Journalists, photographers, business owners; whoever 
you are, there is sure to be a design that suits everyone’s needs. 

• It is easy to include lots of creative, interactive content. If you 
already have media on other sites like YouTube, Flickr and 
SoundCloud, WordPress makes it easy to upload your photos, 
music and video to your site from those sources in a snap. You 
automatically get 3 gigabytes of storage space. That’s equivalent to 
over 2,500 photo files or around 1,000 songs. 

• WordPress will help drive traffic to your blog. By including tags 
with your posts, WordPress automatically adds them to their global 
tag system and tag surfer, so people who are interested in the topics 
you cover will easily be able to search for your content. 

• The integrated stats system lets you view activity on your blog and 
find out more about who your audience is. How many people 
viewed your blog post? What links did they click on? Were they 
referred from another site? Find out what people are really reading 
so you can better attack your target market.  
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• If you find yourself wanting more, you can upgrade to WordPress 
premium services for even more storage, features and capabilities. 
Create a custom website with full control and custom features by 
visiting www.wordpress.org. Custom WordPress sites allow us to 
set up your site for a flat fee and there are no additional fees for 
space or upgraded features. 

o If you don’t need all the bells and whistles that a custom 
website offers, create a simple website or blog of your own 
in just minutes by visiting wordpress.com. 

• We work with our clients to create custom websites and blogs. 
These sites allow clients to have full control of their content and 
use all kinds of custom features. Developing a website is vital to 
creating a successful online presence. 

Wix for Business Websites 

In today’s technological society, there are lots of website building platforms 
that exist that are easily operated do-it-yourself (DIY) websites like Wix. It 
is easy to maneuver and only takes about 10 minutes to personalize. Wix is 
a free service tool that allows users to create their own customized website. 
The foremost benefit of using Wix is that there is no coding involved. It’s 
simple, easy and Google friendly. Here are a few benefits of using Wix: 

• It is a free, secure and reliable service 

• Hundreds of website design templates to choose from which will 
make your website unique and exciting 

• Attracts more traffic to your site through Google, Yahoo and Bing 

• Compatible with top mobile apps, Facebook, Twitter and blogs 

• Creates an opportunity to generate your own online store 

http://www.wordpress.org/
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As you can see, Wix is a useful tool not only in creating the foundation of 
your law firm but in its maintenance and growth. At its most basic level, 
Wix provides a platform in which to create your own unique and 
customized website through easy and simple instruction. In addition to the 
free plan, Wix provides premium plans which include free hosting, Google 
analytics, premium support, your own domain, storage and bandwidth. 
Ranging from $5 to $20 a month, these upgraded plans grant certain 
benefits that are optimal for personal use, entrepreneurs, freelancers and 
ecommerce. 

There are other hosted website companies similar to Wix such as Weebly 
and Squarespace. Depending on your industry and goals select which 
platform is best for your firm. 

Monitoring and Measuring – Alexa 

Want to find out how to track your web traffic data? Alexa.com is a free 
service that can provide you with web traffic reporting by collecting and 
analyzing data on browsing behavior. In the world of web analytics, 
Alexa.com is a leading contributor in Internet optimization. Alexa.com is a 
subsidiary of the popular online marketplace, Amazon, that collects user 
data through Explorer, Firefox and Google Chrome Internet browsers, as 
well as through various extensions that users download. These extensions 
and toolbars collect data on a users’ browsing habits and preferences in 
exchange for providing helpful tips about websites. Users can find out how 
popular a website is or see similar sites and analytics related to a website’s 
traffic. Alexa.com offers many benefits for small businesses and large 
organizations to enhance their understanding of their consumers, their 
competitors and consumer behavior. 

Alexa.com offers businesses unique tools and services to improve how they 
communicate their product or service offerings through their website’s 
Search Engine Optimization (SEO). For example, Alexa.com can analyze a 
business’ website to assess language used and suggest more effective 
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keywords to take advantage of on the website using the Keyword Difficulty 
Tool. The Competitor Keyword Matrix will determine what keywords a 
business’s competitor is using on their site, enabling companies to ensure 
they are not missing out on potential consumers that are being targeted by 
their competitors. 

Alexa.com also enhances marketing by providing research and analytics on 
a business’s target market, providing clients with information on related 
websites that their potential consumers are visiting. This allows a business 
to post blog articles on these related fields, or to partner with some of these 
organizations to promote their shared interest. 

Alexa.com maintains extensive data on hundreds of thousands of websites 
worldwide which enables them to provide information and analytics to any 
business that is interested, including smaller businesses such as restaurants, 
law firms, engineering firms, auto body shops and large firms such as oil 
and gas companies, franchises, and more. Alexa. com offers seven-day free 
trials for many of their tools and analytics. In a world where SEO makes up 
a significant portion of your passive marketing (PM) strategy, Alexa’s 
Internet tools can be a worthwhile investment to bolster marketing and 
business development strategies. 

Monitoring and Measuring - Google 
Analytics 

Do you want a better understanding of the customer experience? Google 
Analytics makes it simple and easy to track your customer’s experience by 
bridging customer behavior, site performance, and more across all your 
online platforms. The digital analytics you are provided with gives you 
insight on how to make the data work for you and drive real impact. 
Ultimately, it allows you to measure the impact your website has on its users 
and your business. Google Analytics provides support for businesses of all 
sizes, helping them to see what is working and what needs improvement. 
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For a complete view of the customer experience, Google Analytics 360 is 
available to purchase. Google Analytics 360 provides advanced solutions, 
services, and support for large enterprises. It helps under- stand people and 
their behaviors so that your business can provide value service and 
experience when the users need it the most. Equipped with cutting-edge 
intelligence, the 360 Suite uses Google’s machine learning capabilities that 
allows you to see users that are likely to convert, customers with high 
revenue potential, and other relevant and actionable business insights. 

Google Analytics 360 comes equipped with comprehensive administrative 
capabilities that gives more oversight when it comes to user management, 
auditing, and account permissions. It also provides you and your team real-
time data snapshots of key metrics across all products. Having all the 
integrations the 360 Suite has to offer at your 

accessibility, you have quick access to data the saves you time and increases 
your teams efficiency. 

Combining enterprise analytics, tagging, site optimization, data 
visualization, market research, attribution, and audience management, 
Google Analytics 360 gives businesses a powerful measurement solution. Its 
seven measurement solutions are designed to give a seamless user 
experience, using cross-product data integration to help your enterprise gain 
useful insights and drive better results daily. 
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CHAPTER 8 
KEY 2 

ONLINE DIRECTORIES 
 

“We cannot limit ourselves to continuing on the path we have 
already opened.” 

– Amancio Ortega, Founder, Zara 
 

n online directory is a web tool that searches and groups 
information for the user’s convenience. An online directory assists 
users in finding what they need online and are 

considered a reliable go-to source for finding businesses, products or 
services. Online directories are the most common way people search for 
additional information on a company. Therefore, it is important that you 
have optimized your law firm’s search results to let clients learn about you 
and ultimately drive your business. 

Examples of Online Directories 

Google My Business, Google Maps, Yahoo! Local, Yellow Pages, Bing, 
Yelp, Angie’s List, Lawyers.com 

Benefits of an Online Directory 

Online directories managed efficiently have many benefits including: 

• Increased exposure - Others can easily find you. Search yourself - 
what do others find when they search for your law firm? It is crucial 
that your firm is easy to find online. 

A 
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• Scoping out the competition - Look for similar firms. Be sure to 
see how your online presence compares to your competitors. 

• Information access to your consumer - You can display current 
and correct contact information. This includes your location, 
phone number, hours of operation and more. It makes information 
easily attainable to your client. 

Strategies for Improving Google Search 
Results 

Online directories are popular platforms for individuals to use when trying 
to find information, therefore, developing your business online directories 
is important for creating brand awareness and customer satisfaction. The 
following strategies can help your law firm progress it’s online directory 
presence: 

1. Optimize Your Search Results Listing: When a search is done on your 
law firm, are you the first listing that pops up? If not, are you on the first 
page? If not, review the online presence of your firm and see what is keeping 
it from showing up in searches. Although you may appear on the search list, 
it is important to optimize your appearance so your firm will show up when 
you need it to. What are the results when you search for your law firm name 
in Google search? If results are minimal or your business does not show up, 
something needs to be changed to get your law firm to appear in the search. 

Consider the following options when searching for your law firm online: 

• “Type of Service” search 

• Similar business name search 

• Keywords related to your law firm 

• Location-based searches 
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It  is important to consider how specific the search needs to be  in order to 
wield the correct results. If you are a divorce attorney in Walnut Creek and 
search Google for “Walnut Creek Divorce Attorney” and “Divorce 
Attorney Bay Area”, will your business be included in the results? 

If your business is first on the search list, great. Confirm that your listing 
includes the correct and current business information including contact 
information, business hours, photos and the link to your website. Keep in 
mind that if your business is not listed… Someone else is. 

There are a number of different online directories that can be used to search 
for businesses. Search for yours on mainstream directories (Google, Bing, 
Yahoo!, Yelp) as well as specialized directories that are more tailored to your 
industry. 

Search Engine Optimization (SEO) 

• Helps drive traffic to your site 

• Off-page SEO (work that takes place separate from your website) 

• On-page SEO (website changes to increase rank) 

2. Differentiate Your Firm from Others: Take note of similar law firms 
that appear in the search results for your business. If the business names are 
similar, think about a way of repositioning your law firm to differentiate it 
from the rest. 

3. Make Your Law Firm Easy to Find: How easy is it to find your firm 
when searching? Search Google for your firm and see where your business 
appears. You want your business name and website to appear first before 
any secondary related articles. This way users are guided to your website, 
which is the voice on what your law firm is and what it offers. Having a 
domain/web address that is clearly branded and easily identifiable to your 
business will result in a more accurate search. For Search Engine 
Optimization (SEO), consider the results when you search the services 
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offered with a location in the search engine. Make sure your firm appears 
with the right combination of keywords. 

4. Use Online Advertisements: Create an advertisement that will appear 
on search engines. An advertisement will benefit your law firm by creating 
brand awareness and also attract clients to your business. Using Google Ads 
is a great way to track the traffic to your firm and you will only have to pay 
if people click your ads using Google. 

5. Use Rich Media: It is a good idea for photos and videos to be present 
when your law firm appears in a search result. Photos and videos are more 
interesting than text. They are current and interactive with your online 
audience and will attract more attention to your business. It goes without 
saying that your photos and videos need to be relevant in content to your 
law firm and of good quality. Using YouTube or Flickr will also boost your 
presence  in searches. Seeing photos and videos in search results can be 
achieved by using key terms in naming your photo and video files. 

6. Monitor and Update Internet Presence: Regularly monitor your 
internet presence. Search results on your firm need to be both current and 
relevant. Recent activities will show up higher in 

search results, so having your Twitter, Facebook, news and events on your 
website help keep your firm active and current. 

Key Learning - Focus on optimizing your search result listing, 
distinguishing your law firm from competitors, making your business easy 
to find, using rich media and monitoring and updating your Internet 
presence.   
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Online Directory Pitfalls - Be careful when placing your company on 
online directories sites to make sure the listings are accurate and true to your 
brand. Make sure the information about your firm and the services offered 
are correct. You don’t want to mislead people with inaccurate or false 
information. You also want to keep an eye out for trademark infringements. 

Online Directory Checklist 

❑ Is the firm on Google Local/Maps, Yahoo Local, Yellow Pages, etc.? 

❑ Does the firm name appear in a Google search? What page of the 
search results? 

❑ How specific is the search in order to yield the correct results? 

❑ Does the law firm location appear in Google Maps? 

❑ Does the law firm appear in Yahoo Local? 

❑ SEO - When you search the services offered with location in Google 
does the firm appear within the map and listed below? 

❑ Does the firm appear higher on directories than similar business names 
in the results of a Google search? 

❑ Do listings of the business contain the correct information? 

❑ Are there any photos in a Google Image search? 

❑ Are there directions to the law firm office? 

❑ Are business hours listed? 

❑ Is there any other information about the law firm provided? 
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What’s Your Score? 

Rate your firm based upon the answers to the previous questions. 

How Many 

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Online Directory Score =   _________ 

Suggestions, Tips & Tools 

Now you know how to optimize your firm on online directories to ensure 
the best possible search results. The following are helpful tips on how to 
maximize your business in current online directories. 

Google My Business 

Search engines use information it receives on businesses from multiple 
sources. Your law firm will probably already be listed in Google, but Google 
My Business is a free business listing that allows you to control what 
information Google has and presents that information to people who are 
searching for your law firm. It allows you to upload photos, write reviews, 
share hours of operation, add categories (search terms)  so  people  can  find 
your law firm and offer discounts and promotions.  
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Google My Business also allows for you to engage with clients and get 
insights about your firm. If you have not listed your firm on Google My 
Business, chances are that Google has already listed you. To verify your 
listing, go to Google My Business and claim your company. Once you do 
that, Google will either call you or send you a letter to verify that the 
business is actually yours. After you have been verified, you can update the 
details of your business listing. Ask returning clients to leave positive reviews 
for your law firm because the more your firm is rated, the higher your firm 
will appear in the rankings. 

Google Maps for Business 

This is a free mapping service that will give directions to your law firm. It 
even offers a street view, which can show actual exterior pictures of almost 
any address. If you are listed, your business location will appear in a Google 
Maps search. A lot of people use the GPS   on their phone to locate places. 
Being listed on Google Maps is very helpful for clients coming to your law 
firm. 

If someone searches “gas stations” in Google Maps, they will find different 
gas stations around them. Depending on how zoomed in the map is, they 
may find around twenty gas stations. Having a good ranking in Google 
Places will help your firm make it to the first, larger map that pops up on 
Google Maps. 

Yahoo! Local for Business 

Yahoo Local is an information portal that provides business reviews, top 
rated services and events that are local to your area. If your firm is not on 
Yahoo Local, you can submit a basic listing (free of cost) that will display 
your contact information, location, office hours, website, photo and the 
products and services your firm offers.  
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CHAPTER 9 
KEY 3 

REVIEW SITES 
 

“Make a customer, not a sale.” 
– Katherine Barchetti, Founder, K. Barchetti Shops 

 

eview sites on the web are available for users to post about their 
experiences regarding people, businesses, products or services. 

The use of review sites is considered a go-to for finding businesses 
and services. Having your law firm listed on review sites will increase your 
Search Engine Optimization (SEO). Review sites are one of the least 
understood, and therefore most intimidating areas of online marketing. Just 
because they provide a platform and community for your customers, does 
not mean they are not also a place you can have a voice as well. In fact, it is 
the opposite. 

On review sites like Yelp, it is important to understand that 85% of Yelp 
reviews are 4-5 stars. By claiming or setting up your firm on Yelp, when/if 
someone does write a bad review—you will be notified. If you do not set it 
up, and someone writes something bad about you—you have no idea it 
exists. By setting your firm up on review sites, especially Yelp, you can take 
control of your brand and business. Ian Mitroff (1987) explains in his article 
titled Effective Crisis Management, “While planning cannot prevent every 
crisis, the process of planning teaches an organization how to cope more 
effectively with whatever does occur”. Ian Mitroff goes on to state that, “In 
fact, a cardinal rule of crisis management is that no crisis ever unfolds exactly 
as it was envisioned or planned for. For this reason, effective crisis 
management is a never-ending process, not an event with a beginning and 

R 
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an end.” Setting up your firm on Yelp enables you to manage a crisis, such 
as bad reviews, that may effect your brand reputation. 

If someone writes something good, great, however if someone writes 
something bad, you can flag it because you are the owner of it. By having 
your Yelp profile set up correctly, it is going to increase the likelihood that 
people write positive reviews because you are going  to be able to brand 
yourself and promote yourself in a positive way. The other benefit would 
be that if someone does write a one-star review and they talk about how 
horrible you are, (especially if they are obviously crazy) then it is okay (not 
great, but okay) because then another person is going to see that one-star 
review and go “Wow, I identify with that one-star review.” And then that 
means another crazy person is not going to contact you or come to your law 
firm. If you have 50 five-star reviews, and 1 crazy one, leave it because there 
are people who identify with the crazy person, and they won’t come. This 
is perfect because you do not want those crazy people coming to your firm 
anyways. 

The most important part of this equation is claiming your review site so 
that you have ownership and control over how people perceive your 
business. Claiming also allows you to add three categories to your Yelp. 
Normally people only have one category, but Yelp allows you to have three 
for free, which when optimized can help you show up better on Yelp and 
on Google because you have been identified for more categories. 

Examples of Review Sites 

Yelp, Lawyers.com, Martindale.com, Angie’s List, Google Reviews 
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Benefits of a Review Site 

Review sites use user-generated content. This is content that your audience 
creates about your law firm. Productively managing your firm on review 
sites will help boost your company. Here are reasons why review sites are so 
useful: 

• Clients view this as a trustworthy source of information in 
comparison to other forms of media - Review sites rely on word of 
mouth. People trust personal accounts more than advertisements. 

• Law firms can offer additional information to clients - Review sites 
allow businesses to add a wealth of supplemental components to 
their listing. For example, advertising special offers/coupons. 

• Ability to interact with clients - You can respond to reviews and 
use these sites as a forum to thank those who provide feedback. 

• Learn from negative reviews - If someone writes something bad 
about your firm on a review site, it allows you to avoid making the 
same mistake twice. 

 

Key Learning - Focus on claiming your listing, dealing with negative 
reviews and trends, creating promotions and monitoring your traffic. 

