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Tonight’s Agenda

 Who is Content Pilot?
 Internet marketing in 2012
 AmLaw 100 Web Sites:  The Ten Foundational Best 

Practices Research
 How social media is influencing serious business
 Manage your online reputation
 Questions as we go



Setting the Stage

1. When you think of starting your careers in a year or two, 
what is the biggest opportunity that you see the Internet 
can bring you?

2. What is your greatest fear when you think about the 
Internet and your career?



Content Pilot’s Approach

Strategy, branding and technology experts 

We base web design decisions on the only website 
research based on objective criteria in the legal 
industry—that we create and conduct

We’ve conducted more than 300 interviews with buyers of 
legal services – we know what buyers are looking for from 
their law firms
11 years working with corporate counsel - Lexis Nexis 
Counsel to Counsel forums 
A reputation of unparalleled service and responsiveness



We Wrote the Books

 Two editions of the ABA’s “Lawyer’s Guide to Marketing 
on the Internet, 2nd and 3rd editions”

 Also, co-editor of the ABA’s “Lawyer’s Guide
to Marketing, 2nd edition”

 Two Guides to Legal Directories –
published by ELD International

 Numerous white papers, articles, 
speeches

 Law Firm 4.0 Blog



National and Global Clients



Internet Marketing for Lawyers in 2012

What lawyers have at their disposal:
ENTERPRISE
 Law firm Web site

 Directories:  Martindale, Chambers, Best Lawyers, other

 LinkedIn and Facebook groups, other

PERSONAL

 LinkedIn, Facebook, Twitter, Google Profile, other

 Blogs – your own, comments on other blogs

Martindale Connected, Martindale Community

 College/law school alumni sites



2012 Ten Foundational Best Practices

The 2012 list:

1. Communicating your message – strategy, brand and first 
impression / who are you and why should I care?

2. Graphics and design – consistency, compatibility and legibility

3. Navigation – intuitive, descriptive and one-click

4. Lawyer biographies – relevant, current, SEO and human friendly

5. Narrative content – visitor/client focused, current and compelling



2012 Ten Foundational Best Practices

The 2012 list, continued:

6. Website interactivity and outreach – dynamic, interactive and 
Web 2.0

7. Site search – relevant, multiple search tools and easy finding

8. Site optimization for online awareness – site and content 
optimized/SEO strategy

9. Firm citizenship – demonstrated commitment and that you are a good 
corporate citizen

10. Site “hygiene” – visitor page tools, spelling, nothing broken



Foundational Best Practice #4

Lawyer biographies
 First 2-3 sentences of the bio are current, compelling and relevant 

to lawyer’s practice (visitor and SEO benefit)

 Bio is SEO friendly (think how humans search for people)

 Current photos—ones that show personality and support 
messaging

 Full contact info is easy to find and links to v-card

 Includes links to social media profiles and pages

 Bios list and link to practices/industries, articles/news/events

 Bios include deals/cases info that is the most relevant to the 
practice

 Bio design provides for listing most recent deals/cases, pubs and 
presentations, with a link to >>view all



