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With every year, it seems that
the Internet and social media
become more ubiquitous. As
online sites and mobile ap-
plications continue to be-
come the dominant media
by which content is deliv-
ered and digested by the
public, traditional platforms –
such as print publications
and broadcast television –
cede ground. The very ways
in which we consume infor-
mation is changing at a rap-
id pace. 

One need only look at the re-
cent events in Northern Africa
and the Middle East to see
just how powerful the Internet
and social media can be at dis-
seminating a particular idea or
message to the masses. Busi-
nesses, governments, educational institu-
tions and others have worked diligently to har-
ness the benefits of these increasingly influ-
ential tools by communicating often, com-
municating openly and communicating with
purpose. What does all this mean for the le-
gal industry? Attorneys must recognize that
social media is here to stay and that, if used
properly, it has the ability to be an effective
business development tool. 

Communicate often
One of the greatest challenges that indi-

viduals who are unfamiliar with social media
tools or are overwhelmed by their complexi-
ty and breadth is the concept of communi-
cating often. Attorneys must recognize that the
purpose of social media is to create a dialogue
with your contacts about your experiences and
your expertise. The only way to showcase your
skills and become a resource is to participate
actively in the social media world on a daily
basis. From a business development stand-
point, this can be extremely lucrative. First,
you are, in a sense, always staying in front of
your clients, prospects and business commu-
nity. Being front of mind always has its ben-
efits. Second, it gives you the opportunity to
verbalize, in general terms, the types of mat-
ters that you are working on. This is extremely
powerful because your clients and prospects
might not always know the full range of your
expertise and abilities. 

Inactive participation can have negative
business development implications. As more
and more websites such as Above the Law and
avvo.com appear, lawyers often times find
themselves the target of unfair assaults. It is
important to monitor these issues diligently
because one search on Google by a prospec-
tive client might end in losing business or
damaging your reputation. Constant com-
munication and participation in online and so-

cial media activities is a key way to ensure
that content and information that you want
your clients or prospect to see trumps every-
thing else. 

Communicate openly
In a crisis, open communication is crucial

to an attorney-client relationship. No one likes
it when they feel that a trusted advisor is not
being forthright.  This can often times be dif-
ficult, because Virginia State Bar rules restrict
attorneys from divulging much, if any, infor-
mation about a particular matter. If a crisis
arises, it is important that attorneys and/or
firms formulate a comprehensive plan which
includes the dissemination of information over
social media and other web-based media
outlets. Those communications need to be
straightforward and accurately state the
firm or attorney’s position. Being direct usu-
ally shuts down any negative curiosity or con-
tinued chatter online because the facts have
been laid out. 

A recent example of how important open
communication is can be seen with the demise
of Howrey. For the past several months the le-
gal and business industry has waited to see
exactly how Howrey would recover from the
mass exodus of partners from its ranks. The
firm’s lack of open communication fueled sto-
ries in the Washington Post, the New York
Times and a variety of legal industry publi-
cations. One of the most shocking and damn-
ing points that the media pointed to was the
fact that Howrey was no longer removing part-
ners from their firm website even after they
had left. Clients of the firm were uncertain of
the fate of their law firm and decided to move
their business to competitors. The firm also
publicly stated an optimistic outlook through
these many departures. Howrey’s lack of
open communication was one of the many fac-

tors that led to the eventual vote for disso-
lution. 

Communicate with purpose
Social media and the internet provide at-

torneys with the best way of showcasing their
talents and leveraging expertise. Gone are the
days when a quote in the newspaper or a pub-
lished article is a one-hit-wonder. Generating
media exposure is still important, but now
more than ever how that coverage is leveraged
and distributed is critical. Firm websites,
newsletters, blogs, Twitter, LinkedIn, Mar-
tindale and other distribution channels pro-
vide attorneys with a variety of platforms to
take existing content and push it out to
thousands of people. A recent BTI Consulting
Group study of legal executives in Fortune
1000 companies highlighted the fact that “cre-
dentialing activities” such as quotes in a news-
paper, published articles and speaking en-
gagements, are second only to peer referrals.
With that in mind, it is important to position
expertise in the best and most effective way
possible which is through dissemination on the
internet and social media. 

Final thoughts
Social media and the internet do not

need to be a burden on attorneys if used ef-
fectively. They can be powerful business de-
velopment tools in a world that receives
much of its information online and by mo-
bile devices. As attorneys contemplate how
best to allocate their limited time, it is im-
portant to look at social media and the in-
ternet as among the most effective tools to
grow their business.

Done right, social media a powerful tool for lawyers
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