Review Sites Pitfalls – Depending on client confidentially and firm policies 
you may not be able to respond to negative reviews, however having a 
business listing on Yelp, Google, etc. will lead to more business.  
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Using Review Sites to Your Advantage 

Review sites can be tricky because you are not in control of the comments 
and feedback you get from clients. However, you are in control of how you 
respond to the feedback. Here are some way to take advantage of review 
sites to maximize your business potential: 

1. Claim your business page: Often times, your law firm may be listed 
before you have had a chance to register it yourself. Take control of your 
page and claim your listing to allow your firm to communicate and interact 
with customers as well as respond to reviewers. When you are effectively 
managing your business page, make sure your listing has accurate and 
updated information (photos, directions, business hours, contact 
information, etc.). Remember: if you are not listed, then it is highly likely 
that your competitors are. 

If you have not claimed your page yet, doing so is easy. Search for your law 
firm on the review site of your choice and click on your profile. Somewhere 
on that page you will find a link that will have some variation of the 
question ‘Is this your business?’ Click that link to authorize yourself as the 
business owner. Once you have claimed your page, keep your business 
information up to date and accurate so clients know the page is current. 

The benefits that come with claiming your firm include: 

• Full control of your page 

• Accuracy of business information 

• Reliable sources and information 

• Ability to respond to reviews and comments 

• Monitor traffic and visitor statistics 

• Keep customers up to date with offers (check-in, discounts, etc.) 
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2. Dealing with negative reviews and  trends:  Negative  reviews are 
inevitable. How you deal with them will make a positive or negative 
impression on you and your law firm. It is important to acknowledge any 
bad review by responding to the client in an effort to try to resolve the 
situation. Often times you will discover that a bad review can be turned 
into a good one by simply apologizing for the bad experience, being honest 
about how the mistake was made and sharing the efforts you have made to 
improve the situation. 

In some cases, reviews that are entirely false can be made,    in turn reflecting 
poorly on your firm. In these situations, a response is necessary to explain 
in a professional manner why the review is false in an effort to discredit the 
false review. 

3. Promotions: Clients are happy when they come across a good deal. 
Bring attention to your site by offering a promotion. Create a promotion 
by offering clients an additional bonus by visiting your review site. Clients 
are more likely give your firm a try and are also more likely to return to your 
site when they know promotions have been offered in the past. 

For example, when using Yelp, you can create a “check-in offer” where 
clients can receive a deal or discount simply by logging in on your Yelp page 
when they are at your place of business. 

4. Monitoring traffic: Once you have gained complete access to your 
business page, do not forget to monitor the traffic and keep the page current 
by updating it often. Respond to the reviews listed on your page. Let clients 
know that you are thankful for their feedback and that they are encouraged 
to leave any tips or recommendations they want to offer to both your firm 
and other viewers. When it comes to negative reviews, attempt to clear up 
any issues that may be presented and remind viewers that you appreciate 
their business. 
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Keep track of the increase or decrease in the number of viewers. If you 
receive more visits after you have updated your page or offered a promotion, 
you can see the results in page views. 

Review Site Checklist 

❑ Is the firm listed in places like Yelp, Google, Lawyers.com? 

❑ Is business information provided? 

❑ Are there photos? 

❑ How many reviews are given? 

❑ What’s the average review score? 

❑ Does a search of services offered yield the law firm within Yelp? 

❑ Are there any special offers or promotions available? 

❑ Does the firm appear on any other online review sites? 

❑ Are there sufficient reviews on those sites? 

❑ Has the business been reviewed by any industry specific critics or 
websites such as Avvo, Findlaw, or Super Lawyers? 
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What’s Your Score? 

Rate your law firm based upon the answers to the previous questions. 

How Many  

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Review Sites Score =  ______  

Suggestions, Tips & Tools 

Now you know the criterion that helps to maintain a thriving business on 
review sites. Make sure that you regulate these accounts frequently. 

Yelp for Business 

As of September 2019, Yelp has 92 million monthly unique mobile users 
and 178  million unique visitors across mobile, desktop, and app platforms 
per month6.  Yelp is a widely used review site that provides a great way for 
clients to learn more about your business and what your firm has to offer. 
It is free to join, easy to set up and allows you to provide users with current 
information and the ability for users to give feedback on your business.   

 
6  See the Reference section at the end of the book for further information and sources 
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Once you have set up a Yelp account, how can you optimize the results of 
your firm showing up when it is searched? 

• Run a test search for your business name and see if it appears. 

• Search for specific key terms that yield the correct results and see if 
the search provides links to your main website. 

• Multiple types of services listed for your firm, check-in offers and 
a high rating will improve the search results for your business. 

Google Reviews & Lawyers.com for Business 

For businesses to increase their revenues and have strong brand awareness, 
they must critically assess their online presence and monitor their pages and 
information on review sites. A great starting point for law firms to enhance 
their brand awareness is through Google. Google My Business allows your 
law firm to maintain location and contact information, hours of  operation, 
average busy times and more on a Google Page. Perhaps the most valuable 
tool available to businesses through Google pages are customer reviews. 
Clients are able to leave a review of your business based on a 5 point Likert 
scale while also leaving comments that describe their experience. Here are 
three tips and tricks for using Google Reviews and Lawyers.com (which was 
acquired by Google) to enhance your law firm: 

• Respond to Clients: The Google Review platform allows you to 
read and respond to comments allowing you to build rapport with 
your client base. If a former client  leaves a glowing review, you can 
respond to them with a personalized ‘thank you’. If a new client 
had a bad experience, ask them to contact you to get more 
information. Not only will these interactions improve your client’ 
experience, it will allow potential clients to see how engaged you 
are with your client base and will positively influence your 
reputation. Remember to be brief to save both you and the client’s 
time. 
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• Ask for Reviews: You can quickly and easily ask clients to review 
your firm on Google or Lawyers.com. Place a link on your webpage 
that takes clients to your pages, suggest to potential new clients that 
they check out your reviews on these sites. The comments should 
be unbiased, so we do not recommend you offer deals or discounts 
in exchange for a review. Word of mouth is a  powerful way to 
enhance your existing reputation and word can easily spread that 
you are compensating for positive reviews. 

• Use Lawyers.com:    In order to get more clients to find you, create 
a profile on Lawyers.com. They allow clients to find over one 
million profiles of the top lawyers from around the world.  They 
cover the ins and outs of all legal concerns, offering clients to ask 
lawyers for legal help and evaluate their attorneys for their service 
on a 5-point scale. Create a profile, write a brief bio, include your 
contact details, and add a link to your website. 

• Maintain Accuracy: While monitoring your Google or 
Lawyers.com review pages, you may notice that a reviewer has 
mistakenly assigned a review to your page that is not reviewing your 
law firm but a neighboring business or one with a similar name. 
You are able to flag inaccurate or inappropriate information and 
reviews for possible removal by Google. This allows you to ensure 
that the reviews posted on Google are accurate. We recommend 
that you only use this feature when there is  a factual error in a 
review, otherwise you compromise the accurate and sincere nature 
of customer reviews. Take negative feedback as an opportunity to 
review business practices and only make changes as required. 
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• Google and Lawyers.com reviews are excellent ways to take 
advantage of the most powerful form of marketing: word of mouth. 
By encouraging accurate and honest reviews, Google gives law 
firms to receive feedback they otherwise would not see with 
traditional word-of-mouth marketing. 
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CHAPTER 10 
KEY 4 

ONLINE SOCIAL NETWORKS 
 

“Social media is changing the way we communicate and the way 
we are perceived, both positively and negatively. Every time you post 

a photo, or update your status, you are contributing to your own 
digital footprint and personal brand.” 

- Amy Jo Martin, Author, Speaker, Entrepreneur, 
Founder & CEO of Digital Royalty 

 

aking your law firm a part of social networks is crucial to your 
success in increasing brand awareness and sales opportunities.  
Social  networks  are  hubs  of  information  that 

have constant updates and opinions on your firm. These social networking 
sites are new tools that have changed the shape of small business marketing. 
Monitor the content on these social sites to keep your law firm’s image in 
your favor. The advantages of having your business on social networks 
include connecting with peers, communication through forums and 
inclusion in a professional community. 

Examples of Social Networks 

Facebook, LinkedIn 

Benefits of a Social Network 

Social networks are a great way to connect and interact with your target 
market and prospective clients. Using social networks helps a company by: 

M 
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• Creating open communication with clients – Be involved in the 
conversation with those following you or talking to you through 
social networks. 

• Ability to connect and network – Associate your law firm with 
related pages and people to gain a larger network and build your 
connections. 

• Establishing a following – Invite past clients to view your page and 
be active on your social networks to encourage new clients. 

• Keeping our company at the front of mind - By making the content 
interesting and enticing, it gives people a reason to visit your page 
and to be thinking about your company. 

Key Learning - Focus on creating and actively monitoring your business 
page, being active, branding your presence, adding starter content, 
expanding your network and generating new leads. 

Online Social Network Pitfalls - How does your personal brand effect 
your professional brand? What is the firm’s 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 post on Social Media are you still representing the 
firm? Are you still bound by state laws such as the California Professional 
Code of Conduct? When creating new accounts, make sure that you have 
full control of your login details. Problems can arise regarding who owns 
and manages these accounts, especially when that person leaves the 
company. To avoid cases like this, put together an Excel spreadsheet that 
contains all of the accounts that you have created with the login and 
passwords in it. This way, you will have an easy access to all of your social 
media platforms. 
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Promoting Your Business on Social 
Networks 

Social networks can be utilized for business purposes if they are effectively 
and efficiently monitored. The content you put on these social sites about 
your law firm will help to develop brand awareness and can help create a 
positive image. 

1. Create and monitor your social networks: With your social networks, 
you can have multiple tabs of information, list basic information, post 
regular updates and expand your following. 

If you do not have an account on any social network, get started by claiming 
your business page. A business page is different than a personal profile. A 
business page gives you the ability to gain and recruit fans. 

Your business profile needs to contain the following: 

• Description of your law firm, products and services 

• Appealing visual content – photos, videos, comments 

• Contact information 

• Website URL 

• Invitation for visitors to join your mailing list 

• Public setting that enables customers and prospects to find you 
easily 

2. Be active: Once you have an account, keep it active by participating 
on the site. Write articles that interest your community and bring traffic to 
your site, send messages, start and join groups, introduce people and send 
referrals. The more involved you are, the more you will be seen as an expert 
in your area. Remember to keep your business pages professional across all 
sites.  
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3. Just because some social networks are used casually and for personal 
use does not mean your page has to be. Whether it is the newest social 
media, rising technology, or latest mainstream news, do not be blind to 
change. Keep your law firm cutting edge so you do not get overlooked 
because other firms have chosen to be more forward, more progressive, and 
more active within their community. 

4. Brand your presence: Upload your logo, pictures and background 
across all of your business pages. This will help establish credibility and 
build brand awareness. However, when uploading content, you need to 
make sure that you own the rights to all the content you intend to post on 
your social networks. Otherwise, your company will face charges for using 
unlicensed videos or images. 

5. Add starter content: Need ideas on what content to have on your 
business page? Start by announcing  upcoming  events,  join in on hot 
conversation topics or answer questions asked by your customers, share 
information and give and receive tips and practical advice that applies to 
your law firm. You can also try partnering with a nonprofit business to do 
any of the items just listed. The idea is to keep people engaged and 
interested in visiting your page. 

Another thing you can do when uploading content to your business page is 
to share web links in your posts. This can be done by posting polls and 
surveys, linking event homepages and registration pages, archived email 
marketing newsletters, adding blogs (yours and others), including websites 
(yours and others in your area of expertise) and relevant videos, photos or 
podcasts. 

6. Expand Your Network: There are a number of methods you can use 
to expand your network. For example, one way is to send an invitation to 
join your email list. Another idea is to add interactive social icons to the 
following:  
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• Website 

• Email campaigns (in a sidebar, in the footer) 

• Outgoing email signature 

• Business Card 

• Printed collateral: mailers, flyers, invoices, etc. 

More ways to expand your network include putting up signage in your 
office window, adding a message to your voicemail and including a note 
on point-of-sale receipts and house coupons. 

7. Social Media Blunders: There are a few guidelines that are best to be 
followed when posting updates to your business pages on social networks. 
These simple guidelines will help you to maximize your social network and 
minimize the potential of irritating your followers.  

What Not to Do with Your Social Networks: 

• No pitching 

• Try not to overly self-promote 

• Don’t offer incentives to get reviews or sharing 

• Typically avoid personal information, politics, sports, religion, etc. 

It is important to remember to post appropriate content on all your social 
media sites because you never know who will have access to it. Kids these 
days are very social media savvy and everything goes viral. Donna Mitroff 
(2012) was the head of broadcasting for a top TV network and explains in 
her book Fables and the Art of Leadership that she had “the responsibility for 
insuring that the content of children’s TV programs was not only age 
appropriate, but also actually aided children’s health and development.”  
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In the same way, you want to regulate all your content, making sure it is 
appropriate for all audiences who come across your sites such as your 
website, blog, Facebook, Twitter, etc. People are impressionable and your 
brand’s reputation is on the line, therefore, you want to put the best of your 
brand out to the world. 

Social Networks Checklist 

❑ Does the firm have a Facebook account? 

❑ Is the information presented within a Facebook Page and not a 
profile? 

❑ Is basic business information listed? 

❑ Does the Facebook page have information and pictures of the firm? 

❑ How many followers does the page have? 

❑ Is the page regularly updated? 

❑ Does the business have a LinkedIn account? 

❑ Is the information provided up to date? 

❑ Is the business connected with other social media accounts? 

❑ Are there credible recommendations and endorsements provided 
on LinkedIn? 
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What’s Your Score? 

Rate your firm based upon the answers to the previous questions. 

How Many  

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Social Networks Score =   ______ 

Suggestions, Tips & Tools 

Now that you know the key points and best practices for using social 
networks for your firm, we can view specific social networks and learn how 
to optimize your business results on them. 

Facebook for Business 

Facebook is the most popular social network used today. For December 
2019, Facebook has 2.45 billion active monthly users and 1.62 billion users 
visit the site on a daily basis7. With more than a billion active users, 
Facebook is a great place to start when creating a business page. With a 
Facebook business page, you can have multiple pages of information, basic 

 
7  See the Reference section at the end of the book for further information and sources 
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information listed, the ability to post regular updates and expand your 
following. If you do not have an account on Facebook yet, get started by 
claiming your business page. A business page is different than a personal 
profile. A business page gives you the ability to gain and recruit fans. 

Facebook is currently the top social networking site with the most monthly 
visitors in comparison to other platforms. Due to this, it has become an 
important free mechanism to market and promote business. Here are the 
top 5 reasons why Facebook is a good marketing tool for your law firm: 

1. Business Newsfeed: Facebook Business Pages provide a space to 
showcase new products, promotions and upcoming events to your 
followers. By consistently providing fresh and varied content (like a 
combination of photos, videos, promotions, business updates, etc.) it gives 
reasons for followers to return. 

2. Communication Channel Between Business and Fans: Having a 
business page allows for a two-way communication between a company and 
its followers. Anyone can comment on posts and provide feedback on 
products, while the company is able to provide customer service if questions 
or concerns arise. This helps build and maintain relationships. 

3. Word of Mouth Marketing: Every time the content on your page or 
the page itself is shared or liked by someone, or when a customer checks in 
at your business location, the link to the content is reposted on that person’s 
Facebook wall and newsfeed for all their friends to see. The increased 
exposure of your Business Page can result in an increase of brand awareness 
and can generate interest and attract new customers. 

4. Search Engine Optimization Opportunities: Having a Facebook 
Business Page can aid in improving your SEO score, particularly when you 
do things like use a custom Facebook URL and put relevant keywords and 
links in the “About” and “Info” sections of your business page. 
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5. Analytics Tools to Track Your Progress: Facebook has a free  Page 
Insights feature, which provides useful information, such  as the 
demographic of your audience, how many times you have been mentioned 
in someone’s post, what tabs generate the most interest, where the referrals 
to your page are coming from and number of times your post and page were 
viewed during a certain period. This information helps you assess and 
change your content strategy to make Facebook a more effective marketing 
tool. 

The benefits of using Facebook for business are clear. It provides a great 
opportunity to grow your law firm, not only by allowing you to market it 
and create a community around it, but also by helping you analyze and 
improve your strategy. 

Facebook Pitfalls - Facebook can be dangerous. One moment you’re 
chatting up with somebody on the platform and all of a sudden, they 
become a client and next thing you know, it’s a conflict of interest. A 
North Carolina judge was found in the wrong for friending lawyers on 
Facebook during a case and were found exchanging messages about the 
case. The judge was accused of ex parte communications and the 
independent of gathering facts. 

LinkedIn for Business 

As the leading professional networking site in the world, LinkedIn has 
transformed the traditional process of recruitment and job search. 
Recruiters largely use LinkedIn to buy access to data about LinkedIn users 
for hiring purposes. Job seekers use this space to connect with mentors, 
employers, coworkers, peers and influencers. On a daily basis, companies 
and contributors post advice columns, the latest news about the company, 
and other interesting finds. LinkedIn is driven by trusted relationships and 
two-way agreements, meaning that employees are now directly associated 
with employers online, but you can also demonstrate collaborating and 
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provide individual and company references for the public to see. Not only 
does LinkedIn tailor your home page news feed to your interests, LinkedIn 
also creates a sense of community by notifying your connections to 
congratulate you on your new job, anniversaries, or other notable moments. 
This large, successful and rapidly growing social networking platform is one 
that will continue to shape the world we live in today. 