Foundational Best Practice #4



Foundational Best Practice #4



Foundational Best Practice #4

Bio is SEO friendly – Google search results  



Foundational Best Practice #4

Create a “bio portal or mini-site” using tabs



2010 AmLaw 100: Foundational Best Practice #4

Avg. score of AmLaw 100 – 65.5 – Fair



Foundational Best Practice #6

Web site interactivity and outreach

 Client extranet is offered and accessible – 40.1

 RSS feeds throughout the site – 38.7

 Alumni center - 53

 Newsletter and other info sign-up  - 55.8

 Links to firm/lawyer blogs on bio, practice and other relevant 
pages – 34.7

 Offers educational Webinars and podcasts – 50.7

 Effectively uses LinkedIn, Facebook or Twitter on careers or other 
pages – 14.3

 Effectively uses video to further key messaging – 28.5



Foundational Best Practice #6



Foundational Best Practice #6



Website Interactivity and Outreach

 Video



Website Interactivity and Outreach

 iPhone apps – 5-6 AmLaw 100 firms – not 
foundational yet



Amlaw 100 - Foundational Best Practice #6

Avg. score of AmLaw 100 – 39.5 Poor



2010 AmLaw 100: Total



2010 AmLaw 100 Top 25

Excellent – 86-100
Good – 71-85
Fair – 51-70
Poor – 26-50
Unacceptable – 0-25

OVERALL SCORE
Davis Wright Tremaine 87.8

Winston & Strawn 79.2

O’Melveny & Myers 78.2

Pillsbury Winthrop 77.7

Jones Day 77.1

Perkins Coie 74.8

Wilmer 74.6

Squire Sanders 74.5

Reed Smith 74.4

McDermott Will 74.0

Covington & Burling 73.6

Steptoe & Johnson 73.2

DLA Piper US1 72.9

OVERALL SCORE
Kaye Scholer 72.9

Nixon Peabody 72.9

Finnegan Henderson 72.7

Proskauer Rose 72.7

Duane Morris 72.5

Haynes and Boone 72.5

White & Case 72.4

Dorsey & Whitney 72.1

Morrison & Foerster 71.6

Paul Hastings 71.6

Hogan & Hartson 70.6

Chadbourne & Parke 70.6



Questions to Consider

 Credentialing is evolving nearly as fast as the technology 
we are considering today.  How will your future 
credentialing activities penetrate your desired 
audiences?
 What does it mean to be “credentialed” in today’s 

2.0-3.0 legal marketplace?
 How do you craft relevant, authentic content today 

and disseminate it so you are heard?
 Are my clients using social media?  Even if they aren’t, 

they are influenced by people who do
 How are my clients accessing information sites and 

social media?  Smart phone, iPad, home computer, 
office – all of the above?



More to Ponder

 July 2011 – Harvard Business Review – article called, 
“What’s your Social Media Strategy?”
 First paragraph of the article . . .



More to Ponder

 VC funding is back – Q1 2011 - $5.9 billion

43% of Q1 VC funding was for 
social media companies.



More to Ponder

 VC funding for social media companies – Q2 2011 -
$2.23 billion



More to Ponder

 How does social media affect M&A?
 In 2009 (last year that data are available), 1 in 10 companies 

reported that employee social media had hurt their reputations or 
operations

 Accidental leaks are the greatest liabilities in the digital age
 Directors must understand that what used to be said around the 

water cooler, is now being said on blogs, twitter and Facebook
 Social media blurs the line between passive and activist investors

 Companies must monitor all social media channels and listen to 
what’s being said – then join the conversation

 Consider social media an early warning system for investor 
relations issues

 Litigation
 Blogs, Facebook pages, twitter – early warning signs of Plaintiffs 

organizing around issues



More to Ponder

 Reputation management
 Companies have mastered online brand promotion, but they are way 

behind in how they manage reputational risk online
 When reputational issues surface online, companies must use the same 

tools that their critics are using (they seldom do)
 Because speed is critical and everything is viral, companies MUST plan 

ahead 
 Data breaches

 Mainstream media report them as a total story – but bloggers dissect 
the story blow-by-blow – so companies must get to know the bloggers 
before something occurs (their only chance of influencing how it’s 
portrayed)

 Antitrust
 Consumers are filing complaints with the DOJ, not just competitors 
 Buy positive and negative keywords relating to your case – deploy 

SEO/SEM strategy so searches deliver company content on top of all 
other search results



More to Ponder

 Consider this article from Directorship.com, “For 
Directors, Shareholder Activism is Now a Digital 
Phenomenon” dated June 14, 2011:
 Activists have used social media to compel CEOs to resign 

