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You’re on LinkedIn, but you probably are not making the most of your profile there. Take David, a litigator of my acquaintance, who told me how he uses LinkedIn: 
“When I learn the name of my opposing counsel, I look at their profile to learn three things: 
· Who else do I know at the firm?
· Who do we know in common?
· Where did they go to law school?”
 
I replied, “David, it’s great that you use LinkedIn for competitive research. Tell me, do you think opposing counsel is looking at your LinkedIn profile the same way?”
 
He paused for a minute. Then he said, “You’re right. I never thought of it that way.”

Is opposing counsel looking at your LinkedIn profile? How about other people who may be searching for you—or an attorney similar to you—on LinkedIn?
They may be current clients, lapsed clients or referral sources who already know you.
There are many others looking for an attorney who may overlook you – and whom you may be overlooking – if you are not paying attention to your Headline, Photo and About section, three key components of your profile.
These people already know your name and will type it into the search bar on LinkedIn to locate you:
· Opposing counsel
· Current and lapsed clients
· Co-panelist
· Bar association colleague
· Clerkship contact
· Law school alum
· Networking contact
But these folks probably do not know your name; they search for a lawyer with your background:
· Conference organizer
· Reporter
· Editor
· Podcast host
· Potential lateral partner
· 2L student seeking summer associate role
· Start-up founder
· Nonprofit executive with an empty board seat
· Recruiter
Consider which of these target audiences you wish to attract and how best to convey your capabilities to them.
People who view your profile scan three key sections to the following degree:
	Section
	%

	Headline
	18

	Photo
	30

	About
	52 



Here’s how you can improve each of these sections.
Headline
LinkedIn automatically places the title of your current position in your headline. If yours says:
· Attorney
· Partner
· Founder
· Shareholder
you are one of several thousand in your state.
The purpose of your headline is to be found.
Is anyone looking for a Partner? Not likely.
Consider the difference between:
Attorney at Green Grass and Meadows LLP
Trademark and brand evaluation attorney for global companies and start-ups in technology, software, semiconductors and artificial intelligence (AI). Litigation, transaction, licensing and M&A.
LinkedIn grants you 220 characters to describe your background. The headline above paints a detailed picture and, with 192 characters, could accommodate even more information.
When composing your headline, think about the benefit you bring to the reader and incorporate their perspective. 
Keep in mind they may not use technical terms, like escrow account. Instead, use words that would be commonly employed in a search:
· Litigation
· Investigation
· Transaction
· Specific industry or practice
Do NOT cite your firm’s name; it displays nearby. If someone already knows your firm’s name, they will probably visit the firm’s website. 
In addition to its presence in your profile, your headline travels with your photo wherever you are present on LinkedIn. When you 
· invite someone to connect with you
· post about your latest client alert
· write a comment on another person’s post

your headline will appear.
Check your headline and confirm that it speaks the language of those who you wish to find you in their search on LinkedIn.

Photo
Not displaying a photo reflects negatively.
About one-third of the time people scan your profile, they look at your photo. People check your picture before they meet you, in person or virtually. After you’ve met, they may look at it to confirm you are the person they remember talking with.
Are you proud of your photo? If not, plan for a new one.
When your hair style or hair color changes, or for men, your facial hair changes, take a new photo. Keep it current and update it every three to five years. 

About
Fifty-two percent of the time spent scanning your profile is focused on your About section.
With free real estate and 2,600 characters, it is astonishing how few attorneys take advantage of this space to tout their background.
Don’t leave that section crying for more details.
Take the opportunity to promote your experience and client successes from the perspective of the reader.
Write in the first person and write long. Don’t restrain yourself from providing more detail because you anticipate people won’t read the full narrative. They will only stop reading when they lose interest.
Use this format:
1. Mention an issue clients face and indicate you are able to solve it. You have 270-320 characters before LinkedIn inserts the text ... more that requires readers to click an embedded link to continue reading the section.
2. Explain what you do.
3. Show what motivates you to be an attorney and serve clients.
4. Give a brief example of a client success story.
5. Indicate specific industries or situations that you focus on.
6. Close with a Call to Action; tell the reader how to contact you about their circumstances.
Here are examples: first for an attorney in construction law and second, for a lawyer with a matrimonial practice:
(Introduction)
Developers ask my advice to avoid disputes with contractors, vendors and inspectors. Landlords, co-op and condo boards seek protection from property damage during construction of adjacent buildings. I am a fierce litigator in state and federal courts. Call me at 347-256-9141 to review your situation. (300)
(Explain what you do)
My construction law practice works at the juncture of real estate, business and law:
· Rapid response and deployment of resources
· Personal attention and hands-on approach
· Actionable recommendations for a prompt resolution today and in the future
Clients contact me to:
· Investigate poor practices by others
· Resolve disputes without litigation
· Advocate their interests in court or arbitration
(Show what motivates you to serve clients as an attorney)
Clients recognize I care passionately about the integrity of their buildings. I evaluate their current situation and seek avenues to address issues of defects and delays. By working closely with all the stakeholders and addressing their concerns, I can help achieve a solution.
Now, for a matrimonial lawyer, here’s a brief example of a client success story:
A wife believed her husband had significant assets overseas and these might not be part of the divorce process and settlement. I undertook a review of the husband’s business records and discovered multiple subsidiaries based offshore. These entities were investigated and, ultimately, added to the full accounting of the husband’s assets. This increased the settlement by several million dollars.
(Indicate specific situations or industries where you focus your practice:)
My experience includes:
· Traditional marriage and Child custody
· Disputed parentage
· Divorce by senior spouses
· Private settlement/alternative dispute resolution/collaborative divorce
· Same-sex marriage
(Close with a Call to Action)
The sooner we speak, the sooner you will be on the path to an equitable settlement, plus ensure the well-being of yourself (and your children). You will move forward with your plans, without fixating on the stress of the moment. Call 347-256-9141 for a free consultation.
After polishing the Headline, Photo and About section of your profile, plan to review and update the other areas, such as experience, publications and projects, where you may list panel presentations and podcast appearances. 
Finally, add Attorney Advertising, because you hope the reader will contact you regarding your services. 
Remember to set a calendar reminder to give your profile a light revise each quarter.
Once you have taken care of these core elements, you will be well on your way to being found by the potential clients, conference organizers and reporters searching for you, or an attorney with your practice and industry focus. In a competitive market, becoming more visible makes the difference.
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