You can use LinkedIn to elevate your company by doing specific things that 
will optimize your business in searches, therefore creating new leads and 
more hires. LinkedIn seeks to establish professional relationships and build 
professional networks. For attorneys, a LinkedIn profile is the best place to 
showcase your greatest successes and future aspirations. Show off your skills, 
highlight your experiences and identify your goals. Your LinkedIn profile 
should help you show up in searches for the right people at the right time. 
Here are tips that will help you to develop a LinkedIn profile that is eye-
catching and makes you stand out among others: 

• Have a Professional Profile Photo: Make your picture a simple, 
professional headshot. Not a “selfie” you took on your own. People 
remember faces more than they remember names. This is the first 
impression you make to the public. 

• Make Your Headline Attract Attention: Do not just put your job title 
in your headline, put a comma beside it and insert something that you 
are passionate about or your area of expertise. However, for lawyers, 
you are not allowed to say that you are an ‘expert’ in anything online. 
So instead, include something that you’re interested in, something that 
will make people want to connect with you, something that will make 
you stand out from being just a ‘typical lawyer’. To make your profile 
more findable, include keywords that your particular audience would 
search for. 

• Develop an “Elevator Pitch” Summary: Beyond the headline, the first 
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few sentences of your summary are key because this is what hooks the 
attention of those looking at your profile. An “elevator pitch” is what 
you would tell a future employer if you were in an elevator with them 
and had only 60 seconds to pitch yourself or your firm. It is meant to 
be enthralling. In this section, list three to five key skills, goals or 
accomplishments that you bring to the table or have attained. You can 
include photos, videos or infographics of your work to make your 
summary section more enticing. 

• Have a Complete Profile: To make your LinkedIn profile complete, 
list your industry and location, an up-to-date position, two past 
positions, education, skills, a profile photo and have at least 50 
connections (ideally “500+” connections). This is important because 
users with fully complete profiles are 40 times more likely to receive 
opportunities through LinkedIn.8 

• Customize your URL: Make it easier for people to find you by 
customizing your profile URL. To do this, go to settings and change it 
to your name. This is free so you can go ahead and just do it. This will 
do wonders for your search engine optimization, your website, on your 
resume, and your overall business. 

• Change your privacy settings: A lot of people put the privacy settings 
where no one finds them. This does not allow people to find your firm 
– make listings public. 

Engagement Marketing on LinkedIn 

Engagement Marketing is a practice that I use that lead me to gain over 
24,000+ connections on LinkedIn. To explain this further, we’ll take a 
financial advisor as a classic example. A financial advisor walks into a room 

 
8  See the Reference section at the end of the book for further information and sources 
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of people and asks if anyone owns a Telsa electric car. When someone 
says… “Yes, I do” - the financial advisor starts selling them his services and 
then they ignore the rest of the people in the room. To practice Engagement 
Marketing, instead of saying “do you own a Tesla?”, you ask people, “Do 
you or do you know anyone that owns a Tesla?”. In my experience, 80% of 
the people in a room know someone who owns a Tesla. If you do the same 
exercise on LinkedIn and connect with everyone in the room because 
everyone knows somebody or they will know someone that could 
potentially be your client or your strategic partner.  

One of the amazing tools of LinkedIn is their article publishing. LinkedIn 
long-form publishing serves as a platform for members to contribute 
professional insights and expertise to the public. This simple and easy tool 
allows users to learn from others in the profession and enables users to 
establish their own professional identity by expressing their opinions and 
sharing their experiences. Here are five tips on publishing a successful 
LinkedIn article of short post: 

1. Talk about something you know: Having expertise in a subject draws 
people’s  attention and makes them want to hear what  you have to say and 
take advice from you. Maybe you took on a challenge and were able to 
overcome it. Tell them how you did it. Maybe you experienced failure and 
learned something from that experience. Let them know about that too. Or 
maybe you want to talk about a problem that your industry is currently 
facing. Share with the reader some possible solutions. 

2. Be authentic: Authenticity is more valuable than eloquent words that 
fit nicely together. Having a genuine voice will distinguish you from a 
generic post. When you speak with authenticity, your words mean so much 
more because they bring out your passion. An authentic voice is relatable 
and credible. Your words have value when you tell the truth and believe in 
what you are writing about. 
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3. Be focused and concise: Be sure that your posts are not super lengthy. 
It simply needs to be detailed enough to cover the main points in an 
organized and concise manner, no more and no less. 

4. Make sure what you post is appropriate: Whatever your post may be 
about, make sure it is appropriate. This is your chance  to establish your 
professional identity, so you want people to respect your opinions. You 
want to build credibility with these posts and be able to positively influence 
other LinkedIn users, not tarnish your image. For example, if you write 
about a subject with heavy political influence, be cautious about the words 
you use. Although you want to express your opinions, you do not want to 
go overboard and aggravate readers. 

5. Visuals matter: Upload pictures, videos, and other documents into 
your post to engage your readers. Visuals help to establish concrete examples 
and share information in ways that words cannot. Sometimes when there 
are too many words on a page, it becomes overwhelming. Space your 
thoughts out by including visual relief. 

LinkedIn is much more than just creating a profile. Rather, it is a tool to 
engage with your network, allowing you to tap into your alumni networks, 
follow your favorite companies, post or share relevant articles, research job 
opportunities, and reach out to recruiters. Take advantage of LinkedIn. 

Google For Business 

Google is the most common search engine in the world. Learning how to 
utilize it for your law firm is imperative for your online success. In urban 
cities, businesses and nightlife are constantly multiplying. To distinguish 
your firm, it is important to utilize online social platforms. 

Signing up with Google will put your firm on the map. Whenever someone 
searches your company’s name, they will be provided with your firm’s 
contact information, location, hours of service and any other information 
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you choose to release. Anyone who searches for your company’s name or 
any keywords associated with it will be able to find all the information they 
need quickly and easily. When searched, your company’s profile will appear 
on the right side of the search results screen. Some other things you can do 
include: 

• Consistently update your company’s information - Your business 
is constantly changing and growing. Google allows your firm the 
flexibility to update your online media influence and keep your 
consumers in the loop. 

• Establish your company’s image - You create the image for your 
company exactly the way you want it. You can post photos and 
updates to shape your online appearance and express your 
company’s unique personality. 

• Take advantage of Google Ads - You can choose to purchase 
advertising through Google, the largest search and most  used 
engine in the world. This is a great way to expand your clientele. 

• Invite customers to Google Hangouts - This is a fun way to connect 
with your clients and answer their personal questions or concerns. 
Additionally, you can provide an inside look into the behind-the-
scenes workings of your law firm. 
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CHAPTER 11 
KEY 5 

MICROBLOGGING 
 

“The most dangerous thing for a branded product is low interest.” 
– Dietrich Mateschitz, Co-founder, Red Bull 

 

he Oakland Diocese, (which is responsible for all of the Catholic 
churches, schools, and Catholics in general for all of Alameda 
County and Contra Costa County) was a consulting client of mine 

for three years and my work focused on non-religious projects (promoting 
events, and setting up Facebook and LinkedIn, etc.). When Pope Francis 
came in to office, they realized that I could help them with religious projects 
as well, using different social media tools. Especially when Pope Francis 
started taking selfies and using Instagram, Twitter, and such. At that time 
they asked me to do a workshop for 160 priests, at which point 
Microblogging was one of the biggest areas for them because that is what 
Pope Francis saw as reaching the masses. What I did live with the 160 priests 
was create a Twitter account. Twitter in particular is the classic form of 
microblogging; it’s fast, easy, and quick. To set up a Twitter account 
literally takes at most five minutes. So I did it live, and went to Twitter.com 
and clicked “set up account” and you create a profile. It is simple, fast, and 
easy to do. So when it starts out, it asks you to follow somebody, so naturally 
we follow Britney Spears and MC Hammer before we finally get to the 
Pope. Then you can sync it with your other platforms and never need to go 
on it again, because whenever you post on Facebook or LinkedIn, it will 
automatically post to Twitter. That leads to more opportunities, more 
backlinks to your website, and boosts your Search Engine Optimization. 

T 
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Some people love microblogging, and some people do not use it that much, 
but ultimately it does not hurt to be on it, as it helps build your brand and 
grow your business. 

Microblogging is one of the most efficient ways to share the latest news and 
updates. Microblogging sites are useful for interacting with followers and 
sharing the most current daily events. It is also a convenient tool for 
reminding followers about upcoming events and “front- of-mind” 
advertising by promoting and updating information leading up to an event. 
You can also use micro blogging to reach out to new customers through 
friends or friends of friends. 

Microblogging is a broadcast medium in the form of blogging. It allows 
users to exchange small elements of content such as short sentences, 
individual images and/or video links. You can post about topics ranging 
from the simple, such as “what I’m doing right now,” to the thematic, such 
as “sports cars.” Commercial micro blogs also exist, to promote websites, 
services and/or products and to promote collaboration within an 
organization. Different micro blogging services offer features such as privacy 
settings, which allow users to control who can read their microblogs or 
alternative ways of publishing entries besides the web-based interface. These 
may include text messaging, instant messaging, e-mail, digital audio or 
digital video. 

Examples of Micro-Blogging Platforms 

Twitter, Tumblr, Instagram, Snapchat, Pinterest 

Benefits of Microblogging 

A microblog differs from a traditional blog because its content is typically 
smaller in both actual and aggregate file size. A law firm can use microblog 
platforms to: 
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• Interact online with daily events - Communicate with followers 
and fans by posting about current events and happenings. 

• Remind followers about upcoming events and promotions - Utilize 
“front-of-mind” advertising techniques by promoting and 
updating information leading up to an event. 

• Invite new customers – Attract followers, friends of your friends or 
use targeted user searches. 

Key Learning - Focus on relating your firm to current events. How can 
you relate to what is happening in the news or in your area? Remind 
everyone about upcoming events (whether it is yours or other local related 
events). Invite people to visit your website or business. Remember friends 
of friends can be potential customers who may also see your posts through 
micro-blogging. 

 
Microblogging Pitfalls (Twitter) – Firm employees could easily tweet a 
random comment and get themselves and the firm into trouble. Gilbert 
Gottfried got fired from his job as the voice of the Aflac Duck after he 
tweeted jokes about the earthquake and tsunami disaster in Japan. Have a 
firm policy in place to protect your firm on Twitter.   
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Best Practices for Microblogging 

With the fast-paced nature of social media, businesses may be unsure of 
how much to engage with customers through social media platforms. 
Businesses all struggle with the same reality: how much do I post and when? 

Microblogging can be a fantastic tool for law firms to use to increase their 
marketplace presence. Microblogging is the practice   of regularly posting 
short messages. This strategy enhances online presence, provides a method 
for directly communicating with your clients and allows you to have real 
time dialogue with a wide 

audience. Organizations that know Active Marketing (AM)/Passive 
Marketing (PM) techniques know that social media is a workhorse of 
marketing, helping engage potential clients both day and night. However, 
some businesses might not be aware that small changes in their current 
practices can allow them to take advantage of microblogging and see brand 
awareness and revenues grow. To get the most out of microblogging for 
your law firm, here are four tips: 

1. Short messages: Microblogging uses quick and short messages to 
engage an audience. Businesses can ask a question, give a suggestion or share 
an article with the world. To keep messages short, businesses can use 
shortened URLs by subscribing to providers such as Google URL 
Shortener, Bitly or TinyURL to ensure that character limits of 
microblogging platforms are maintained. 

2. Frequent updates: In order for microblogging to enhance brand 
awareness, firms should post messages regularly. I recommend one to three 
posts a day or a week that use different content or are reaching different 
audiences. Using Search Engine Optimization techniques for microblog 
posts will expand a firm’s reach to more potential clients. 
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3. Choose the right image: Many social media platforms support or are 
entirely driven by images, GIFs and videos. Simply using a photo to deliver 
a message can be an extremely effective strategy. As the infamous adage says, 
a picture is worth a thousand words. 

4. Participate and partner. Social media is meant to be just that: social. 
Positively engaging with followers and other businesses will help build a 
brand’s reputation. Law firms can share another company’s post or tag a 
follower to reply to their message. These are great ways to boost your 
following, increase your revenue and contribute to your local community. 

Microblogging is a great way to improve Search Engine Optimization, 
engage with potential and existing clients, enhance brand awareness and 
support local business. 

Microblogging Checklist 

❑ Does the firm have a Twitter account? 

❑ Is the business information provided on the account homepage? 

❑ Does the firm prompt others to comment? 

❑ How many followers does the firm have? 

❑ How many accounts is the firm following themselves? 

❑ Is the account regularly updated? 

❑ Do the updates invite clients to events? 

❑ Is the page customized or match the firms color theme? 

❑ Do the different social media accounts link to Twitter? 

❑ Does the firm have an Instagram or Tumblr account? 
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What’s Your Score? 

Rate your firm based upon the answers to the previous questions. 

How Many 

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Microblogging Score =   _____ 

Suggestions, Tips & Tools 

Now  that you have an understanding of what microblogging is we can 
examine the techniques and strategies used for the most commonly used 
micro-blog platforms. 

Leading social networking sites such as Facebook, Twitter, and LinkedIn 
also have their own microblogging feature, better known as “status 
updates”. 

Twitter for Business 

Twitter is a short message communication tool that allows you  to send out 
messages (tweets) up to 140 characters long to people who subscribe to you 
(followers). Your tweets can include a link to any web content (blog post, 
website page, PDF document, etc.) or a photograph or video. If a picture is 
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worth a thousand words, adding an image to a tweet greatly expands what 
you can share to beyond the 140-character limit for tweets. People follow 
(subscribe) to your Twitter account and you follow other people. This 
allows you to read, reply to and easily share tweets with your followers 
(retweet). 

Twitter is unique from other platforms because in the social media world, 
it falls into the category of micro-blogging tools due   to the short, 
disconnected messages it distributes. Twitter shares some features with the 
most common social media tools (Facebook, Pinterest, LinkedIn and 
YouTube). However, the differences are what defines Twitter. 

• Facebook: A tweet is like a short Facebook status update. However, 
with Twitter, every tweet displays in every follower’s feed, apart 
from nonaffiliated mentions and replies 

• Pinterest: Both allow you to share photographs and provide 
commentary in your post. However, with Twitter, it’s much easier 
to have conversation around a shared image than with the 
comment feature on Pinterest. 

• LinkedIn: A tweet is like a short LinkedIn status update. While 
LinkedIn is based on trust relationships (and two-way 

• agreements), Twitter allows you to follow anyone, including 
strangers. This is helpful when you target potential customers. 

o YouTube: A tweet can contain a link to a video. However, 
Twitter doesn’t allow you to create a video channel or 
organize your videos for easy location and commentary. 

For a successful social media footprint, writing the perfect tweet is like an 
art that can lead to, really, any possibility. Besides more exposure for your 
law firm, you may find yourself a viral hit and a popular Tweeter worldwide. 
Here are some sure fire ways to increase the popularity of your tweets: 
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• Tweet at (@) already popular accounts: You want to remain 
connected with influencers, especially those who might be inclined 
to use your product, support it and give it positive PR. These 
influencers are included, but not limited to, celebrities, pseudo-
celebrities and local-celebrities, popular bloggers and popular 
Twitter accounts in your area. Do this by mentioning them in a 
tweet or even direct messaging them. Be careful not to spam 
anyone because that may turn some people away from your 
product. 

• Use hashtags (#): Make use of trending hashtags to increase 
followers and retweets. If you use a hashtag that is trending, it will 
drive up traffic and your tweets will appear whenever anyone clicks 
on the trending hashtag. This may help make your account become 
popular. Better yet, use something that is trending nationally, or 
something pretty generic, along the lines of #mondaymotivation, 
with a relevant tweet on Monday of course. 

• Be funny: Do not be afraid to use humor. If you have something 
funny or clever to say about a relevant or trending event, then tweet 
it (provided it isn’t overtly offensive or vulgar). Who knows, it 
might become a viral hit. 

• Spark interest through images: Tweet images of your product or 
service, as well as links to your website to drive up traffic and grow 
interest. Make sure your Instagram, Facebook and Twitter are all 
linked together. After all, you cannot expect others to connect to 
you if you are not connected to yourself via all outlets. 

While becoming popular on Twitter is easier said than done, these strategies 
are a great way to drive traffic and draw in clients for your law firm. Now 
that you know how to create a more popular Twitter account, let us dive 
into how you can use Twitter for your business. Twitter is a microblogging 
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site with 330 million monthly active users with 145 million users use it on 
a daily basis (as of November 2019)9. With these statistics in mind, it is no 
wonder why businesses choose to engage in this key aspect of social media.  

Here are five top ways you can use Twitter to help grow your law firm: 

1. Network with people: Find people with similar interests  or  who have 
an interest in your firm by joining industry and topic groups related to your 
business. This can be done via sites like www.twibes.com and could help 
you find new clients, new partners and get referrals. 

2. Monitor Your Brand and Reputation through Twitter Search: You 
can see what people are saying about your brand. This feature helps you 
revise your strategies and ultimately grow your business. 

3. Conduct Market Research: By following experts, companies, 
competitors and leaders in your industry, you will be able to conduct 
informal market research. This will help you build expertise in your 
industry and consequently build your credibility. 

4. Promote and Broadcast Content: Informing your audience about 
upcoming events, promotions, new products, important news, etc. is very 
valuable. You can also have your Tweets reposted on other social media 
websites, such as Facebook and LinkedIn. Consistently sharing valuable 
information helps your law firm gain exposure and increase brand 
awareness. 

5. Provide Customer Service: By sharing tips, helping others with 
problems or questions and linking to helpful articles posted elsewhere, you 
are able to provide customer service through Twitter. Active 
communication on Twitter  cannot  only  help you get new clients, but also 
build strong relationships with current clients. 

 
9  See the Reference section at the end of the book for further information and sources 

http://www.twibes.com/
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Following these five simple steps can go a long way in marketing and 
developing your law firm. 
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CHAPTER 12 
KEY 6 

RICH MEDIA 
 

“To swear off making mistakes is very easy. All you have to do is 
swear off having ideas.” 

