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Agenda



 

Introduction


 

Developing & Implementing a Social Media 
Strategy



 

Pitching Social Media to Your Firm/School


 

Supercharging Your Social Media Presence


 

Wrap Up & Questions



Outreach Survey



 

111 respondents


 

Majority don't have social 
media plans



 

95% firms/schools use 
social media



 

LinkedIn, Facebook, 
Twitter & blogs

57%

39%

4%

Law Firm
Law School
Other



Outreach Survey



 

Firms: recruitment, business/client development, 
News



 

Schools: career-related articles, 
announcements, events



 

Creating original content


 

Limited tracking


 

Metrics: visitors, page views, fans, followers


 

NALPers are on LinkedIn



Developing & Implementing a 
Social Media Strategy

http://twitter.com/
http://www.linkedin.com/
https://www.blogger.com/
http://legalonramp.com/index.php




Creating a Social Media Strategy



 

Why a social media strategy? 


 

Social media is long term endeavor


 

Having a plan is an easier sell to mgmt 


 

Emphasizes importance of SM for business goals 


 

Must set goals in order to measure success


 

Prevent misunderstandings 


 

Avoid the social media time drain



Social Media Strategy Components



 

G.A.P.P. Method:


 

Goals: make them S.M.A.R.T.


 

Audience: target audience(s)


 

Procedure: procedure & policy


 

Platform: SM platform / tools



 

Integrate your social media strategy into overall 
marketing strategy and organizational goals!



GAPP: Goals



 

What are your business goals?


 

Awareness / Engagement


 

Build Client Base


 

Loyalty / Branding


 

Recruiting


 

Make goals S.M.A.R.T.


 

Specific, Measurable, Attainable, Realistic, Time-limited


 

Example: Build Twitter following to 1000+ in one year through 
content and engagement



GAPP: Audience



 

Identify your target audience


 

Segment into groups


 

clients/community at large; employees/recruits


 

students/alumni; legal community/law firms



 

Research your audience


 

Understand demographics, psychological motivations, online 
behavior


 

How do they use SM?


 

Where do they have an online presence?


 

What is their profile, preferences?



Free Info Source –
 

SM Audience Research

http://beth.typepad.com/beths_blog/2008/09/nptech-summary.html

http://beth.typepad.com/beths_blog/2008/09/nptech-summary.html


Pay Info Source –
 

SM Audience Research

http://www.forrester.com/empowered/tool_consumer.html

http://www.forrester.com/empowered/tool_consumer.html


GAPP: Policy & Procedures



 

Policy


 

Engagement: How will the organization engage its audience? 


 

Response: How will the organization respond to comments? 


 

Content:  What type of content will you post? 



 

Procedures


 

Integrate social media into overall marketing / business strategy


 

Establish dedicated resources


 

Collaborate across departments


 

Roll-out: soft launch? One platform at a time? Cross-market? 


 

ROI: Metrics for Success / Costs


 

Process for Refinement



GAPP: Platform



 

Which SM platform is best for your audience?


 

Research = where your audience is



 

Select Platform after determining:


 

Goals


 

Audience 


 

Procedure & Policy


 

Platform is clear! 



Implementing Your Strategy



 

Join the Conversation


 

posting comments on blogs and forums 


 

answering questions on LinkedIn


 

joining groups related to your industry 


 

joining Twitter chats, engage in #FF – Follow Friday



 

Develop Relationships


 

following and friending "influencers" and those in your industry


 

take relationship off line and have “face time”



Pitching Your Case

http://twitter.com/
http://www.linkedin.com/
https://www.blogger.com/
http://legalonramp.com/index.php


Overcoming Objections

http://www.slideshare.net/jkupferman/overcoming-objections-to-social-media

http://www.slideshare.net/jkupferman/overcoming-objections-to-social-media


Overcoming Objections

http://www.learnnuggets.com/docs/DrStrangelearn-OvercomingSoMeObjections.pdf

http://www.learnnuggets.com/docs/DrStrangelearn-OvercomingSoMeObjections.pdf


Pitching Your Case

http://twitter.com/
http://www.linkedin.com/
https://www.blogger.com/
http://legalonramp.com/index.php


Pitching Your Case



 

Target Audience


 

Current attorneys: engaging on multiple levels


 

Clients: seeing/hearing updates on the go


 

Students: communicating electronically


 

Stats for GenY communication methods


 

Stats for GenX & Boomer methods



 

Millennials


 

Reaching GenY


 

Differences between GenY, GenX, Boomers



Pitching Your Case



 

Where is your audience clicking?


