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Most Popular Sites 
 
 
 

 

http://www.abajournal.com/blawgs/
http://foursquare.com/
http://www.linkedin.com/
http://www.facebook.com/
http://www.gowalla.com/
http://www.twitter.com/


Some Statistics 
• Facebook –  800 million  
• Twitter – 200 million 

– 70% follow others and don’t post 

• LinkedIn – 116 million 
• Google+ – 40 million  
• Avvo – 90% of lawyers 
• Scribd – 50 million, 1.8 million searches per day 
• 1 out of 4 people read blogs 
• YouTube – 3 billion visits per day 
 



Why Use Social Media 

• It is where you people can find you 
– Referrals 
– Marketing 
– Networking 
– Education (self and others) 



Why not use Social Media 

• Ethical risks 
• Too much sharing 
• Unwise use can result in embarrassment  



A Closer Look at Various Sites 



Facebook 

 
 

• Individuals – Accounts 
• Firms/Businesses – Pages 



Facebook Accounts 



Facebook Pages 



People “Like” Your Page 

• What you post on your page appears on your 
fans’ walls. 
 



Twitter 



Twitter 

• 140 character micro blogging 
– A great way to let people get to know you as a 

person 
– Share quick bits of information 
– Set up your LinkedIn and Facebook accounts to 

automatically post to Twitter 
• Good use of time 



LinkedIn – Public Profile 



Full – Profile 



Google+ 



Google+ Profile 



Google Places – Location Marketing 



Avvo – Lawyer Rating 

• Popular site among laypeople for finding 
attorneys 

• Controversial among attorneys 
• Claim your listing IF 

– No disciplinary action  
– Robust profile 

• You can increase your score by 
– Completing your profile 
– Getting attorney endorsements 

• Avvo sells ads too   



Avvo 



Scribd – Social Document Sharing 



Blogs 



Blogs 

• The single best method of getting your name 
and knowledge out there online 

• Organic SEO (search engine optimization) 
• Provide answers to questions you know 

potential clients are asking 
• Free or inexpensive software 



YouTube 



YouTube Tags 



Twitter 
Blog 

Website 

Blog 

Link Everything 



General Tips 



Be Consistent 

 
• Brand yourself – people hire individual 

lawyers 
• Brand your firm  
• Use one picture to represent you 
• Use a logo or picture to represent your firm 



Keep Track of Your Image 

• Set up a Google alert to see when you are 
mentioned online 
 
 



Other Features 



Recommendations 
• Avvo and LinkedIn both offer a 

recommendation feature 
– Ask clients to write recommendations 
– Remember that in many states you may not have 

a famous person write a testimonial for you 
– Reveal paid testimonials 

 



Create Ads 

• Facebook 
• LinkedIn 
• Avvo 
• Google 
• YouTube 



Ads Work Through Bidding Process 

• Offer the maximum amount willing to pay 
• Results in ad appearing  

– Pay per click 
– Normally less than bid 



Target Ads 

• Varies based on site 
• Demographics (age, gender, location) 
• Keywords (car accident, divorce) 
• Job title (president, ceo, lawyer, doctor) 



Examples 



Are you online? 

• Be sure you know whether you are online 
– Automatic creation 
– Friends/Family doing a “favor” 



Create a Social Media Policy 



General Business Concerns 

 
 

• Integrate the social media policy with other 
policies  

• Train staff  
• Require written acknowledgement 



Items to Consider 

 
 

• Employees, unless it is part of their job 
description, may not post upon behalf of the 
firm. 
 
 
 



 
 

• Employees must never post about clients, 
including the name of a potential client, 
unless it is part of their job description. 
 



 
 

• Make certain that all job descriptions are up-
to-date and make clear in the job descriptions 
which people are supposed to post on social 
media sites as part of their job for the firm. 