– Leo Burnett, Founder, Leo Burnett Worldwide 
 

ich media is eye catching and is useful for attracting new clients 
and sustain current one. Rich media is stimulating to the senses 
and sticks in the minds of potential and current 

clients. People tend to take you and your law firm more seriously if the 
quality of your website images and media are great. This is also an area in 
which you can get creative – strive to put forward a product that viewers 
will want to share with others. The more captivating your media, the more 
views you will get and the more likely  it will be remembered. Stephen 
Mitroff (2015) explains in Perception and Human Processing, “Visual search 
is the process of finding specific target items within an environment using 
particular visual feature or prior knowledge.” He goes on to explain, “Visual 
searches take place in everyday, innocuous contexts such as finding your car 
in a parking lot, and in critical contexts, such as finding enemy combatants 
in    an urban battlefield.” Rich media adds to your brand recognition. 
Wherever you look and in whatever form, if you add rich media you engage, 
motivate, and convert better. Add a video to your homepage, images to 
Facebook, 6-second videos to Twitter, etc. It can be found in blogging, 
websites, or microblogging, social networks, or even review sites. 

Rich media refers to the utilization of various technologies to enhance a 
recipient’s experience. The term rich media is not easy to define.  

R 
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All rich media technologies generally exhibit at least some of the following 
characteristics: 

• Allows for advanced animations 

• Support audio/radio in advertisements 

• Make it possible for instant user interactions 

The defining characteristic of rich media is that the media element exhibits 
dynamic motion. This motion can occur over time or in response to an 
interaction with the user. 

Examples of Rich Media 

YouTube, iTunes, SoundCloud, Podcasts, Spotify, Flickr, Snapchat, 
Instagram, Vine, Vimeo, Pinterest 

Benefits of Using Rich Media 

Rich media can be a very powerful  online  advertising  tool.  The following 
are reasons why using rich media can be a successful marketing tool: 

• Appeals to the senses – The eye is drawn to visual sources, like an 
image or video. 

• Attracts new clients – If the quality of your website or media is 
great, people will assume the quality of your business is also great. 

• Entertains your audience – Get creative with images and videos 
to satisfy your clients. Strive to put forward a product viewers will 
want to share. 

• High interaction rate - Rich media has functions like video and 
movement. Clients may be able to engage with the rich media. 
This interaction may improve brand awareness and message 
association. 



LAW FIRM BUSINESS GROWTH STRATEGIES 

~ 89 ~ 

Key Learning - Focus on developing a well-constructed website with high 
quality images and interesting video content. People are drawn to this and 
it will also give you a more professional appearance. Videos also improve 
your Search Engine Optimization (SEO), because the more videos and 
slideshows you have, the higher they will appear when people search for 
you, your firm, or related terms. 

Rich Media Pitfalls - Be smart when you’re posting videos and images. As 
mentioned before, Getty Images and other commercial providers of content 
will chase down companies who use or share their content without paying 
licensing fees. Make sure to use royalty free content or buy content prior to 
use. This includes on Social Media, Website pages and in PowerPoints. 

If you don’t want to produce videos, simply create a YouTube channel and 
start liking other people’s videos that are related to your firm or your area 
of expertise. Once you’ve liked a bunch of videos, people will associate you 
with the videos that you liked and your channel is not blank. 

Puppy Dogs, Ice Cream and Money 

When it comes to images, my philosophy is puppy dogs, ice cream and 
money. The puppy is cute and enticing. The ice cream is a tasty craving. 
The money is desire and flash. What you need to do for your firm is figure 
out what the “puppy dog” is, what the “ice cream” is, and what the “money” 
is. Then take pictures of these things, come up with a collection and rotate 
them in your postings. 

For example, let’s say that you run a real estate law firm. “Puppies” would 
be the stunning real estate properties. “Ice cream” are the beautiful rooms 
or yards. “Money” is the ‘ideal lifestyle’—happiness and paradise—that 
come with the house when buying a property. For each business there are 
puppy dogs, ice cream and money.  
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Best Practices for Creating Rich Media 

The term rich media may sound new, but it is exactly the opposite. The 
reason for labeling this sort of media as rich is because of its advanced 
technological features. No matter where we are, we encounter rich media 
every day and are able to involve and interact with these advertisements. 
Transforming your ads into rich media may seem like a difficult task, so I 
have compiled several ways that you can success- fully create your own rich 
media: 

1. Diversity: Using a variety of advanced technological features in 
rich media can add more fullness. Different features added into 
your rich media can add more fun, engagement and interaction 
with your viewers. 

2. Relevance: It is important to employ features to your rich media 
that bring out the best in your product. 

3. Consistency: Consistency does not refer to the frequency of 
putting out rich media. It actually means the consistency of the 
rich media with your brand image. 

4. Creativity: Bring something new to the table. Make your rich 
media as eye catching and unique as possible to leave a strong 
impression. 

If you find it difficult to remember these tips, simply remind yourself of my 
puppy dogs, ice cream and money philosophy and you will be on the right 
track. 

Creating a High-Quality Video 

If you are looking to build rapport with new and existing customers, begin 
thinking about creating a video for your website.  If you are not sure how 
to go about it, below are 4 tips and tricks for planning and making a video: 
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1. Know What Your Goal Is: Be clear on what the take away message 
will be from your video. Do you want to showcase a client 
testimonial? Do you want to educate people about your practice 
areas? Each of these goals requires a separate technique in order to 
be effective. For example, educating your audience will require you 
to rehearse your content, hone in on the key message quickly and 
restate it at least once. A client testimonial video is a great idea as 
well, however will take some planning to get the client onsite, video 
team, video editing and more.  

2. Short and Sweet: Videos are best when short and deliver only one 
or two take away messages. Keeping your videos to 2 minutes or 
less will ensure that the viewer listens to your message and will keep 
their attention until the end. 

3. Quality Sound: It is important for your video’s sound to be clear 
without background noise. With advances in technology most 
laptops are equipped with high quality sound recording tools. 
Make sure any recordings are done in a quiet area, but be careful 
not to use an empty room. Furnished rooms, particularly rooms 
with carpet, will help absorb background noise to provide clear 
sound for your video. 

4. Crisp Visuals: If you cannot afford to outsource your video 
production to a professional company, all hope is not lost. There 
are several free options you can use such as Windows Movie Maker 
and iMovie for PCs and Macs. Whether you outsource this or do 
it yourself, pay close attention to the visuals used. If the video is of 
a speaker, make sure that the background is not distracting and the 
speaker is easy to follow. Movement in the video should be smooth 
and controlled and the video should be recorded in a well-lit area. 
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Using Videos for Search Engine Optimization 
and Conversion Rate Optimization 

Making a high quality video can improve your brand’s reputation, build a 
connection and develop familiarity with you and your clients. Creating a 
high quality video can also improve your Search Engine Optimization 
(SEO) and Conversion Rate Optimization (CRO). 

Rich media, especially videos on your website, are huge for Search Engine 
Optimization (SEO) and Conversion Rate Optimization (CRO). The 
reason why videos are very powerful for Search Engine Optimization is 
because the text of the video is transcribed by Google, so if you say certain 
words or phrases in the video, your video and therefore, your website, ends 
up ranking higher in searches. 

Additionally, part of how Google and other search engines rank sites is by 
the amount of time people spend on the sites they go to. The longer people 
stay on your site, the higher ranking you will receive. When people watch 
videos that you post on your website, they stay longer on your website. This 
increases the power of your website. 

Conversion Rate Optimization is how many people come to your website 
and take some sort of action (convert). Videos make it much easier for 
people to understand who you are and what you do. This understanding 
will cause more people to engage with you and your business and take action 
(unless the product is awful). 

Rich Media Checklist 

❑ In a basic Google search of the firm, are there any video results? 

❑ Any image results? 

❑ Does the business website contain any videos? 
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❑ Any images that appear in a slideshow? 

❑ Does the firm have a YouTube channel? 

❑ Does the firm have a Flickr or Instagram account? 

❑ If the accounts exist are there sufficient links from the website? 

❑ Are those accounts customized to match the firm look? 

❑ Are there any iTunes results for the firm? Firm podcast? 

What’s Your Score? 

Rate your firm based upon the answers to the previous questions. 

How Many  

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Rich Media Score =   ______ 

Suggestions, Tips & Tools 

Understanding how to use rich media in your business is important for 
growth. Below are ways that you can use current rich media platforms to 
enhance your firm. 
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YouTube for Business 

With over a billion users, YouTube is a platform that every business owner 
needs to consider as part of their marketing strategy. Every day people watch 
hundreds of millions of hours on YouTube that generates billions of 
views.10 After all, most potential customers would much rather watch an 
informative video of your company’s products and services than read a 
lengthy sales letter. 

Not only is YouTube a great promotional tool, but you can also use the 
video host to create trust, authority and recognition by creating a channel 
for your law firm. Here are a few ways to do so: 

1. Showcase Your Products/Services: Many successful businesses use 
video marketing as their primary strategy to introduce customers to their 
products and services. From explainer videos, to webinars, to video 
presentations and more, there are many different ways to showcase what 
your law firm offers to your target market. 

A great example of a company that uses YouTube to market their products 
is GoPro, one of the most popular camera choices in the world today. The 
company has used the channel to upload content ranging from 
informational videos on new products to compilations of footage from 
customers using their cameras. 

2. Demonstrate Your Expertise: YouTube is the second largest search 
engine on the Internet today, behind its parent company, Google. Every 
day, users search for answers to their questions and problems. This presents 
a great opportunity to build authority for your law firm, and reach your 
target audience by offering expertise in the form of short videos with advice 
and tips. 

 
10  See the Reference section at the end of the book for further information and sources 
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For example, an immigration law firm could create short videos with tips 
on, “How to Apply for a Citizenship” or “5 Tips on How to Get a Green 
card”. By creating short videos (three to five minutes) with helpful tips, you 
are demonstrating knowledge on your industry, helping people and are 
building more brand awareness for your firm. 

3. Give a Behind the Scenes Look: Why not give your current and 
potential clients a behind-the-scenes look at how your law firm runs its 
operations? Not only is this an effective way to build trust with those 
interested in the business, but it is also a great way to show how hard your 
company works for its clients. You could feature an interview with different 
partners, introduce your staff, or even vlog (video blog) a day at work. 

4. Client Testimonials: Another way to build trust and awareness for a 
law firm is by uploading videos of client testimonials to YouTube. 
Showcasing positive recommendations and reviews from past clients is a 
proven factor for success. Testimonials make purchase decisions easier and 
help ensure people that they are being served by a company with a positive 
track record. 

5. Creating Video Tutorials to Help Clients: Watching a video tutorial 
with instructions on how to get legal advice or how to understand legal 
terms is much more helpful than trying to read a lengthy article. Can your 
law firm make things easier with video tutorials? If so, YouTube is a great 
platform to provide customers with instructions as they can always forward, 
pause or reverse your video tutorials to follow instructions at their own pace. 

Another fantastic benefit of uploading video tutorials is that you can offer 
support and assistance in the YouTube comments. If users have any 
questions or difficulties, then they can leave a comment under the video on 
YouTube. Make sure to have notifications enabled, so you can respond with 
assistance and support. 

In addition to these five ways to use YouTube for your law firm, there are 



DAVID MITROFF, Ph.D. 

~ 96 ~ 

many helpful ways to use the popular platform as an essential part of your 
marketing plan. Depending on your law of practice, hosting live streams, 
creating Q&A videos, providing conference/event recaps, featuring expert 
interviews, making company announcements and much more are very 
useful techniques in integrating YouTube into your marketing plan. 

Not only does YouTube allow a business to gain more exposure through 
video marketing, but the platform also helps connect businesses with 
current and potential customers through video comments. There is no 
better time to utilize YouTube as a marketing tool to build more authority, 
trust and market reach, than right now. 

Podcasts for Business 

Combine the words “broadcast” and “iPod” to enter into the world of 
Podcasts. Podcasts are a very popular form of media in today’s marketplace. 
Podcasts are radio-style talk shows that are not live. It is like having the 
Internet and the Radio on demand. These are pre-recorded by individuals 
and businesses so that they are available to be purchased and downloaded 
by listeners at their own disposal. Podcasts have exploded in attractiveness 
because they take very little time to make, are very low cost, can reach a 
widespread audience and can be listened to at your own convenience. All 
you really need to create a good podcast is a computer, a mic and the 
Internet. Although you do not need much to create a podcast, there are 
ways that you can amplify your content so that your listeners stay intrigued. 
Here are some best practices to follow when entering into the dynamic 
world of recording podcasts: 

• Plan: Nothing is worse than being unprepared. Go into a podcast 
session with an idea and strategy of what you are going to talk 
about. If you do not, it will waste valuable time and require a lot 
of editing. 
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• Edit: Get inexpensive or free editing software because you will 
make mistakes. It is human nature. Make sure everything you 
record is actually worth listening to and you are not rambling on 
or off track. Also, be mindful of the noise levels. Try to keep the 
sound level as consistent as possible. Get rid of any excess noise 
because it makes it easier for your audience to listen. 

• Have Guests: As interesting as you probably are, it is nice   to 
have a different perspective on the topics or themes you discuss. 
Bring in fascinating guests to interview that have exciting 
experiences to talk about. 

• Unique Content: Be sure that the topics you are talking about are 
actually of interest to your audience. Otherwise, you will be left 
without listeners. Keep your audience engaged by having 
interesting topics, well-known guests speak on your podcast, etc. 
Think outside the box and be original. 

• Pick a Name: Think of something that your audience will 
remember. After all, this is what you will be known by and is what 
will show up in Google searches. 

• Be Relaxed: Nothing is worse than being able to notice when a 
person speaking is nervous. It makes everyone else feel 
uncomfortable. Relax and enjoy yourself. Just remember this: if 
you make a mistake, you can always edit it. 

Through podcasts your business will be able to tell a story. The purpose of 
podcasts is to educate,  entertain,  inspire,  encourage  and stimulate 
emotions in your listeners. However, the single most important function of 
podcasts is the ability to connect the creators with listeners. People are able 
to develop a bond through podcasts. 
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Instagram for Business 

Upload, Edit, Share – It is as simple as that. Instagram offers a unique, 
inexpensive and easy way to market a business and create a community with 
customers. If you are launching a law firm, Instagram is a great way for you 
to create rapid buzz and growth for your company on a medium with nearly 
one billion monthly active users on Instagram (as of February 2020).11 

Instagram is a social networking site entirely based on photos and videos. 
You can follow other people, comment on photos and discover new users 
and businesses through hashtags – a simple and effective way of marking 
your posts by its subject material. 

Here are 7 tips to maximize your Instagram account: 

1. Keep It Simple: When creating an Instagram account, try to use a 
simple username so clients can find you easily. Introduce your law firm 
services briefly in the bio section and add a profile picture that most users 
will be able to easily recognize as your company. 

2. Appealing Content: One of the appeals of Instagram to many of its 
users is its clean and simple design. This allows for more focus on the 
content of each post. Creating beautiful and captivating pictures is key to 
making your business’s image more attractive. With Instagram’s 
preprogrammed filters and editing tools, you can add a professional touch 
to enhance your images taken right off your phone. However, be careful 
not to make your images appear overly edited. 

3. Personalization: Add a personal aspect to your photos by sharing 
behind the scenes experiences or images of a lifestyle made possible through 
the assistance of your law firm.  

  

 
11  See the Reference section at the end of the book for further information and sources 
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4. For example, GoPro gives a taste of what stunning experiences can be 
captured with their extreme action and all-purpose durable camera. 

5. Connect to Other Social Media Accounts: Once you have covered the 
content you wish to produce, it is time to cultivate a following and build a 
community. To increase your follower count, start  by connecting your 
Instagram account to any other social media you use, including Facebook 
and Twitter. You can also embed a link to your profile on your company’s 
website. Make sure to start following those who follow you and other users 
to help expand your network. 

6. Interact with Users: Commenting and liking posts boosts your user-
friendly nature and online presence. You can reply to a comment or directly 
mention a specific user by using the @ sign before their username (ex. 
@Netflix). Becoming familiar with your customers opens the door to 
constructive feedback. Asking your followers to share their opinion on a 
product or experience with a service can improve the quality of your 
business by adjusting to your customers’ needs and wants. 

7. Use #Hashtags: Hashtags are an easy and effective way to label and 
market each photo with associated phrases  or  adjectives. For example, if 
you are a domestic violence attorney in San Francisco, you could add 
hashtags such as #Lawyer, #SFAttorney, #DomesticViolenceAttorney, 
#FamilyLaw, etc.. If a user searches for any of those keywords in the 
Discover portion of Instagram, your post would automatically appear. 
However, try to keep your number of hashtags small and effective. 

8. Capitalize on Trends: Using trending or popular hashtags are great 
integrative marketing strategies to widen your online market. Posting a 
photo to accompany #MothersDay, #SpringBreak, or #BlackFriday will 
market your service or product to clients looking for common legal advice 
or help. 

  



DAVID MITROFF, Ph.D. 

~ 100 ~ 

Now that you understand the basics of the Instagram interface, you can 
start to use some of these efficient and integrative marketing services to 
promote and expand your business by: 

• Displaying New Services or Products: Instagram is a quick and 
useful way to inform your clients of  new  offers  from your law 
firm. Whether your firm is introducing  a new book from one of 
your attorneys or a webinar coming out next month, your 
followers will be the first to know.  

• Offering Exclusive Deals: Maintain your audience by giving your 
followers a special incentive through exciting specials. This 
marketing strategy will help bring in more client interest and 
revenue. One way to do this is simply by advertising special offers 
coming up in the near future, like a discount code for one of your 
law books. Provide instructions on how your followers can get the 
discount on your Instagram. 