 

Popular sites


 

Why are they on?  (What they’re looking for)



 

Where do you go?


 

Which social media platform fits best


 

How to choose



Analytics to Build Your Case



Analytics to Build Your Case

http://www.hootsuite.com/


Analytics to Build Your Case



Importance of Social Media



 

Wave of the future?  Future is now!


 

Use of social media grew 1520% between 2008 & 2010



Top 5 Objections to Social Media



 

#5 – Employees will goof off & can’t be trusted. 


 

#4 – I don’t have time for social media. 


 

#3 – We can’t control the message!


 

#2 – Social media is a fad. Don’t cave into the 
demands of the Millennials. 



 

#1 – Social media has no business purpose. 
Competition isn’t using it, why should you?



Internet Time Usage



Top 5 Objections to Social Media



 

#5 – Employees will goof off & can’t be trusted. 


 

#4 – I don’t have time for social media. 


 

#3 – We can’t control the message!


 

#2 – Social media is a fad. Don’t cave into the 
demands of the Millennials. 



 

#1 – Social media has no business purpose. 
Competition isn’t using it, why should you?



Breakdown of Facebook Users



LinkedIn Users

38%

33%

25%



LinkedIn User Demographics



Communication by Generation



Your Competition is Using SM



Why Law Firms Use SM



Where Law Schools Use SM



Importance of Social Media



 

Outreach & Marketing


 

Alumni connecting 


 

Clients connecting 


 

Firm News 



 

Professional Development


 

Sense of belonging



 

Recruiting


 

No longer website dependent (web 2.0)


 

LinkedIn, Facebook, Twitter



Refining Your Strategy

http://twitter.com/
http://www.linkedin.com/
https://www.blogger.com/
http://legalonramp.com/index.php


Best Practices –
 

Personal Branding



 

Build your personal social media strategy


 

Goal


 

Audience


 

Procedures & Policies


 

Platform



 

Start with your bio/resume/profile



Best Practices –
 

Web Profiles



 

Current & regularly updated information


 

HOT key words + links = High SEO


 

What makes you unique?  Be specific.


 

Client/industry experience


 

Leadership roles


 

Community service, pro bono


 

News, publications, articles, speaking engagements


 

Subject matter expertise


 

Awards & recognitions


 

Collaborate, coordinate & cross-sell



Best Practices –
 

Personal Branding



 

Protect & maintain your online identity


 

Reputation Defender


 

Image is everything


 

Be consistent


 

Have a personal touch


 

Be dynamic & purposeful


 

Be efficient

http://www.hootsuite.com/
http://www.tweetdeck.com/
http://www.ping.fm/


Social Media Efficiency

http://www.tweetdeck.com/


Social Media Efficiency



Best Practices –
 

Training



 

Know the tools


 

Understand & include internal social media policies & strategy


 

Understand & include privacy, security, confidentiality & 
employment law info



 

Collaborate with other departments


 

Utilize available training resources



Best Practices –
 

Training



Best Practices –
 

Training Suggestions



 

Bio Best Practices


 

Creating Your Social Media Accounts


 

Building Your Personal Social Media Strategy 


 

Identifying & Building Your Network


 

Implementing Your Social Media Strategy


 

Best Practices – Social Media Postings


 

Utilizing Social Media Efficiency Tools 



Best Practices –
 

Posting



 

Join groups & dialogue related to your purpose


 

Post timely articles & information of interest


 

Provide personal & professional updates


 

I thought of you when I saw this…


 

Thoughtful responses to inquiries


 

Valuable commentary


 

Tailor it


 

Think before you post


 

Know your intended & unintended audiences



Additional Social Media Sites

http://legalonramp.com/index.php


Wrap Up



 

Creating a strategy – G.A.P.P.


 

Building your case


 

Best practices


 

Questions?


 

Thank you!



Presenter Contact Information



 

Marina Sarmiento Feehan – msfeehan@usfca.edu


 

Lacie Marshall – lmarshall@mwe.com


 

Brianne O’Leary – boleary@perkinscoie.com


 

Kim Yagelski – yagelski@mbhb.com


 

Check the NALP website for hand outs!

mailto:msfeehan@usfca.edu
mailto:lmarshall@mwe.com
mailto:boleary@perkinscoie.com
mailto:yagelski@mbhb.com
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