 
 
 



 
 

• For the individual(s) responsible for posting on 
behalf of the firm develop guidance and best 
practices 



• Identify the positive uses of social media as 
well and enable attorneys (and appropriate 
staff) to use it for those purposes 
 



 
 

• Make it clear that changes to the policy must 
be made in writing by the appropriate 
person(s)  
 



Ethical Issues 



What is the Difference between a 
Cocktail Party and the Web? 



Keep In Mind 

 
• Rules that apply off-line apply on-line 

 
 

• Amount of possible trouble is expanded by 
the reach of the Internet 



Reputation 

• Our reputations are all we have 
• Obligation to “Maintain the Integrity of the 

Profession” 
– Rules 8.x 

• It is easy to say something foolish online and 
have the statement go viral 

 
 



7.1  False or Misleading 
Communications 

• Don’t be misleading in communications 
either on or offline. 



7.2 Attorney Advertising 

• Social media is a form of attorney 
advertising. 
– Copies/Records kept 2 years 
– No referral payments to non-lawyers 
– No celebrity endorsements 
– Disclose paid endorsements 
– No non-lawyer, non-client portrayals or 

reenactments 
– Fee language restrictions 
– Geographic location disclosures 

 



7.4 Specialization  

• Can mention areas of practice 
– Focus on 

• Can say what you don’t handle 
– Limited to 

• “Specialists”  
– Patent 
– Admiralty 
– Actual certifications 

 



7.5 Firm Names & Letterheads 

• Trade name may be used 
• No connection with government  
• No nickname, moniker, motto or trade name 

that implies results 
• Must disclose jurisdictional limitations of 

attorneys 
• Must be factual 



Example: Proper Use of Firm Name 

• Virginia attorney called himself & Associates 
– Had no associates 

• Listed practice groups that did not exists 
• Listed non-attorney as attorney 
• Also engaged in other malfeasance which is 

what brought his advertising to light 
• Suspended 
 

 



8.5 Multi-State Practice 

• Must comply with home states’ rules where: 
– Office is located 
– Attorneys’ admitted 
– Seeking clients 
– Advertising / Marketing 

• Must follow all states’ rules in which you are 
marketing 
•The Web doesn’t stop at state boundaries 



5.5 Unauthorized Practice of Law 

• Be careful on sites where you can answer 
questions 

• You could 
– Inadvertently form a client relationship 
– End up practicing in a state in which you are 

not licensed. 

• Take care in how you answer questions. 
• Provide a disclaimer. 



Insulting the Judge  
• In Florida: Attorney felt client was being denied right to 

a speedy trial 
• wrote on his blog about Judge Cheryl Aleman 

– “Evil witch” 
– “Seemingly mentally ill” 
– “Clearly unfit for her positions and knows not what it 

means to be a neutral arbiter” 
• Florida Bar Concluded: Attorney guilty of 

– Making false and reckless statements regarding the 
qualifications of a judge 

– Engaging in professional conduct that is prejudicial to the 
administration of Justice 



Trying to Fool the Judge 

• Judge Criss of Texas tells of a lawyer who 
– Asked for a trial delay due to death in the family 
– Was friends with lawyer on Facebook 
– Saw no sign of grief on Facebook 
– Frequent posts about drinking and partying on 

Lawyer’s Facebook account  
– Later lawyer asked for another delay 

• Denied 

– Judge also informed lawyer’s firm 

 



Going for a Double: Insulting the Judge 
and Writing about the Case 

• Illinois Assistant Public Defender wrote on her 
blog  
– People and cases described were “thinly veiled”  
– Called a judge “Judge Clueless” 
– Described a conversation in which a client 

informed her she was on drugs 
– Knew client had lied to the court 

• Lost her job of 19 years 
• Disciplinary hearings: Suspended for 60 days 



Upsetting your Firm by  
Insulting its Clients 



 
 