• Promoting Through Others: Create a business specific hashtag 
that will allow your clients to use it whenever they post a photo 
of or use your product or service. For example, if your law book 
comes out, you can ask your clients to post it on Instagram with 
your business-specific hashtag. Then, their followers will know 
where they got the book from. 

Hopefully this will help you get started using Instagram as a strategic and 
innovative marketing technique. The possibilities are endless so be creative 
and have fun. 
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Pinterest for Business 

Pinterest is an interactive, pinboard formatted website that allows users to 
showcase collections of different things they are interested in. Whether it is 
food, clothing, or different locations, Pinterest is a free service for users to 
visually bookmark these images (“pins”) into different collections of images 
(“pin boards”). 

Evan Sharp, one of the co-founders of Pinterest, describes the pinning 
process as something that increases the chances of a user running into the 
same image, or other media, multiple times. Once a user pins something 
onto a board, the name of that board becomes the string that describes that 
pin. Another user may pin the same thing onto their own board, which 
could be named something else—such as ‘streetwear attire,’ ‘birthday gifts’ 
or ‘wedding designs.’ Sharp says that this creates “thousands of human-
generated strings” that describe each image and creates a way for people to 
help solve each other’s search problems. 

Growing in popularity with other social media platforms, such as Facebook, 
Twitter and Instagram, Pinterest has also become another marketing tool 
for law firms. Depending on your law of practice, Pinterest offers a new way 
for businesses to communicate and connect with customers. It allows 
potential customers to handpick different items and brands they like and to 
follow different pin boards that may relate to a certain business’ product or 
brand. 

Pinterest is basically a digital scrapbook where you can “pin” (post) and 
“like” the images you are interested in and users can follow each other. We 
outline below how firms can use Pinterest as a social media platform to 
promote and share their products. Pinterest is another social media platform 
for law firms to increase their brand awareness and opportunities. Firms 
have several techniques available to them in creating search optimization for 
Pinterest users to find their products easily. Here are some best practices: 
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1. Include Keywords: Within the description of pinned images,   be sure 
to provide keywords such as ‘how to’ for products that include tutorials for 
their use. 

2. Use Interesting and High Quality Photos: Higher quality and creative 
product photos are the key to getting pinners’ attention. You don’t see a 
pixelated and blurry photo that is repined by pinners. Before you pin your 
product photo, make it fun and interesting to grab attention. Another 
technique is posting longer images that are appealing to the eye when 
viewed from a mobile device, as well as from a computer screen. The goal 
is to make your pins look visually appealing. 

3. Share a Story Instead of Promoting Your Services: Add an interesting 
story or description to your law firm to make pinners re-pin it. Do not make 
pinners think you just want to sell your firm to them. 

4. Study Your Target Audience: You can use Pinterest as a market 
research tool to find out what are the products, colors or styles that get the 
most repins. You can also can study demography, who and what are the 
ages most likely to repin and like your product. 

5. Review Other Businesses Pin Boards: You can use it to see how your 
competitors do on Pinterest. You can see what they are doing well, areas 
where they can improve and use that in your methods. 

6. Create a Contest: Everyone likes a free gift. You can leverage Pinterest 
as a platform to execute advertising by creating a contest. It will tempt a 
pinner to repin therefore increasing your brand presence. 
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CHAPTER 13 
KEY 7 

MOBILE MARKETING 
 

“It is not the strongest species that survive, nor the most intelligent, 
but the most responsive to change.” 

– Charles Darwin, Naturalist 
 

ears ago I said, “Mobile is the future.” Today that future has arrived. 
We see it around us, younger generation to older generation, 
everyone is on their phones. What was an interesting development 

in 2008 has become in many ways, the Internet for many people. It is not 
just marketing to mobile, but marketing WITH your mobile device. 

Mobile devices are unlocking opportunities for marketers on a new scale. It 
has the potential to be a tremendous enabler. Have your company focus on 
getting the basics of a mobile marketing strategy right. These include: 

• Ensure your website is mobile-friendly 

• Start communicating with clients through SMS marketing 
campaigns 

• Build on your search engine marketing campaign for mobile 

• Invest in mobile advertising 

In today’s society, people are always on their smartphones. Mobile 
marketing and mobile apps are not just for big brands or companies. More 
and more small and midsize businesses are following the mobile trend and 
understanding that an effective mobile strategy involves more than just a 
mobile-friendly website. 

Y 
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Examples of Mobile Marketing 

Foursquare, Yelp, iPhone, SMS, Text 

Benefits of Using Mobile Marketing 

Interact in real-time with your clients as they search and  find, read reviews 
at the point of contact and proceed to purchase. The average person spends 
90 minutes a day on their phone, which amounts to 23 days a year and 3.9 
years of an average person’s life spent staring at their phone screen. 80% of 
mobile device time is spent on apps.12 If those statistics are not enough to 
convince you of the importance of developing a mobile marketing strategy, 
the following are benefits you can incur from doing so: 

• Maintain contact and visibility – People look at their mobile 
screens more than ever, which makes it an easy avenue to connect. 

• Mobile is arguably the closest you can get to a consumer - There 
is no other device that is as personal. Mobile devices are with you 
all the time and everyone has one. 

 

Key Learning - Focus on making your law firm as accessible   as possible 
for people to find by making your website mobile friendly with at least a 
responsive design and having your own company dedicated mobile 
application at the higher level.  

 
12  See the Reference section at the end of the book for further information and sources 
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Mobile Marketing Pitfalls – Most firms do not like having clients texting their 
attorneys or using mobile chat features because of the lack of control and most 
importantly lack of security. WeChat or WhatsApp are great platforms to 
quickly interact with oversea clients, however there are not secure. Depending 
on your firm size and make up and types of clients you work with develop a 
policy for how attorneys are allow to interact with clients via mobile applications 
and devices. 

Developing a Mobile App 

At the very least, a mobile ready website is critical. To be on the Internet 
today is to be mobile. Here are the top 5 reasons to consider making a 
business mobile app for your firm: 

1. Be Visible to Customers at All Times: While probably only a handful 
of applications make up the bulk of the total mobile usage, it does not 
change the fact that each user has to unlock, scroll and scan their device for 
the apps they are looking for. Being “in the way” can be an advantage to 
your company, as our mind unconsciously does record every image and text 
(or well-designed app icon) it comes across — even if it happens unnoticed. 

2. Create a Direct Marketing Channel: Apps serve many functions: they 
can provide general info, prices, booking forms, search features, user 
accounts, messengers, news feeds and much more. One of the biggest 
benefits of having a mobile app is that all    the information you would like 
to provide to your clients – including sales and promotions– is right at their 
fingertips. Through push notifications you are getting even closer to a direct 
interaction and can easily remind clients about your products and services 
whenever it makes sense to do so. 

3. Build Brand Recognition and Provide Value: A mobile app for 
business can greatly contribute to brand awareness. There are two aspects 
that will make an app a true winner: 
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a. Brand: A mobile app is like a blank billboard sign. It is very versatile 
when it comes to design, whether it’s stylish, hip, functional, shocking, or 
informative. The most important aspect is to create an app that has features 
clients will love; while simultaneously it is well branded and beautifully 
designed. 

b. Recognition: The more often clients get involved with the app, the 
sooner they will be inclined to hire your firm or purchase your products. In 
advertising this is called the “effective frequency”. 

As a rule of thumb, hearing and/or seeing the brand approximately 20 times 
is what will get the brand truly noticed. 

Digitalize the  royalty  program  you  have  in  place,  make  it possible for 
your clients to collect their rewards via your mobile app. The result will be 
more downloads and more return customers. 

4. Improve Client Engagement: Clients need a way to reach a business 
or company. Having a messaging (or help desk) feature within the app can 
really make a difference in the communication with clients. OpenTable, for 
example, built its entire business model around this principle. Instead of 
calling a restaurant for a table, one can be booked with less than five clicks 
on their platform. 

5. Cultivate Client Loyalty: Last, but not least, the most important 
reason why considering a mobile app is customer loyalty. With all the noise 
out there — roadside banners, billboards, flashing signs, newspaper ads, 
flyers, coupons, websites, website banners, Facebook ads, and email 
marketing — businesses slowly lose impact on customers because of the 
immense amount of advertising surrounding everything and everyone. It is 
time to go back to making a true and sincere connection with clients, and 
making them a loyal clients to your firm. 
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Mobile Marketing Checklist 

❑ Has the firm created an app specifically for their clients? 

❑ Does the firm show up in a search on mobile app Yelp? 

❑ Do ‘nearby’ searches within the mobile Yelp app show the firm? 

❑ Does the firm show up in a search for the product/service on Google 
Maps? 

❑ Is the business website mobile friendly (responsive design)? 

❑ Does the mobile website provide proper business/contact information 
easily? 

❑ Do these apps offer any medium in which clients can provide 
feedback? 

❑ Have a specific iPhone app? Android app? 

❑ Have a text messaging program? 

❑ Participate in a mobile customer loyalty program? 

❑ Does the firm use geo tools to target clients walking by the business? 
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What’s Your Score? 

Rate your firm based upon the answers to the previous questions. 

How Many  

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Mobile Marketing Score =_____________ 

Suggestions, Tips & Tools 

The next step for your firm, besides making sure your existing website is 
mobile-friendly and has a responsive design, is to consider creating a mobile 
application. Mobile applications allow you to have a custom mobile app for 
your business to communicate messages to your clients. Depending on how 
much emphasis you would like to 

put on your mobile strategy, there are two options for developing your 
mobile app: 

1. Hire an app development agency: There are services out there that 
allow you to simply and easily create your mobile application. These services 
will then add it to the Apple and Google online app stores for people to 
download to their phones. You can use one of the mobile app builders such 
as Como, BuildFire, or AppsBuilder to build your own mobile app without 
having to worry about coding and technicalities.  



LAW FIRM BUSINESS GROWTH STRATEGIES 

~ 109 ~ 

2. Bring your own in-house app development team on board: The next 
level up is to make a fully customizable app for your law firm. Typically 
larger organizations do this. Some of the better custom mobile applications 
are Starbucks, Domino’s Pizza, Uber and many more. 

Either way you decide to go, a mobile is going to be a standard component 
of any business in the future. The choice you make today is going set the 
foundation for the future of your law firm tomorrow. 
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CHAPTER 14 
KEY 8 

INDUSTRY SPECIFIC 
 

“Acquaintances, in sort, represent a source of social power, and the 
more acquaintances you have the more powerful you are.” 

- Malcolm Gladwell, Journalist, Author, Speaker 
 

he power of third party validation, beyond review sites is that they 
can drive awareness, fuel your reputation, and in short  give fuel to 
all your other efforts. Depending on your firms practice areas, 

there are industry specific websites, magazines and newspapers that cater to 
a variety of business categories. Papers are useful local tools to promote your 
firm and connect with similar local businesses. Networking within your 
specific industry will also keep you up to date on the latest events and 
developments. Even     if networking seems tedious, affiliating yourself with 
like-minded businesspeople and surrounding yourself with people that you 
want to aspire to is necessary. Connect in person and on social media with 
like-minded businesses. Help those who help you, it is always good to 
return the favor. 

Examples of Industry Specific Websites, 
Magazines and Newspapers 

Lawyers.com, Super Lawyer, Avvo, San Francisco, Oakland Magazine, San 
Francisco Chronicle, Business Times Journals. 

  

T 
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Benefits of Industry Specific Websites, 
Magazines and Newspapers 

Participate and actively seek opportunities to be featured in publications 
and media explicitly tailored to law industry. The benefits encompass the 
ability to: 

• Network within your industry – Stay informed on what’s the latest 
and greatest. 

• Surround yourself with what you want to become – Affiliate with like-
minded businesses. 

• Help those who help you – You never know when you’ll need a favor, 

Key Learning - Focus on growing your business identity online and to find 
industry specific websites and networking groups to promote your law firm. 
Creating content that is worth looking at and developing relationships with 
a list of writers in your area is very helpful for getting featured in media 
publications. 

Industry Specific Pitfalls – When being quoted or featured in industry 
specific sites, magazines, etc. be careful to not misrepresent your firm areas 
of knowledge. 

Importance of Being Featured in Media 

Starting and keeping a business is tougher than ever before. Businesses have 
to get the attention of their target audience and get them to check out their 
product or service, while simultaneously taking into consideration the 
competitors in the industry. Most startups want to get their business 
featured on every form of press release possible such as blogs, newspapers, 
magazines, TV, or radio. What is the importance in doing so? 
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Companies, big or small, want to promote their product or service through 
intermediaries. Why? Most people act based on their perception of facts. 
Getting featured boosts an organization’s credibility and brand recognition. 
It is a way of getting the company’s image and message to its customers, 
investors, possible business partners and the general public. Another 
advantage of this is that press highlights the business in all aspects, not just 
focusing on the product or service the company offers. Eventually, 
successful advertising through media can lead to the achievement of the 
company’s objectives. 

How Do You Get Major Press for Your 
Business? 

Every industry has their own associations, magazines, websites, newspapers 
and other publications. This is where you want to look for ways to connect. 
Here are helpful tips to get featured on different forms of press: 

1. Create content that’s really worth endorsing: Pitch a story, not just a 
product/service. The main purpose of doing the pitch is  to promote your 
law firm. Tying the business to a trending current event will make your 
pitch more relevant. Discover the value proposition of what your firm does 
and how it solves  a problem people are encountering. Collect and create 
data that has never been in the media before. This will draw attention from 
the press. 

2. Construct a targeted list of writers  and  journalists:  Identify the best 
writers in your area who will be most likely to benefit from your pitch or 
story. Make sure your story aligns with their experience and area of focus. 
This will increase the possibilities of your pitch being published or featured 
because writers are always on the hunt for good and relevant content. 

3. Let the journalists know you have read/watched their work: Most 
people reply best when they are shown attention or when they are given a 
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compliment regarding their recent article or achievement. Showing 
personal interest to your target list of writers will show that you are 
thoughtful and respectful, therefore, worth their time and effort. 

4. Give them a shout out 

When you have successfully pitched your story and are featured on your 
targeted press, return the favor by acknowledging them on your site. 
Allocate a page on your site to save these references. Do not forget to share 
stories on your social media to let the public know how they have made an 
impact on your firm. 

These tips mean nothing if you do not put in the effort to promote your 
business. Rejections from media are inevitable but you must keep trying. 
Attending professional networking events and workshops could help you 
increase the chances of connecting with a number of great writers and 
journalists. 

Listing Your Firm on Websites 

List your firm on as many sites as possible, will increase your Search Engine 
Optimization (SEO) because these sites will link back to your firm. For 
example, if you are an immigration law firm, there are over 60 sites that are 
dedicated to citizenship and other related fields. By listing your firm on sites 
that are specific to your industry, you will rank higher when it comes to a 
search of these things. If you do not know which sites to list your firm on, 
one of the easiest ways to find them is to do a search of your industry or 
product on Google or other search engines. Instead of looking at the first 
or second page, go to the ninth or tenth pages of the search. These will 
typically be the industry specific sites you are looking for. They are not as 
popular, but they are very specific to your industry. 
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Be an Award Winner! 

Another way to build your presence through industry specific marketing is 
through award sites. Every industry, area, geography and product/service 
has awards (local magazines have awards, local community service groups 
have awards, national publications have awards, etc.). What you want to do 
is nominate your firm for 

these awards. These awards will ask for information about your business 
including your website information, address, phone number, paragraph 
about you, products/services you offer and more. Not only does this create 
exposure for your brand, but again this increases Search Engine 
Optimization (SEO) which improves the chances you will be recognized in 
your industry. 

Industry Specific Checklist 

❑ Has the firm been featured in any local media? 

❑ Any national media? 

❑ Listed on local sites in your area? 

❑ Belong to any industry specific group(s) for type of business? 

❑ Did the group provide reviews/feedback about the particular business? 

❑ Does the group provide networking for the firm? 

❑ Does the group promote consumer interaction? 

❑ Are there any conventions that the business attends?  

❑ Or conferences the company is part of? 

❑ Has the firm hosted or promoted industry specific events? 
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❑ Have any articles been written about the firm on industry specific 
websites? 

❑ Has the firm been featured on a television segment? Radio? 

❑ Has the firm won any awards? (E.g. Super Lawyer, Best of…) 

❑ Any awards or industry specific affiliations listed on company website? 

What’s Your Score? 

Rate your firm based upon the answers to the previous questions. 

How Many  

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Industry Specific Score =  _____  

Suggestions, Tips & Tools 

It is important that you tailor your networking, reach and connections 
toward your specific industry and target client. 

HARO for Business 

Getting your law firm out there for the world to see and connect with can 
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be very difficult. Press and media for your firm can be heightened by 
HARO, short for Help A Reporter Out. This service allows journalists to 
get information from many sources around the world for their upcoming 
stories. It also provides opportunities for these sources to secure valuable 
media coverage from helping the reporter out with their story. Journalists 
seek expert advice, tips, tools, suggestions and more on different subjects 
from professionals in different industries. HARO works on a mutual trust 
between its sources and the journalist. HARO is a great resource to use and 
one you should absolute be using if you are concerned with getting your 
law firm brand out there, building connects with important influences, 
bloggers and journalists. 

HARO is used by many major media outlets and can lead to invaluable 
publicity for your company. These media outlets include Reuters, Fox 
News, Chicago Tribune, TIME, Mashable, Refinery29, The New York 
Times, The Globe and Mail, WSJ, ABC and many more. How do you 
register to become a source? It’s pretty simple. Follow these easy three easy 
steps: 

1. Sign Up: Register for free to join HARO through their website 
(www.helpareporter.com). You will then be connected with over 35,000+ 
journalists looking for sources from expert professionals 

2. Check for New Stories Daily: HARO sends out source requests 
Monday-Friday, three times daily. Look for requests to be a source on 
stories that are relevant to your expertise, experience or industry. 

