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Congratulations! Following the previous five articles in this series, you’ve learned steps to raise your networking game, both in person and at virtual gatherings.
You’re speaking to groups, regularly writing a newsletter and occasionally publishing an article in an industry publication read by prospective clients. You’ve even joined a networking group or the trade association of your target client audience and found ways to actively participate there and connect with other members.
Now it’s time to extend your presence online and cover all the bases. Take a closer look at your digital footprint, which has two components:
· what you own and control; and
· what is said about you on the Internet.
Start with your website. Many web designers recommend, with some self-interest, that you update it every three years. Web design evolves rapidly; therefore, when your site does not have a contemporary appearance, people will wonder whether you are up to date in your practice.
If your last re-design was more than five years ago, give serious consideration to updating your website.
Meanwhile, take a closer look at your site to confirm you are following best practices.
· Do you focus on the needs and issues of the reader, with frequent references to YOU and YOUR? Or do you state how great I and WE are?
· Is it easy to scan your website content, thanks to the use of short paragraphs, bullet points, lists, subheadings and bold text? Or is it a lengthy scrolling block of wordy sentences?
· Do you include FREE informative tip sheets, client alerts, reports and quizzes? Do appreciative clients offer social proof of their positive experience working with you in case studies and testimonials?
· Are all your newsletters posted on the website and can new subscribers access previous issues?
· After you’ve published articles in industry and legal outlets and guest blog posts, do you include them on your site?
You own your website; use these recommendations to make it more visitor friendly and effective.
Another valuable piece of Internet real estate is your presence on LinkedIn. You probably have a profile there already; consider how you appear to others on the world’s largest professional membership database.
The purpose of your presence on LinkedIn is to be found. Therefore, your headline and each section of your profile must speak to the reader who seeks to learn whether you are the attorney who can resolve their issues.
Your headline has 120 characters; write it with words that potential clients might use to find you among the thousands of attorneys in your state who have a similar practice. LinkedIn automatically puts the title of your current role as your headline. Do you think someone is looking for a Partner, Founder, Shareholder or Member? Not likely.
Instead, prospective clients seek a:
· Litigator focused on healthcare products liability and medical malpractice
· Matrimonial attorney representing same-sex partners in custody dispute
· Immigration lawyer and advocate for political refugees seeking asylum
· Employment attorney for people alleging racial or gender discrimination or sexual harassment
Rewrite your headline to address a potential matter from the reader’s perspective. Note that you have up to 220 characters when you update your headline from the LinkedIn app on a mobile phone or a tablet. Use that additional space productively.
When taking your profile photo, make sure you convey you are a warm person and an authoritative attorney. Wear business attire and pose where there are no distracting elements in the background.
LinkedIn offers two niches for creative self-promotion. The first is the background behind your photo. It is similar to a billboard, where you can post your logo and contact information. Perhaps you will share photos of yourself speaking to a group or a colleague. You can even list areas of your practice.
· Do not let that space lie fallow.
· Do not showcase the scales of justice.
· Do not display a photo of your city’s landscape; it is not distinctive to you and your experience. Why should anyone care that you practice in San Antonio, where there are more than 8,000 other attorneys?
The second niche is the name pronunciation feature. Do not overlook this marketing opportunity. Summarize your practice in a 10-second script and record your spiel using the mobile app. Follow these instructions to create your mini commercial.
In addition, you can add a section known as Featured between the sections labeled About and Activity. Treat this like the bookshelf of a library. Post links to podcasts and videos in which you have appeared. Include an e-book, article or report that you have published. Share supplemental resources and information about yourself and your practice that round out the picture of how you work with clients.
Lastly, give and request recommendations. Ask current and former colleagues to write about their experiences working with you, particularly if you are reluctant to ask clients who may prefer to remain unnamed. If you don’t have any recommendations, or if the most recent one is more than a year old, readers may doubt your professionalism, because it is not validated.
Plan to post more frequently on LinkedIn and to comment meaningfully on others’ posts, which will boost the visibility of those posts. Comments also will attract the attention of people in the author’s circle; having read your insight, perhaps they will be inspired to learn more about you.
As for other social media platforms, such as Facebook, Twitter and Instagram, participate on the ones where your audience is looking for information and resources. Generally, attorneys with a consumer-focused practice (such as matrimonial, personal injury, T&E) receive good feedback from their activity on these three platforms.
Finally, periodically conduct a search to learn what is being said about you on the Internet and in the news.
You probably have created a Google alert for your name and your law firm already. Use the basics of Boolean search to make the alerts more specific. For example, there is a swim team coach who shares my name. By placing the minus sign before the name of her organization (-team name) in a Google alert for my name, I reduced notifications of irrelevant results about her.
Alerts from Talkwalker.com generate notifications of online mentions, including Twitter. Like Google alerts, this is a free service, but some find it to be more comprehensive.
Having surveyed your digital assets of website and social media platforms, let’s revisit the other four methods for getting business through the lens of online activity:

Networking: When you plan to attend an event, consider posting on LinkedIn, and other social media, that you are excited to hear the speaker and meet other members of the host organization. Take a photo of yourself at the event with others; post it on LinkedIn and place the @ symbol in front of their name(s) so those pictured will be notified. Share some thoughts on the speaker’s remarks.
To take it a step further, summarize what you learned from the speaker(s) in a newsletter article, blog post or a document that you can post on LinkedIn. After I attended a two-day conference, I posted the highlights at the end of each day. There were more than 35,000 views of my LinkedIn posts with the summaries.

Speaking: Before you speak at an event or on a podcast, plan to post about it on social media. This will drive attendance to the session or listeners to the program. Here’s a suggested format and the likely outcome:
Looking forward to speaking at the @Downtown Accountants Association, where I will talk about Topic A, Topic B and Topic C on Tuesday, July 27, 2021 at 6:00 pm. Register here (link).
People who are connected to you or to the Downtown Accountants Association will see this post on social media and respond in one of the following ways:
· Name is speaking about Topic B. I should register and plan to attend.
· This program is about Topic C. I don’t know the speaker; I should check her website and maybe attend.
· This interesting program is on a day I can’t attend; I should invite Name to speak at my group.
Plan on writing a follow-up post after the speaking engagement, to report on what you discussed.

Writing: Whenever you publish a newsletter, blog post, article, e-book or other material, be sure to post it on your website. Share the link to your website in your LinkedIn profile and write a post on the social media platforms where you and your audience are most active. Consider turning the content into an article on LinkedIn to be read by those who do not yet subscribe to your newsletter or to the industry publication.

Participate in the Trade Association of Your Target Market: Remember to extend your social media activity to the groups of which you are a member. Promoting their events will raise your profile among the group’s members and contribute to the organization’s growth.

Each week, review these five activities as a way of monitoring your progress. Did you cover all the bases? I conduct a recap on Thursday evening; that way, if I struck out with any single opportunity, I can step up to the plate on Friday and take another crack.
By following these five approaches to get business, you will increase your visibility online and appear under the noses of the clients, lapsed clients and referral sources who are most likely to connect with you for new business. You will also raise the flag among potential clients who you may meet at networking events and the trade association’s programs. People who hear your podcast appearances, read your newsletter and articles, and see your posts and comments online will recognize that you are an authoritative resource with timely insights.
Try all these activities and then put more effort into the ones where you feel most comfortable and that give you the greatest return. After all, Babe Ruth started his career as a pitcher; later, he switched to the outfield, where he played more games and hit for power. Here’s to your next swing for the fences.
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