 
A Brief Break from Attorneys to see that Judges 

Make Mistakes Too 



Some Bad Ideas 

• Judge in North Carolina 
– Became Facebook friend of attorney appearing in a 

case before him 
– Exchanged Facebook comments with that attorney 

regarding the proceeding 
– Researched party on Google 

• Judge in Pennsylvania 
– Friended anyone who asked 
– Ended up being friends with a Defendant who 

appeared in his court 
 



Judges Should be Careful  
Who They Friend 

• Florida: Not ok for Judges to friend attorneys 
• Ohio and Oklahoma: Ok for Judges to friend 

attorneys 
• Be aware of your state’s rules 
• Many Judges unwilling to friend attorneys 

who may ever appear before them 
– Probably the wisest course of action 
 



Back to Attorneys 

• Attorney 
advertised for 
secretary…and 
more in the “Adult 
Gigs” section of 
Craigslist 

 



Craigslist 

• A potential employee responded and was told 
the following in an email exchange 
– “...You would be required to have sexual interaction 

with me and my partner, sometimes together, 
sometimes separate...You have to be comfortable 
doing this with us.” 

– “...[W]e've decided that as a part of the interview 
process you'll be required to perform sexually...I think 
it's necessary to see if you can do that, because it'll 
predict future behavior of you being able to handle it 
when you have the job.” 

 



 
 

Be Aware That Professional Versus Personal 
Conduct Doesn’t Matter on the Web 



Prosecutor on a Personal Crusade  
Against a Student 

• Wrote a blog to attack a student 
– “Welcome to ‘Chris Armstrong Watch’. This is a 

site for concerned University of Michigan alumni, 
students, and others who oppose the recent 
election of Chris Armstrong — a RADICAL 
HOMOSEXUAL ACTIVIST, RACIST, ELITIST, & LIAR — 
as the new head of student government.” 

• Claimed it was personal so irrelevant to his 
work 

• Refused to step down 
 



Prosecutor Fired 

• His attorney, said his client 
was merely expressing his 
free-speech rights 

• In explaining the firing his 
ex-employer stated “[he] 
repeatedly violated office 
policies, engaged in 
borderline stalking behavior 
and inappropriately used 
state resources” 
 
 
 



Tweeting “Jokes” 

• Indiana AG Fired over Tweet 
– “use live ammunition”  

 
 



Remember No One Can  
See or Hear You 

• No body language or vocal inflection 
• Different senses of humor 
• What is a joke to one person is an insult or a 

grievous threat to another. 



Watch for the Streisand Effect 

• Barbara Streisand sued to have an image of  
her house removed from the Internet 
– Resulted in greater publicity and a lot of insults 

• Lesson learned? 
– Suing rarely works 

 
 
 



Recent Example of  
Streisand Affect 

• Above the Law Reported about a NJ attorney who 
was thrown off a DC case for incompetence  

• He had taken on a capital case one year or so out 
of school 

• Associated local counsel 
• Story in DC paper 
• Story spread 
• People started to research him 



Found Potential Violations 
• Young attorney had advertising violations throughout 

the Web 
– Claimed experience cannot possibly have had 
– Claimed associated counsel as member of his firm 
– Might be violating office requirements in NJ (claims office 

in NYC) 
– Other issues 

• Accused of dishonesty by client’s mother in efforts to 
take on case 

• Juror commented about situation and attacked 
attorney’s competence.  

• Much discussion on the Web 



Filed Lawsuit 

• Things had settled down 
• Filed lawsuit against numerous bloggers and the 

Washington post among others 
• More bloggers have picked up the story 
• More piling on 
• Non-legal community has picked up on the story 
• Story extended and will continue as the law suit 

progresses  



• Best way to deal with such errors of 
judgment? 
– Don’t make them 
– Apologize (sincerely) 
– Lay low 



Final Thoughts 

• Don’t be afraid of social media 
– It can be a powerful marketing tool 
– It can be a powerful research tool 
– Simply be sure to remember that many people will 

see what you post 
– Obey the ethical rules 

 



Thank You 

 
 

Jennifer Ellis 
Freedman Consulting, Inc. 

jennifer@freedmanlpm.com  
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