3. Pitch Yourself: Just because you have the experience, does not mean 
the journalist will pick you as their source. Think about this: there are over 
475,000 other HARO users who may have similar experience to you. It is 
your job to sell yourself to the reporter so that they will pick you as their 
source. To be picked, include your bio explaining what makes you qualified 
to answer the question, address any specific requirements/qualifications, 
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and make sure you answer every question the journalist asked for. If the 
journalist is interested in what you said, they will reach out to you. 

HARO presents a great opportunity to get you and your law firm featured 
in national and local media outlets. However, try not to get discouraged if 
a journalist does not pick you as their source. It can take an immense 
amount of effort to be featured. You may be answering source requests 
multiple times before a journalist reaches out to you. Just remember that all 
it takes is one opportunity to get increased exposure. HARO will open your 
world and your brand to endless possibilities. 

Networking for Business 

Network. Network… And network some more. Networking within your 
industry is critical to any business that wants to grow and expand. Your law 
firm should continually be seeking any media or events in your area that 
will help grow your organization. You can find opportunities by tapping 
into your network of friends, family members and acquaintances. One great 
option to network comes from events in your area. To find networking 
events, you can check out Eventbrite, Meetup, Rotary, Chamber of 
Commerce, City Websites and other event sites for your area. 

Attorneys and law firms need to cultivate more contacts or network better 
in order to create opportunities. What if you could create 50% more 
opportunities from the contacts you already have? By leveraging the power 
of the Internet and Social Media, you can leverage and increase the value 
out of current and new contacts.  Your connections represent a source of 
social power and the more connections you have the more power you have. 
Leverage social media networks to expand your professional and personal 
brand to lead to new sales, more marketplace awareness and for career 
advancement. 
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Turn Your Networking Endeavors into Gold 

Knowing the right people can take you to places you might not otherwise 
reach. The goal is to cultivate your contacts. Whether that is reaching out 
to friends you know, family members working in the industry you are 
interested in or new individuals that you just met  at a networking event, 
start building a wide range of contacts. The more people you know, the 
easier it gets. If you do not know how to network effectively, or you are shy, 
there are some practices to follow to better connect with others. Here are 
some tips on how to better network at events you attend, as a way to 
generate new business: 

• Set Realistic Expectations: Have a goal for why you are attending. 
Pick events or workshops that align with your aspirations and interests. 
Know what it is that you are looking for beforehand and be realistic about 
the potential outcomes. 

• Listen and Learn: A lot of people forget that networking is more than 
just talking. Instead, it is all about listening. You can learn a lot about 
someone by simply listening to them. Let the other person speak more than 
you. This way you will have gotten to know them a lot better. 

• Show Sincerity and Interest: Be engaged and show the person that 
you are attentive to what they have to say. Treat people like friends. This 
builds an atmosphere of trust. People are more likely to do business with 
those that they trust. 

• Find a Common Ground: Discover things that you both have in 
common. It is easier to talk about things that you both can relate to. Look 
for mutual likes, dislikes, interests, etc. Finding a common ground is a great 
stepping stone for building a relationship. 

• Ask Thought-Provoking Questions: Everyone knows the most asked 
questions, “What’s your name?”, “Where are you from?”, “What do you 
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do?”. Yes, it is important to ask those questions, however, stand out from 
others by asking genuine and thoughtful questions. However, be mindful 
not to ask silly or inappropriate questions. 

• Be yourself: Do not pretend to be someone you are not. It is easy to 
read through people. Relax and be yourself. 

After a networking event, be sure to follow up with those people that you 
connected with. It is important to invest time to build mutually beneficial 
professional relationships. You never know, a connection you made today 
could lead to an opportunity tomorrow. 

David Mitroff, Ph.D. runs his own networking company called Professional 
Connector (www.ProfessionalConnector.com) and has hosted over 50 
events each year for the last ten years, mostly in the San Francisco Bay Area. 
If you need further help on how to network, want to find event ideas or 
want someone to organize and promote events for you do not hesitate to 
visit www.ProfessionalConnector.com. 

 

http://www.professionalconnector.com/
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CHAPTER 15 
KEY 9 

EVENT MARKETING 
 

“Make every detail perfect, and limit the number of details to 
perfect.” 

– Jack Dorsey, Co-Founder, CEO, Twitter 
 

here is no substitute for face-to-face meetings and hosting live in 
person events. Events are so effective at growing brands that I 
wrote a book called The Event Effect: How to leverage event 

marketing to grow brands (Mitroff, 2019). The book teaches you how to 
leverage events to grow brands and generate new business opportunities. 

Promoting and marketing events to bring people together can be stressful 
and overwhelming, especially considering all of the various event promotion 
sites there are. There are many places that you can choose to promote 
upcoming events you may have. On your website, it is always a good idea 
to feature your calendar as much as possible. Use the Internet to publicize 
your event and make it easier for your audience to gain information about 
it. Using the Internet is also convenient because you can make changes to 
the event, quickly notify people of 

upcoming events and interact with your audience. 

Collaborating with others is a good way to relieve some of the burden of 
creating an entire event. Increase what the event has to offer and offset some 
of the workload by inviting others to present, provide something at your 
event, or help promote the event with you. This will help expand your client 
base as well as theirs. Here are the top 9 tools to promote events: 

T 
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• LinkedIn events: Millions of members have been increasingly utilizing 
the tool of LinkedIn to source and sign up to attend local or industry 
related events. It benefits event organizers, marketers and professionals 
alike. 

• Facebook events: Create a Facebook page for your event. Include a 
brief topic description, information regarding any guest speakers, 
photos of the venue and/ or important guest attendees, event-related 
videos, and a prominent “register now” button. By doing this on 
Facebook, you will also be able to reach out more audiences, who are 
essentially potential clients. 

• Tweet-based: Post event links on Twitter informing followers about 
upcoming events. Come up with catchy hashtags (#) to create buzz as 
well as engage with your audience. 

• Instagram or Pinterest: Take photos before, during, and after your 
event and post them. You may also create an event countdown to raise 
awareness and engage potential customers. During the event, engage 
the audiences by encouraging them to take pictures and upload them 
with hashtags to Instagram or Pinterest. 

• Online registration-ticketing platform: Utilizing online platforms, like 
Eventbrite and Meetup, allows for a more accessible event, leading to 
more attendees. 

• Press release: Do not ignore traditional media. Send press releases to 
local journalists who may be interested in covering the event. 

• Team up with a Non-Profit: Your event will attract new target 
audiences while helping the community. By doing this, it  will show 
that your law firm is interested in the success and well-being of the local 
community. 
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• Create calendar invitations: Utilize your company email list when 
you’re having an event, but do not overwhelm your clients with your 
invitations. Just simply send a reminder about the events as the date 
draws close. Keep it short and simple. 

• Online promotion: This includes social media, blogs, and other social 
networking platforms that specialize on events such as Meetup, 
LinkedIn and others. 

Throwing an event creates brand awareness, client loyalty, reminds your 
audience that you exist and results in lead generation. There are two 
approaches to event promotion. The first option is where you host an event 
that you actually want people to attend. You map it out, promote it, get 
people to attend and follow up with attendees. In this approach, you have 
to put in a fair amount of work to get people to come to the event. 

The other approach gives you almost the same benefits, but without as 
much work. In this option, you do not actually have to throw an event. You 
will still list the event on all of your social media sites, website and in your 
email newsletter. You will still invite people, but you do not have to worry 
about whether anyone shows up or not. These “fake” events are called 
Question and Answer (Q & A) events. You select a time of the day where 
you are already at your office or will be at a coffee shop. Whatever time you 
decide, let people know when and where you will be to answer any questions 
they may have about what you do or how your business works. For example, 
if you are an environmental law firm, you can say, “Come by our office at 
9am to meet with one of our environmental law attorneys and have your 
questions answered.” It’s as simple as that. If someone wants to come in at 
that time to have their questions answered, while you are already at the 
office, then they can. 

  



DAVID MITROFF, Ph.D. 

~ 124 ~ 

Keep in mind that this is not a workshop. You do not provide coffee or 
bagels (unless your office already has it). In fact, you are not providing 
anything but an answer to their questions. If someone does show up and 
has questions, that is great. If no one shows up, that’s also okay. The odds 
are that no one will show up, however, six months from now someone will 
do a Google search on that particular topic. They will find your event and 
they will call you. The purpose of these “fake” events is so that you will rank 
higher on search engines, social 

networks and more importantly stay on the top of mind of people. You can 
get all of the benefits of doing an event without all the work. Even if no one 
comes in, that is okay because it still serves the same purpose. It allows you 
to engage in more ways than you previously had. 

We will now talk further about how to do a real event, however, many of 
the techniques also work for “fake” events. 

Examples of Event Marketing 

Meetup, Eventbrite, Constant Contact, FullCalendar.com 

Benefit of Events 

Events create a great platform to boost your business. Some benefits of 
having an event include: 

• Reinforcement and enhancement of brand awareness - Throwing 
an event will help you get your firm in the eye of more people. 

• Lead generation - You are able to target people and follow up with 
them after the event. 

• Creation of better relationships - Meet people who are interested 
in similar things as you and your firm. 
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• Collaboration with others and development of partnerships 

• Increase what your event has to offer and offset some of the 
burden by getting other businesses involved. 

• Letting your audience know what’s going on - Use the Internet 
to publicize and make it easy for your audience to find out what’s 
going on with your firm. It can also be a reminder to people that 
you exist. 

Key Learning - Focus on developing your pre-event strategies, day of event 
strategies and post event strategies. Each of these are critical components in 
creating a successful event. 

 
Event Marketing Pitfalls – Make sure event attendees know that your 
workshops are for informational purposes only and include disclaimers 
when promoting events such as “The information provided by these 
workshops is intended for informational purposes only and accuracy is not 
guaranteed. The workshops are not intended to offer specific marketing, 
legal or financial advice. Each business is unique, please consult with 
qualified professionals to discuss your situation.” It is critical to set 
expectations both within the firm and for potential attendees what is the 
goal of the event. 
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Getting Started: Pre-Event Strategies 

You have decided you want to do an event for your law firm, now what? I 
have hosted hundreds of events in the San Francisco Bay Area and beyond. 
Below I have created a list of actions for you to take in order to make your 
event a success. 

1. Securing a Space: Choosing the right venue can be a difficult task. 
Before you start looking, lock in the number of guests that can attend your 
event. Keep in mind factors like whether it will be day or night, inside or 
outside, age range of guests, food and accommodations, etc. How far in 
advance is best to book your venue? Typically, 90 days or more is a good 
time to lock in a venue so you can start planning the rest of the event. Tip: 
start with a smaller venue and sell out. 

Creating a Strategy: Before organizing and setting up the event, 
create a strategy that is clear and defined.  

Your strategy could include the following elements:  

Where 

• Where will you hold the event? At the college campus, 
community center, local restaurant, country club? 

• Where will you promote the event (Online, Flyers, School 
Calendar, Community Groups, Alumni Newsletter)? 

When 

• What time of the year will the event be held? 

• When will you time your announcements and invites? 

What 

• What does success look like? How will you measure it? 
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• How many people do you expect? 

• How long will the event be? 

Who 

• How big will this event be? 

• Who do you invite and how many people do you expect? 

Budget 

• How much money will the event cost? 

• What will be the cost for attending? 

• What do you have available in your budget? 

• How much will you need to spend on staffing resources? 

Theme 

• What will the theme of your event be? 

• Do you even need there be a theme? 

• Do you need live music, what kind of ambiance do you want to 
create, will there be food/drink sampling, etc.? 

Partnership & Sponsors 

• Will you partner with media, alumni, local associations, etc.? 

• Will you collaborate with another company to help sponsor/run 
the event? 

2. Setting Up the Event: The event web page is the central hub to the 
event. It is where the public can learn everything they need to know 
regarding the details of the event. Need help planning and promoting an 
upcoming event? There are two ways to set up an event online: 

• Create the Event Page Using Your Website: The first option is to use 
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your current website to create a webpage listing  your event. Using your 
current website, you can create an “upcoming events” section to list your 
events on. If you do not have a website you want to use to host the event 
page, you can always create a new one using Wix or WordPress. 

• Create the Event Using an Event Creation Website: The second 
option is to use Eventbrite or another form of event creation (if you don’t 
have a website, this is an easy way to set up your event page). Using an 
online service can help you to plan, organize and promote any size event. 
What your event page could include: 

o Description 

o Location and time 

o How to register 

o Integrate of social media 

o Make it easy to tell multiple events apart (if you have other events 
listed on your page) 

Tip #1: Do not post two of the same event at once. 

Tip #2: Once your event page is published, if any major changes are made, 
they need to be announced through email. 

These event pages can help you reach a large audience and make your job a 
little bit easier. 

3. Ticket Registration: After you have completed your event page, the 
next step is to create a ticket registration. However you set up the ticket 
registration, be sure to collect the attendees’ information. You can decide 
how much information you want to collect from your attendees. Ideally, 
you want to collect attendee data that includes name, address, phone 
number, email, company, etc. 
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In compiling the registration form, try not to ask too many questions. If the 
registration form is too complicated or time 

consuming, people won’t want to go through the process of completing the 
registration. If you decide to charge a fee for attending the event, try to 
collect it on the spot. This makes for a seamless registration process and 
minimizes the check-in process on the day of the event by cutting down on 
collecting money at the door. Make sure a confirmation email goes out to 
the registrant as soon as possible. This ensures that the registration process 
is completed and that they have a receipt of the transaction. 

If you are interested in collecting information on what is expected of the 
event, give registrants the option of completing a pre-event survey, asking 
what they want and expect from the event. This will help ensure you’re 
providing value to your attendees. 

4. Securing Event Sponsors: There are many different types of sponsors 
that can help by supporting your event. Some examples of sponsors include 
people or companies that donate paintings, trips, experiences, art for a silent 
auction, media sponsors that help promote an event, food sponsors that 
provide products/ services or assistance at the event, venue sponsors, local 
business sponsors, government sponsors and more. 

Now that you have secured a space, created a strategy, set up your event 
webpage and have all of your materials in order, you can use all of that to 
put together an event sponsorship proposal. The proposal will outline a deal 
between you and the sponsor. Typically, in exchange for food, supplies, etc. 
for the event, you can offer free promotion of their products/services, tickets 
to the event or a table at the event. 

5. Promotion: Once you’ve planned the event, the next step is to use a 
promotional mix of tools including the event page, email, social media, 
online event calendars and media sponsors to successfully get the word out 
about your event. 
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• Promote what you’ve got - An event can attract more business. 

• Collaborate with others - Get other businesses and charities 
involved. 

• Feature your calendar online - The Internet is a great way to 
publicize. 

• Drive pre-event and post-event traffic to your social media and 
websites – This will create more brand awareness and interaction. 

Get the word out about your event by using sites that both empower event 
organizers to become more efficient and effective when bringing people 
together and allow you promote and track your attendance to see how many 
people are coming to your event. Improve the turnout of your event by 
communicating with your audience ahead of time. Your audience can be 
reached in several different ways including email, event calendars, partner 
promotions using media sponsors and social media. 

Using Email to Promote an Event: Email is a good place to start for the 
initial promotion of the event. Give your audience time to plan for the 
event by initiating contact around a month in advance. 

Get Listed On Event Calendars: Listing your event on sites like 
Fullcalendar.com will boost your event’s web presence. Tools like 
FullCalendar are great for promoting an event, depending on your 
market. 

Using Media Sponsors: Another great way to promote your event is to get 
your media sponsors involved. Working with them to promote your event 
is a great way to reach a larger audience and increase the turnout. Your 
media sponsors can send emails to their audience and promote the event 
though their social media channels. Before your media sponsor promotes 
your event, provide them with a few guidelines to synchronize your 
marketing efforts with theirs in order to create a clear message. 
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Social Media for Event Promotion: Events are current and by listing 
them online you can increase your visibility by showing up today in search 
engine and social media results. There are endless ways to use social media 
to promote your events and keep in touch with the attendees. To begin, 
you will need to create a marketing plan.  

• The use of a marketing plan is to eliminate any confusion and to 
make sure that you always stay on the right track to reach the goal of 
your events. 

Providing Updated Information About the Event: Keep people updated 
with the latest news regarding your event, last minute changes, or general 
information that includes addresses, time/date, parking information and 
other helpful tips related to the event. 

Engage the Attendees of the Event: This can be done through creating 
countdowns to the event, promotions, quick links to the official website, 
allowing attendees to share photos, posting statuses with special hashtag (#) 
and other elements. You can also create competitions/raffles with prizes or 
other types of compensation. 

Make use of YouTube videos: Create an enticing video that people will 
share. You can post the teaser of your next event, any videos from past 
events, or even testimonials from people to capture the interest of those you 
wish to attend. Do not forget to make sure that the video is high- quality 
with excellent images, a clear voice and a catchy introduction. 

Share, Share and Share: Create custom social share buttons on your site to 
allow as many people as possible to share the event. Social share buttons 
consist of several sharing alter- natives, including Like and Share on 
Facebook, LinkedIn, Google+ and other social media, as well as Tweeting 
on Twitter. These methods have been proven as a great way to drive traffic 
back to your promotional page. 

Utilize Hashtags (#): Hashtags are an effective and fun way to 
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promote events. Come up with unique, catchy hashtags for attendees 
to use before or during each event. They can be used on Twitter, 
Instagram and Facebook to raise awareness. 