(Yahoo’s CEO stepped down)
 Activists are using it to influence M&A (shareholders used a tool 

called Moxy Vote to consolidate ranks, ultimately forcing Google 
to increase bid for On2 Technologies by 25%)

 Carl Icahn used Web-based resources in his unsuccessful 
attempt to overthrow the board of Lionsgate in an acquisition bid 
– resulted in expensive proxy fight organized in days not months

 Facebook, twitter, plus Seeking Alpha, StockTwits and Wikinvest
allow investors to discuss valuation and investment potential

 Such tools and campaigns don’t just organize activist 
shareholders, they create them on multiple fronts



Key Findings of Leader Networks/Lexis Nexis Study

A Leader Networks/Lexis Nexis Study reported one year 
ago:
 Networking remains critical to the legal industry, but 

resource constraints make it more difficult
 More than ¾ of nearly 1,500 counsel (in-house and law 

firm) respondents are members of an online social 
network

 Corporate counsel are seeking an easier exchange of 
information and connection

 . . . There is a general belief among corporate counsel 
that online networking will change the business and 
practice of law over the next five years.



Corporate Counsel Survey Methodology

 Survey conducted Winter 2011
 164 total respondents

 Lawyers in legal department
 1-10 – 101
 11 – 50 – 27
 51-100 – 9
 100+ - 20

 92 respondents were in companies between $100 million 
- $10 billion or more

 87 respondents had been with their companies 3-10 
years.  47 had tenure of 11 – more than 15 years

(The Corporate Counsel New Media Engagement Survey was conducted by Greentarget, 
Zeughauser Group and ALM Legal Intelligence.)



Corporate Counsel New Media Survey

Are corporate counsel frequenting legal and 
business blogs to stay informed?

YES.
(Blogs are the most frequently used tool at 
the largest companies – 54% in the week 
before the survey.)



Corporate Counsel New Media Survey

Are they using LinkedIn, Martindale 
Connected, Facebook and other sites to 
deepen their professional networks?

YES.
(Half the survey respondents use LinkedIn.)



Corporate Counsel New Media Survey

Are they using Facebook to stay connected 
with friends and family?

YES.
(68% of 30-39 year olds use Facebook for 
personal reasons and 37% for professional 
reasons. )



Manage your Online Reputation

What is “out there” about you?
 Search monthly for your name in the top search 

engines and review the search results

 www.yahoo.com

 www.google.com

 www.bing.com

 www.msn.com

 Also – www.abovethelaw.com, Greedy Associates 



Listings / Profiles
 Martindale.com

Manage your Online Reputation



Listings / Profiles
 Create a Google Profile – www.profiles.google.com

Manage your Online Reputation



Listings / Profiles
 Create a LinkedIn Profile – www.linkedin.com

Manage your Online Reputation



Listings / Profiles
 Take a critical look at your Facebook Profile

Manage your Online Reputation



Listings / Profiles
 Take a critical look at your various profiles

Manage your Online Reputation



Know that anything you post on Facebook, 
Twitter, LinkedIn, blogs and other social 
network sites . . . can be found
 It is being used in court cases, is being used by HR 

and recruiting departments
 Florida rules:  Lawyers and judges can’t friend each 

other (perceived conflicts of interest) and lawyers 
have to be careful about friending lawyers who could 
be opposing counsel. Must be clear that any friending
doesn’t constitute an attorney-client relationship

Manage your Online Reputation



 Florida Law professor notes that “law students can’t 
fathom that their “private” lives online could affect their 
careers – such as whether they are admitted to the 
Florida Bar
 Florida Bar reviews personal sites as part of a character 

evaluation
 Students’ reaction:  “It’s not fair, it’s not like I put a billboard up in 

Times Square!”

 No – it’s exposing yourself in millions of homes 24/7 –
there is an open door to your private life

 Use discretion

Manage your Online Reputation



Q&A

Additional Questions?



Thank you!
www.contentpilot.net

Deborah McMurray
mcmurray@contentpilot.net / 214.351.9690
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