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Sogial :m:\_e%é opens
%@smﬁ to fresh world of
:mm\ contacts — E& clients

.Enm.:o_oe

By _Wcm_mm 4y ,rmzw,

>ﬁo§m%m not yet engaging in online so-
cial networking seem to be forfeiting a huge
opportunity to attract new clients.

Lawyers and legal specialists who have
strong online presences through such social
networking sites as:Twitter, Facebook and
LinkedIn say those holdouts need to break
free from the one-sided Web 1.0 form of 10
years ago.

“One of the biggest complaints I have
about lawyer Web sites is that they’re all
‘brochure’ sites,” said Nicole C. Wipp, a Mil-
ford, Mich.-based business, family law and
criminal defense attorney. “They don’t tell
consumers anything. They’re not interesting.
And they don’t provide enough about you
and your firm or the topic [potential clients]
are looking for to make you look like you
have expertise in anything.”

But the progression of Web 2.0 — which,
b 1.0, is more directly interactive
s, video-sharing and audio streams
—has oumam& doors that give the business of
law practice a more humanized approach.

Twitter:
Content plus conversation
Take, for example, direct contact 8 users
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“[Rlight now, there’s an amazing
opportunity for lawyers to jump [into
the social media market]. Because
even though sm market is saturated
with other professions, its not
saturated ms._ done right by lawyers
yet. So thisis the time to learn how to
do it, how to do it right, get on there
and get the dlient. In this m9=e=§
there’s no choice mzss.«

Best of all, pages and
. profiles stemming from
| LinkedIn almost always
. are in the top 10 list re-
. turned from  Google

searches, for law-practice
Selds.

. Facebook:

. Remember me?

' Then there’s Facebook
(www.facebook.com),

which trails only MySpace
in traffic for a social net-
. working site.

Last August, online mam-

Milford »wecwbmw Nicole C. qﬁvw helps
small businesses market themselves
through social media.

LinkedIn, which allows profiles to be posted
in a resumé-like way.
“I've had more success bv being an open



messages om no more than 140 characters, are
M &d to followers of a specific topic, be it
o Spupreme Court rulings or folk art.

CMV 8d to that the capability of adding links

) w& recent news items or law-journal sto-

.2-sand all of a sudden, the tweeter is given

n@%ﬂ@ just for bringing up the subject.
mﬁ@mgmu M. Milligan, director of market-

d» Los Angeles-based Barger & Wolen

wﬂ@ founder of The Legal Watercooler
c@&“omaémguno&cw blogspot.com), said us-
ﬁw Ywitter breaks down the perception of
F&@.&méﬁ&oﬁ%m&_m&%ﬁm and turns him
or r__aww into lawyer-as-person.
nﬁm&m because posts can include Fi%mwm
refléctions on current events or breaking
-newd or their contemporaneous accounts of
mmw.Wo-mm% activities.

“Idike to get that 360-degree view of peo-
ple,EMilligan said. “To know all about them,
m.oum the business to their families, what’s

, NEH@ on with them, what their social inter-
estszare. Because we are identifying comtnon
inteBests. And with lawyers, clients hire peo-
ple who they know, like and trust. And Twit-
‘ter §or me is an area where you can be
ga@ﬁ Emmm and truste very mmm;%

Bwnwm me said ﬁ&n ig:
over the years, g@ the |
oogag,ﬁm them, have uﬁ» distrust in n?m
minds of the wﬁgﬂo.
mﬁ& u%ﬁ%w.ﬁm byi

n registered users
es are registered at

More «wg 5
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ship mitiator,” Barrett said.

As an example, Barrett recalled a
Pittsburgh attorney who contacted him re-
cently through LinkedIn, asking if Barrett
could recommend a litigator in Los Angeles.
Because Barrett had set up specialty
law groups within LinkedIn, he quickly
made a match.

Forming such groups within the site, which
can bring attorneys or followers together by

area of practice, discipline or expertise, can-

add credibility, and thus, more referrals.
“By getting noncompeting lawyers from

other parts of the U.S., or around the world
in a lot of cases, to join those groups, ..

you’re the individual who people are looking
to as being the head of that group,” said
Steve Matthews, who runs Stem Legal Web
Enterprises, a Mission, British Columbia-
based consulting group for law firms. “That’s

‘an authority-establishing strategy you’re go-

ing to put in place.”

networking tratiic 1s at
Facebook, with uses lasting
an average of 20 minutes.

An iStrategylLabs report
said that Facebook users between the ages of
36 and 54 grew from 1.85 million in June
2008 to 6.98 million in January 2009.

Setting up a profile includes adding high
school and college names, graduation years
and employment history. Then names of peo-
ple an attorney may know will come up, and
that’s where Milligan, of The Legal Water-
cooler blog, said the journey gets interesting.

“Just close your door and have some fun,”
she said. “Just realize that, in the begin-
ning, you're going to start connecting with
your friends from college and law school,
past people ... you've worked with.”

The next step, she added, is to identify
where those people are now and determine
how they can help your practice.

Matthews said sometimes that could
mean thinking strategically by reaching fur-
ther back.

“One of the things ﬁmoEw don’t think
about is your &E&So@ contacts,” he said. “If
you grew up in an affluent community —
and a lot of lawyers have — it’s one of those

‘situations where you may have a childhood

friend who’s now in their forties or their
fifties who's in a very vuoBEmbn decision-
making position.”

Wipp has been on H..wamw@aw for 11/2 years,
and said through it, she gets at least one

" contact per week from someone she knew in

the past, whether from high school or col-
lege. When her profession is brought up, she

said it often has led to her being hired, or at

least referred to someone else, simply be-
cause she has an instant connection gﬁu the
acquaintance.

And, as attorneys know, w&.@.—.&a are gﬁmﬂ as

b&wvgu had gﬂﬁ s Fac e up. It led
to gvv s becoming aro yee's attorney.
A Bﬂﬂﬁ. of time, ec nics?

Yet, with all the adv in social-me-
dia marketing and or ies to become
one with the public, w ﬁ&xwam mgabm%m
hold back? \

Barrett suggested a general refusal to
look past the home hat the firm has

.E& for years, and thu 5 face the din of :

See “Tweet” on page 16
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sers.
..Ww.ﬁw a lot of lawyers are a bit skeptical
@o moS& media in general,” he said, “and

en’t had a »amouvogewmms :

é&m Fm& g&wmmsu, by and large, i

f this. So right now,

wua_.ezb;u, for lawyers
though the market
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m\. .esz So 1d like to comment on this story, please
%& at (248) 865-3107 or
sweekly.com. iy