Follow Back/Socialize for Feedback: Promoting does not stop after the 
event has ended. Through social media you can follow up with the 
attendees, get feedback from them about what they liked best and least 
about the event and discover what people hope to see next time. In addition, 
you can use social media for pre-promotion for the next event. 

Do not miss out on all the added value that can be created by utilizing the 
wonderful world of social media. We encourage you to be social and use all 
the capabilities of technology to promote your brand as well as events. 

“Day of” Experience 

Now that you have put in all the work for the pre-event strategies, the day 
of the event has finally come. On this day,  print out   a list of your attendees 
for the check-in process as the event starts. Check people in and confirm 
their information (name, email address, phone number, etc.). Collecting 
information from the event attendees is crucial for success. You want to be 
able to contact each and every person that attended. Be prepared to collect 
walk-in’s information for those that show up and have not registered. Many 
attendees will bring their business cards to hand out at the event. You can 
collect these business cards for raffle or drawing. 

Expect that not all of those who registered will actually show for the event. 
For a free event, you can expect that 40%-60% of RSVPs will show up. For 
a paid event, 85% of RSVPs will show up. 

Key Tools: Although the preparation for the event is complete, the day of 
an event can be pretty hectic. Here are a few tips that can help to reduce 
any event malfunctions and further promote the event: 
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• Volunteers: It may be beneficial to have a few volunteers to help 
with setting up the event, greeting people and assisting you in 
making sure the event runs smoothly. 

• Thank your sponsors and attendees: Remember to take the time 
out to thank the sponsors for supporting the event. You also 
want to thank the attendees for showing up. One way you can 
do this is by providing them with a complimentary discount or 
gift bag as a token of your appreciation. Check with your 
sponsors to see if they have something that can be donated for 
the gift bags to add value for the attendees. 

• Encourage use of social media: Encourage event attendees  to 
tweet, post on Instagram, check-in on Facebook and share their 
experience online. Create a unique, catchy hashtag for social 
media users to incorporate into their postings. 

Post-Event Follow-Up Procedures 

The event is over, but your job is not. If you want to maximize the effort 
you put into the event, following up is a key aspect. 

1-2 Days Following the Event 

• Send out a follow up email to all REGISTERED attendees, not just 
people who actually attended to thank them for attending. “We had a great 
turnout and a great event, thanks to our sponsors/volunteers etc.” Be sure 
to address the guest by first name in the email (do this easily by using a 
platform such as Constant Contact or Mailchimp). 

• If pictures were taken at the event, include at least one photo from the 
event in the email or let people know the pictures are coming soon. 

• Provide an incentive to participate in a survey (ask what they liked 
about the event or what they would change about it). ‘Thank you in 
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advance for taking time to share your event experience with us’. 

• Ask people to post, tweet and comment about their experience. 

• Provide them with sample content. If you gave a presentation, offer to 
email a copy of the presentation. 

• Network and regroup on your page. This will allow for greater 
interaction and communication. 

• Emphasize a call to action. Why did you have the event? What did you 
want to get out of having the event? 

• If you have another event coming up, feel free to mention it. 
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Event Promotion Checklist 

❑ Does the business website feature a calendar of events? 

❑ Is the Event calendar interactive? 

❑ Is the calendar updated often? 

❑ Does the firm  have a Meetup group? Sponsor a Meetup Group? 

❑ Do events show up in Google searches? 

❑ Does the firm have an Eventbrite account? 

❑ Does the firm post events on Facebook? 

❑ Does the firm post events on Twitter? 

❑ Are the events posted on local event sites? Eventbrite? 

❑ FullCalendar? 

❑ Is the firm hosting “Fake” Q&A Events optimized for keywords? 

❑ Does the firm use event photos on their website? 

❑ Does the firm have a slideshow or video from event on website or 
video channel? 
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What’s Your Score? 

Rate your firm based upon the answers to the previous questions. 

How Many  

You Have 

 Score 

0 = 0 

1-3 = 30 

4-6 = 60 

7-9 = 80 

10+ = 90 

 

Your Event Marketing Score =   ______ 

Suggestions, Tips & Tools 

Events are a fun option to create more awareness surrounding your 
company, while simultaneously allowing you to build relationships with 
likeminded individuals. The following are sites that are helpful to plan and 
promote events. 

Meetup for Business 

Meetup.com is a useful site for people to promote their local business. The 
goal is to “revitalize local community and help people around the world 
self-organize.” Meetup helps people to meet offline and save time and costs 
by inviting others to attend events. To date, Meetup has over 23 million 
members and is the world’s largest network for local groups. It has around 
9 million visitors every month, in 45,000 cities across 179 countries and 
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532,953 monthly meetups on every topic.13 People use Meetup to find 
individuals with the same interests, to attend events and to promote their 
business. This is an easy and effective way for individuals to connect and 
network with one another. How do you successfully promote events on 
Meetup? Here are five helpful tips to get you started: 

Create a Meetup Account: Pick a topic related to your law firm or an 
interest your target audience has. Create a detailed description of what you 
do, the kinds of members who would be interested and who would be a 
good fit to join your group. When creating a group, choose a narrow topic 
that is something unique to distinguish yourself from other similar groups 
in your area. 

Organize regular meetups: As soon as you have created a group on Meetup, 
start organizing regular meetups such as workshops, seminars, or 
networking events sponsored by your law firm. Make sure your Meetup 
group has a number of members before organizing your first meetup. 

Connect your Facebook to Meetup: Connecting your Facebook to Meetup 
is an easier way to promote what you have been organizing on your Meetup 
group. Your friends on Facebook will see what you are up to and vice versa. 

Message your members: Once you gain a number of members, start 
messaging them about the upcoming events you are planning. Getting in 
touch with your members is a great way to keep them interested and active 
in your group. 

Don’t make it all about you and your law firm: Your guests are not 
planning on attending your event to hear all about what you do or what 
your firm offers (even if you’re the one who organized the meetup). They 
are interested in meeting individuals who share the same interest and bond 
over current issues of common interest.  

 
13  See the Reference section at the end of the book for further information and sources 
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Give them a chance to speak and share thoughts, this will show that you 
genuinely care about them. Being an organizer gives you the power of 
authority and allows you to demonstrate your capabilities as a law firm The 
purpose of organizing events is for your members to get to know you in 
person. People are more likely to do business with a person they like and 
respect. I organize networking meetups and have over 25 different targeted 
meetup groups. If you want to learn more about how to effectively promote 
events and maximize the use of Meetup, check out my Professional 
Connector events at www.professionalconnector.com. You can come to one 
of my events to meet me and other business professionals. 

Eventbrite for Business 

With Eventbrite’s professional and customizable tools, planning an event is 
made easy. Not only can you custom create your event, but you can also 
access your event webpage anywhere using their easy to use mobile 
application. Their services also give you the option to cross- promote your 
event to any of your social media accounts. When using Eventbrite, you can 
create a customized event registration page. After you have completed your 
event page, the next step is to use Eventbrite to create a ticket registration. 
Eventbrite will let you customize your event’s registration form so you can 
decide how much information you want to collect from your attendees. 

Need help spreading the word about your event? Eventbrite makes getting 
the word out easy with personalized emails or adding the events to search 
engines. Once your event is registered using Eventbrite, you are given the 
option to send out emails to registered attendees. After you have started 
promoting the event you can also track your attendance to see how many 
people are coming to your event, the ticket and registration sales and ramp 
up your professional activity as needed. 
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Not only does Eventbrite help you plan and promote your event, but it also 
helps manage event entry with their Entry Manager app to check people in 
and scan barcoded tickets through your phone.   If that isn’t for you, you 
can print out a guest list to check people in. Eventbrite reaches a huge 
audience, makes life easier and helps to gain traffic to your website. 

Eventbrite is an all in one tool with everything you need to sell tickets and 
manage registration of any kind of event. This is a great option because it 
is a free and easy online tool that helps you create, find and attend events. 
By using this online service, you can construct any size event. With 
Eventbrite anyone can be a great event organizer. 

It empowers event organizers to become more efficient and effective when 
bringing people together. People everywhere are searching Eventbrite to 
discover great events that matter to them. 
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CHAPTER 16 
SOCIAL MEDIA POLICIES 

 
“It takes many good deeds to build a reputation, and only one bad 

one to lose it” 
– by Benjamin Franklin 

 

ow that we have covered the 9 Key Areas of Social Media, let’s 
talk about the policies that a firm may want to implement to 
reduce potential problems and avoid legal pitfalls. At a minimum 

it is good idea for a firm to have some basic guidelines to follow, even better 
would be to have a Social Media Policies Handbook that provides a set of 
rules and guidelines for an organization to follow on how use social media 
in a personal or professional setting. For law firms who are working with 
clients, city government, courts, judges, etc. by setting up some basic 
straightforward rules on how your employees behave on social media 
platforms can prevent a lot of problems, especially when it comes to what 
they share or who they follow.  

In developing your social media polices, consider the following: 

1. Do they align with current State BAR code of professional conduct 
and current firm HR employee ethical/ code of conduct. 

2. Transparent—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. Practice and Industry Area Specific 

5. Enables event promotion, press releases, success stories, etc. the 
freedom to announced to the world. 

N 
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Considering how fast the internet and the trends on social media shift, 
remember to keep your handbook up-to-date and available for new and 
current employees. Prepare a plan of action when a social media crisis takes 
place, such as when a post goes viral (in positive or negative way) or if your 
firm’s social media account gets hacked. It is very important to have polices 
around what happens when employees leave the firm (update passwords as 
needed, remove biography from website, etc.). 

Social Media Policy Checklist: 

❑ Does the firm have basic guidelines related to social media policies? 
Do all the employees have a copy of this? 

❑ Does the firm have a Social Media Polices Handbook which 
contains more detailed guidelines on what to post, who to follow, 
etc.? 

❑ Are the policies aligned with State BAR code of professional 
conduct and the firm’s current HR employee ethical/conduct? 

❑ Are the policies up-to-date? 

❑ Are the firm policies practice area / industry specific? 

❑ Does the firm have a strategy for a social media crises? 

❑ Who is the decision maker related to social media policies? 
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CHAPTER 17 
REPUTATION MANAGEMENT 

 

“It takes 20 years to build a reputation and 5 minutes to ruin it. If 
you think about that, you’ll do thing differently. ” 

– by Warren Buffett 
 

eople trust online reviews as much they trust reviews from their 
friends and family. The average consumer reads about 10 reviews 
before feeling able to trust a business. So it goes without saying that 

one bad review can greatly affect a brand’s business development. As much 
as these facts can scare any business, there are ways to minimize negative 
reviews and control your law firm’s reputation online. One way of doing 
this is reputation management - a procedure of tracking and monitoring 
your brand’s reputation by assessing positive and negative reviews and 
taking action to ultimately improve your company’s name online.  To begin 
with reputation management, follow these four steps: 

1. Assess Your Online Reputation 

Evaluate where you and your law firm is at. Search Google for these basic 
information, see what shows up, and write them down. 

-Your name 

-Firm name 

-Brand 

-Product / Services / Practice Areas 

-High-Profile employees 

-Handles and usernames 

P 
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2. Identify Potential Problems 

Once you have done all these searches, look for positive and negative 
reviews of the firm on Review Sites (Lawyers.com, Yelp, etc.) and Online 
Directories (Google, Avvo, etc.). If nothing shows up, it’s about to time 
that you start doing work to get your firm out there and gather five star 
reviews from clients. If the search results indicate that they are not about 
you or your firm, or they are not relevant or positive to your business needs, 
take a note to change it then. 

If by any chance you see negative reviews, don’t take them personally and 
come up with a plan to address them. You also have the option to hire 
someone else to collect the data for you. Look for themes or common 
remarks your clients are saying about your firm. For example, if you’re a 
chef and everybody is saying that the food is salty, even if you don’t think 
it is, change the recipe a little or a lot. 

3. Build Your Reputation 

Another way of protecting your brand is by purchasing your domains and 
registering your usernames on social networking sites. Protect your law firm 
by making a company account across social platforms. Purchase all the 
domain names (PiedmontAve.com, DavidMitroff.com, etc.) you want; 
Even if you don’t use them at this time, you are protecting your brand. 
Remember you can control and adjust privacy settings across each social 
media platform depending on your goals to make the firm appear, engage 
or not engage in conversations with users. 

4. Monitor Your Reputation 

Monitoring your reputation is important because it allows you to gain 
helpful information about your firm and your clients. You’ll uncover what 
makes a client happy and what doesn’t, so you can do better as a firm and 
serve your clients the best way you can.  

Tools to monitor a law firm’s reputation: 



LAW FIRM BUSINESS GROWTH STRATEGIES 

~ 145 ~ 

• Google Alerts: Tracks and automatically emails you new Google 
search results daily when your firm is mentioned in the news, blogs, videos, 
etc. Alerts can also be set up on your industry to track trends. 

• TweetDeck: Makes it easy to search on Twitter for any mentions of a 
particular keyword or phrase. 

• Glassdoor: If you have an employee about to leave the firm and you’re 
aware that they were not happy with their experience, check in with them 
before they leave. Conduct exit interviews and ask for feedback on how you 
can get things better. This way, when they create a review on Glassdoor, 
they’ll say, “The firm asked what they could work on and I told them 
this…” This leads to more positive reviews. 

Best practices to follow when monitoring your firm online: 

• Stay connected: Follow coworkers, clients, business partners, etc. on 
networking sites. Encourage your organization to utilize social media in 
ways to promote your law firm. Encourage them to share posts from the 
company and get involved appropriately in the conversation around your 
industry. 

• Be accessible: Are you easy to find on social media? Make sure that 
your usernames are uniformed, easy to remember, and aligns with your 
brand name. Avoid including underscores or numbers in your username 
because it may come across as unauthentic or an unofficial company 
account. 

• Respond to criticism: Clients appreciate it when you respond to 
reviews. In fact, 89% of consumers read businesses’ responses to reviews. 
No matter how bad or painful it is, respond to negative reviews. When 
coming up with a response, empathize with the client and explain how your 
company will take action to do things better.  
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Reputation Management Checklist: 

❑ Does the firm have any reviews when it’s searched online? 

❑ Are the website domains purchased? 

❑ Are the social media usernames registered? 

❑ Are the usernames on-brand and uniformed? 

❑ What is the privacy settings for the firm’s social networks? 

❑ What tools does the firm use to monitor its reputation online? 

❑ Does the firm have a Glassdoor profile? 

❑ Does the firm follow coworkers, clients, business partners, etc. on 
social media? 

❑ Does the firm encourage employees to share posts from the 
company and get involved in the conversation around your 
industry? 

❑ Is the firm easy to find on social media? 

❑ Does the firm have a strategy in responding to negative reviews? 
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RESOURCES 
TECHNOLOGY TOOLS 

 

Below is a partial list of products and solutions we have used with our 
consulting clients to streamline our client’s business processes: 

Constant Contact 

Provides email, survey, etc system a variety of educational and motivational 
programs centered on business marketing, stock market investing, and real 
estate finance. Tactical Execution presents tactical to-do items people  can  
use  immediately  to  see  immediate  results. 
(https://piedmontconsulting.constantcontact.com) 

vCita 

Appointment Scheduler, Invoicing (www.bitly.com/vcita-piedmontave). 
Capture more clients and provide better service to your existing clients. 
vCita provides lead generation, online scheduling, and invoicing for small 
businesses all in one easy to use resource. 

WP Engine 

Hosted service provider, specifically tailored to WordPress websites and 
apps. (bit.ly/PACwpengine) 

FreshBooks 

Cloud-based accounting software service designed for owners of the types 
of small client-service businesses that send invoices to clients and get paid 
for their time and expertise. (http://shrsl.com/?~cdtd) 

http://www.bitly.com/vcita-
http://www.bitly.com/vcita-
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ZipRecruiter 

A online job distribution and job board service. The web-based platform 
aggregates applications from job boards and provides tools for applicants 
tacking and screening. (bit.ly/pac-ziprecruiter) 

SuperTasker 

Outsource and manage high volumes of small tasks, super fast,   to a pool 
of curated experts. SuperTasker uses intelligent algorithms  to route the 
work to the most suited available taskers with a proven track record, so the 
work starts immediately. Delivery is time-boxed so you only pay for results, 
and the price is set dynamically based on availability and demand in real 
time.  

Basecamp 

Web-based project management tool. Basecamp offers to-do lists, wiki-style 
web-based text documents, milestone management, file sharing, time 
tracking, and a messaging system. Basecamp Classic  also offers integration 
with Basecamp’s own Campfire product, and features APIs that are used by 
a host of web and mobile apps. (http://bit.ly/basecampprojects) 

Eventbrite 

Global event marketplace for live experiences that allows people  to find 
and create events in 190 countries. The  platform  allows  event organizers 
to plan, promote, and sell tickets to events. It also enables attendees to find 
and purchase tickets to these experiences. 

(http://www.eventbrite.com/r/walnutcreekevents). 

  

http://bit.ly/basecampprojects)
http://www.eventbrite.com/r/walnutcreekevents
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Bitly 

Link management platform. Bitly shortens  600  million  links  per 
month,[2] for use in social networking, SMS, and email. (bit.ly/R5aB9v) 

Wix 

Website building platform used by millions of users. (bit.ly/wix-
piedmontave) 

Weebly 

Website building platform used by millions of users. 
(http://shrsl.com/udyr) 
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RESOURCES 
GOVERNMENT AND COMMUNITY 
 

Government and Community 

Every community has different free or low cost resources to help businesses 
get started and grow. Below are several agencies that provide services 
throughout the United States. 

Small Business Administration 

The Small Business Administration is a United States government agency 
that provides support to entrepreneurs and small businesses and every 
region of the country has an office. They can provide help with securing 
business loans, creating business plans and introductions to other federal, 
state and local government resources 

Small Business Development Centers 

America’s SBDC represents America’s nationwide network of Small 
Business Development Centers (SBDCs) – the most comprehensive small 
business assistance network in the United States and its territories. Hosted 
by leading universities, colleges and state economic development agencies, 
and funded in part by the United States Congress through a partnership 
with the U.S. Small Business Administration, nearly 1,000 service centers 
are available to provide no-cost business consulting and low-cost training.  
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Small business owners and aspiring entrepreneurs can  go  to  their  local  
SBDCs for FREE face-to-face business consulting and at-cost training, on 
topics including writing business plans, accessing capital, marketing, 
regulatory compliance, technology development, international trade and 
more. 

SCORE 

For over 50 years, SCORE has served as America’s premier source of free, 
confidential business education and mentoring. SCORE has over 300 
chapters across the nation to help you succeed. Most mentors are 
experienced business owners and managers. They understand your 
challenges because they’ve faced them too. Your SCORE mentor can be 
both your coach and cheerleader to help you start or grow your business. 

 



~ 153 ~ 

REFERENCES 
 

10 Facebook Stats Every Marketer Should Know in 2020. (2020). Oberlo. 
From https://www.oberlo.com/blog/facebook-statistics 

10 Twitter Statistics Every Marketer Should Know in 2020. (2020). Oberlo. 
From https://www.oberlo.com/blog/twitter-statistics 

23 days a year spent on your phone. (2016). Mobilestatistics.com. Retrieved 
24 October 2016, from http://www.mobilestatistics.com/ mobile-
news/23-days-a-year-spent-on-your-phone.aspx 

28 Groundbreaking Yelp Statistics to Make 2020 Count. (2020). Review42. 
From https://review42.com/yelp-statistics/ 

Ames, E. (2016). Infographic: Survey Identifies Social Selling as Key Revenue 
Generator. Ama.org. Retrieved 24 October 2016, from 
https://www.ama.org/publications/MarketingNews/Pages/social-sell- ing-
2016-infographic-sales-for-life.aspx 

Bennett, S. (2012). How Much Time And Money Do Small Businesses 
Spend On Social Media? [INFOGRAPHIC]. Adweek.com. Retrieved 24 
October 2016, from http://www.adweek.com/socialtimes/ 

smb-social-media/472057 

Twitter (2016) About.twitter.com. Retrieved 24 October 2016, from 
https://about.twitter.com/company 

Ewer, T. (2014). 14 Surprising Statistics About WordPress Usage - 
ManageWP. ManageWP. Retrieved 24 October 2016, from https:// 
managewp.com/14-surprising-statistics-about-wordpress-usage 

Yelp. (2016). Yelp. Retrieved 24 October 2016, from https:// 
www.yelp.com/factsheet 

https://www.oberlo.com/blog/facebook-statistics
https://www.oberlo.com/blog/twitter-statistics
http://www.mobilestatistics.com/
https://review42.com/yelp-statistics/
http://www.ama.org/publications/MarketingNews/Pages/social-sell-
http://www.ama.org/publications/MarketingNews/Pages/social-sell-
http://www.ama.org/publications/MarketingNews/Pages/social-sell-
http://www.adweek.com/socialtimes/
http://www.yelp.com/factsheet


DAVID MITROFF, Ph.D. 

~ 154 ~ 

Grimes, M. (2012). Nielsen: Global Consumers’ Trust in ‘Earned’ 
Advertising Grows in Importance | Nielsen. Nielsen.com. Retrieved 

24 October 2016, from http://www.nielsen.com/us/en/ 

press-room/2012/nielsen-global-consumers-trust-in-earned-advertis- ing-
grows.html 

Hitz, L. (2014). Influencer Marketing: Stats and Quotes You Need to Know. 
Simply Measured. Retrieved 24 October 2016, from 
http://simplymeasured.com/blog/ 

influencer-marketing/#sm.000014585ugufcco7wioxrbp9ga2r 

Instagram: active users (2016)|  Statista. (2016). Statista. Retrieved  24 
October 2016, from https://www.statista.com/statistics/253577/ number-
of-monthly-active-instagram-users/ 

Instagram Statistics That Matter for Marketers in 2020. (2020). 
NapoleonCat. From https://napoleoncat.com/blog/instagram-statistics 

Kessler, G. (2014). Do nine out of 10 new businesses fail, as Rand Paul 
claims?. Washington Post. Retrieved 24 October 2016, from https:// 
www.washingtonpost.com/news/fact-checker/wp/2014/01/27/ 

do-9-out-of-10-new-businesses-fail-as-rand-paul-claims/ 

Kingwill, I. (2015). What is the Cost of Customer Acquisition vs Customer 
Retention?. LinkedIn. Retrieved 24 October 2016, from 
https://www.linkedin.com/pulse/ what-cost-customer-acquisition-vs-
retention-ian-kingwill 

Marketing Statistics, Trends & Data - The Ultimate List of Marketing Stats. 
(2016). Hubspot.com. Retrieved 24 October 2016, from http:// 
www.hubspot.com/marketing-statistics 

  

http://www.nielsen.com/us/en/
http://simplymeasured.com/blog/
http://simplymeasured.com/blog/
http://www.statista.com/statistics/253577/
http://www.statista.com/statistics/253577/
https://napoleoncat.com/blog/instagram-statistics/
http://www.washingtonpost.com/news/fact-checker/wp/2014/01/27/
http://www.linkedin.com/pulse/
http://www.linkedin.com/pulse/
http://www.linkedin.com/pulse/
http://www.hubspot.com/marketing-statistics


LAW FIRM BUSINESS GROWTH STRATEGIES 

~ 155 ~ 

Marrs, M. (2016). What is Mobile Marketing and Why Does it Matter? (So 
So Much!). Wordstream.com. Retrieved 24 October 2016, from 
http://www.wordstream.com/blog/ws/2013/08/19/ what-is-mobile-
marketing 

Mitroff, I. I., Shrivastava, P., & Udwadia, F. E. (1987). Effective crisis 
management. Emmitsburg, MD: National Emergency Training Center. 

Mitroff, S. R., Cain, M. S., & Clark, K. (2015). Perception and Human 
Information Processing in Visual Search. Cambridge University Press. 

Mitroff, David. (2019) The Event Effect: How to leverage event marketing to 
grow brands. 

Mitroff, D. D., & Mitroff, I. I. (2012). Fables and the Art of Leadership: 
Applying the Wisdom of Mister Rogers to the Workplace. Palgrave 
Macmillan. 

Pick, T. (2016). 47 Superb Social Media Marketing Stats and Facts. 
Business 2 Community. Retrieved 24 October 2016, from 
http://www.business2community.com/social-media/47-su- perb-social-
media-marketing-stats-facts-01431126#pov piIQERBhD4oHV.97 

LinkedIn. (2016). Linkedin.com. Retrieved 24 October 2016, from 
https://www.linkedin.com/static?key=pop% 
2Fpop_more_profile_completeness 

Shah, P. (2015). How To Use Meetup.com To Promote A Local Business. 
Business 2 Community. Retrieved 24 October 2016, from 
http://www.business2community.com/social-media/ how-to-use-meetup-
com-to-promote-a-local-business- 01331445#GTh9RqQbOY7vhIXi.97 

Silvers, D. M. (2017). Five mistakes of beginning design thinkers (and 
how to overcome them). Retrieved from https://www.linkedin. 
com/pulse/five-mistakes-beginning-design-thinkers-how-over- come-
mitroff-silvers/. 

http://www.wordstream.com/blog/ws/2013/08/19/
http://www.wordstream.com/blog/ws/2013/08/19/
http://www.business2community.com/social-media/47-su-
http://www.linkedin.com/static?key=pop%25
http://www.business2community.com/social-media/
http://www.business2community.com/social-media/


DAVID MITROFF, Ph.D. 

~ 156 ~ 

Social Media: The Basics for B2b. (2011). Nurture Marketing. Retrieved 24 
October 2016, from http://www.nurturemarketing. 
com/sites/default/files/SocialMedia.pdf 

Statistics - YouTube. (2016). Youtube.com. Retrieved 24 October 2016, 
from https://www.youtube.com/yt/press/statistics.html 

Statistics and facts about Social Media Marketing in the United States. 
(2016). www.statista.com. Retrieved 24 October 2016, from https:// 
www.statista.com/topics/1538/social-media-marketing/ 

Sterling, G. (2016). Nearly 80 percent of social media time now spent on 
mobile devices. Marketing Land. Retrieved 

24 October 2016, from http://marketingland.com/ facebook-usage-
accounts-1-5-minutes-spent-mobile-171561 

Stych, J. (2016). What is Drip Marketing? The Complete Guide to Drip 
Campaigns, Lifecycle Emails, and More - The Ultimate Guide to Email 
Marketing Apps. Zapier.com. 

Retrieved 1 November 2016, from https://zapier.com/learn/ ultimate-
guide-to-email-marketing-apps/drip-marketing-campaign/ 

Top 20 Facebook Statistics - Updated July 2016. (2016). Zephoria Inc.. 
Retrieved 24 October 2016, from https://zephoria.com/ top-15-valuable-
facebook-statistics/ 

Twitter: number of active users 2010-2016. (2016). Statista. Retrieved 24 
October 2016, from https://www.statista.com/statistics/282087/ number-
of-monthly-active-twitter-users/

http://www.youtube.com/yt/press/statistics.html
http://www.youtube.com/yt/press/statistics.html
http://www.statista.com/
http://www.statista.com/topics/1538/social-media-marketing/
http://marketingland.com/
http://www.statista.com/statistics/282087/




 

 

 


	Law Firm Business Growth Strategies(5).pdf
	Law Firm Business Growth Strat Format For Print Layout 4 - correct isbn no.pdf
	Acknowledgments
	ABOUT THE AUTHOR
	FOREWORD
	BY Loyd Auerbach

	INTRODUCTION
	“If I had asked people what they wanted, they would have said, “a faster horse”!”
	– Henry Ford, Founder, Ford Motor Company

	PART ONE
	STRATEGY: ASSESSING AND ESTABLISHING YOUR ONLINE PRESENCE

	CHAPTER 1
	DEFINING ONLINE PRESENCE
	“If opportunity doesn’t knock, build a door.”
	– Milton Berle, Comedian & Actor
	What is Online Presence?
	What is Social Media?
	What is Search Engine Optimization?
	What is Conversation Rate Optimization?
	What Are the Benefits of Increasing Your Online Presence?
	How Can Having a Bigger Online Presence Increase Revenue?
	Checklist:



	CHAPTER 2
	MEASURING THE VALUE OF AN ONLINE PRESENCE
	“The Internet is becoming the town square for the global village of tomorrow. Creativity is allowing yourself to make mistakes. Art is knowing which ones to keep.”
	– Scott Adams, Creator of the syndicated Dilbert
	Cartoon
	How Do We Measure the Value of Online Presence?
	Online Objectives May Include:
	Value of Conversations
	Checklist:


	CHAPTER 3
	ONLINE MARKETING BUDGET
	“There is no such thing as a free lunch.”
	– Milton Friedman, Economist
	Social Media Spending2F
	“How Much Do I Spend?”
	Validating Social Media


	CHAPTER 4
	ASSESSMENT OF CURRENT FIRM MARKETING STRATEGY
	“Only the best is good enough.”
	– Ole Kirk Christiansen, Founder, LEGO Group
	Current Marketing Efforts (traditional and new media marketing)
	Branding and Customer Experience
	Competition


	CHAPTER 5
	9 KEYS TO INCREASING YOUR ONLINE PRESENCE
	“We don’t have a choice on whether we DO social media, the question is how well we DO it.”
	– Erik Qualman, Author
	How Do You Measure Social Media Presence?
	Online Presence Scoresheet


	CHAPTER 6
	WHAT’S YOUR SCORE?
	If you have a Total score of:


	PART TWO
	TACTICS
	IMPLEMENTING YOUR LAW FIRM MARKETING VISION WITH DAVID MITROFF’S 9 KEYS TO INCREASE YOUR ONLINE PRESENCE


	CHAPTER 7
	KEY 1
	WEBSITE & BLOG
	“Building a mission and building a business go hand in hand.”
	– Mark Zuckerberg, Founder, Facebook
	Examples of Website and Blog Platforms
	Benefits of a Website and Blog
	Developing a Website
	Writing a Blog
	Website and Blog Checklist
	What’s Your Score?
	Suggestions, Tips & Tools
	WordPress for Business
	Wix for Business Websites
	Monitoring and Measuring - Google Analytics


	CHAPTER 8
	KEY 2
	ONLINE DIRECTORIES
	“We cannot limit ourselves to continuing on the path we have already opened.”
	– Amancio Ortega, Founder, Zara
	Examples of Online Directories
	Benefits of an Online Directory
	Strategies for Improving Google Search Results
	Online Directory Checklist
	What’s Your Score?
	Suggestions, Tips & Tools
	Google My Business
	Google Maps for Business
	Yahoo! Local for Business


	CHAPTER 9
	KEY 3
	REVIEW SITES
	“Make a customer, not a sale.”
	– Katherine Barchetti, Founder, K. Barchetti Shops
	Examples of Review Sites
	Benefits of a Review Site
	Using Review Sites to Your Advantage
	Review Site Checklist
	What’s Your Score?
	Suggestions, Tips & Tools
	Yelp for Business
	Google Reviews & Lawyers.com for Business


	CHAPTER 10
	KEY 4
	ONLINE SOCIAL NETWORKS
	“Social media is changing the way we communicate and the way we are perceived, both positively and negatively. Every time you post a photo, or update your status, you are contributing to your own digital footprint and personal brand.”
	- Amy Jo Martin, Author, Speaker, Entrepreneur,
	Founder & CEO of Digital Royalty
	Examples of Social Networks
	Benefits of a Social Network
	Promoting Your Business on Social Networks
	What’s Your Score?
	Suggestions, Tips & Tools
	Facebook for Business
	LinkedIn for Business
	Engagement Marketing on LinkedIn
	Google For Business


	CHAPTER 11
	KEY 5
	MICROBLOGGING
	“The most dangerous thing for a branded product is low interest.”
	– Dietrich Mateschitz, Co-founder, Red Bull
	Examples of Micro-Blogging Platforms
	Benefits of Microblogging
	Best Practices for Microblogging
	Microblogging Checklist
	What’s Your Score?
	Suggestions, Tips & Tools
	Twitter for Business


	CHAPTER 12
	KEY 6
	RICH MEDIA
	“To swear off making mistakes is very easy. All you have to do is swear off having ideas.”
	– Leo Burnett, Founder, Leo Burnett Worldwide
	Examples of Rich Media
	Benefits of Using Rich Media
	Puppy Dogs, Ice Cream and Money
	Best Practices for Creating Rich Media
	Creating a High-Quality Video
	Using Videos for Search Engine Optimization and Conversion Rate Optimization
	Rich Media Checklist
	What’s Your Score?
	Suggestions, Tips & Tools
	YouTube for Business
	Podcasts for Business
	Instagram for Business
	Pinterest for Business


	CHAPTER 13
	KEY 7
	MOBILE MARKETING
	“It is not the strongest species that survive, nor the most intelligent, but the most responsive to change.”
	– Charles Darwin, Naturalist
	Examples of Mobile Marketing
	Benefits of Using Mobile Marketing
	Developing a Mobile App
	Mobile Marketing Checklist
	What’s Your Score?
	Suggestions, Tips & Tools


	CHAPTER 14
	KEY 8
	INDUSTRY SPECIFIC
	“Acquaintances, in sort, represent a source of social power, and the more acquaintances you have the more powerful you are.”
	- Malcolm Gladwell, Journalist, Author, Speaker
	Examples of Industry Specific Websites, Magazines and Newspapers
	Benefits of Industry Specific Websites, Magazines and Newspapers
	Importance of Being Featured in Media
	How Do You Get Major Press for Your Business?
	Listing Your Firm on Websites
	Be an Award Winner!
	Industry Specific Checklist
	What’s Your Score?
	Suggestions, Tips & Tools
	HARO for Business
	Networking for Business
	Turn Your Networking Endeavors into Gold


	CHAPTER 15
	KEY 9
	EVENT MARKETING
	“Make every detail perfect, and limit the number of details to perfect.”
	– Jack Dorsey, Co-Founder, CEO, Twitter
	Examples of Event Marketing
	Benefit of Events
	Getting Started: Pre-Event Strategies
	When
	What
	Who
	Budget
	Theme
	Partnership & Sponsors

	“Day of” Experience
	Post-Event Follow-Up Procedures
	1-2 Days Following the Event

	Event Promotion Checklist
	What’s Your Score?
	Suggestions, Tips & Tools
	Meetup for Business
	Eventbrite for Business


	PART THREE
	Monitoring

	CHAPTER 16
	SOCIAL MEDIA POLICIES
	“It takes many good deeds to build a reputation, and only one bad one to lose it”
	– by Benjamin Franklin
	Social Media Policy Checklist:


	CHAPTER 17
	REPUTATION MANAGEMENT
	“It takes 20 years to build a reputation and 5 minutes to ruin it. If you think about that, you’ll do thing differently. ”
	– by Warren Buffett
	Reputation Management Checklist:


	RESOURCES
	TECHNOLOGY TOOLS
	Constant Contact
	vCita
	WP Engine
	FreshBooks
	ZipRecruiter
	SuperTasker
	Basecamp
	Eventbrite
	Bitly
	Wix
	Weebly


	RESOURCES
	GOVERNMENT AND COMMUNITY
	Government and Community
	Small Business Administration
	Small Business Development Centers
	SCORE


	REFERENCES


