NOVEMBER 30, 2015

TEXAS LAWYER

TEXASlAWYER
An

23

Social Media Benefits for Lawyers

ALM Publication

BY STEVE THOMAS
EDITOR-IN-CHIEF
Heather D. Nevitt, HNEVITT@ALM.COM
ASSOCIATE EDITOR
Mark Bauer. MBAUER@ALM.COM
SENIOR REPORTERS
John Council, ICOUNCIL@ALM.COM
Brenda Sapino Jeffreys, BJEFFREYS@UM.COM
REPORTERS
Angela Morris, AMORRIS@ALM.COM
Angela Neville, ANEVILLE@ALM.COM
Miriam Rozen, MROZEN@ALM.COM.
ART DIRECTOR
Thomas Phillips, TPHILLIPS@ALM.COM
DISPLAY ADVERTISING MANAGER
Deni Ackerman. DACKERMAN@ALM.COM
LAW FIRM ADVERTISING MANAGER
Annette L. Planer- APLANEY@ALM.COM
BUSINESS DEVELOPMENT SPECIALIST
Angela Brindle, ABRINDLE@ALM.COM
MARKETING ASSISTANT
Dalila Macias, DMACIAS@ALM.COM
OFFICE MANAGER
Steven House, SHOUSE@ALM.COM
PROJECTS MANAGER
Anna Liza Burciaga, ABURCIAGA@ALM.COM
REGIONAL SENIOR MANAGEMENT
REGIONAL PUBLISHER,TX/H/GA
Wayne Curtis. WCIAITIS@ALM.COM
REGIONAL EDITOR-IN-CHIEF,TX/FL/GA
George Haj, GHAI@ALM.COM
REGIONAL DIRECTOR OF CLIENT DEVELOPMENT,TX/FL/GA
Carlos Curbelo. CCURBELO@ U,M.CONI
REGIONAL CHIEF FINANCIAL OFFICER,TX/FL/GA
Jeff Fried. JFRIED@ALM.COM
DALLAS MAIN OFFICE
1999 Bryan St., Suite 825. Dallas, TX 75201
(214) 744-9300•(800) 456-5484
Fax:(214) 741-2325
Advertising email:
abrindle@alm.com
Subscription/Delive Issues:
(877) ALM-CIRC
Reprints:
Svndia Torres-Pena
reprints@alm.com
877-257-3382
AUSTIN BUREAU
(512) 990-5773
(512) 524-0368
HOUSTON BUREAU
(713) 222-2559

AittrALM
P-m Integrated Media Company
ALM SENIOR MANAGEMENT
PRESIDENT & CEO Bill Carter
PRESIDENT/LEGAL MEDIA Lenny Izzo
PRESIDENT/INTELLIGENCE, CHIEF DIGITAL OFFICER
Jeffrey S. Litvack
CHIEF FINANCIAL OFFICER Debra Mason
CHIEF CONTENT OFFICER/CHIEF MARKETING OFFICER
Molly Miller
SENIOR VICE PRESIDENT/GENERAL COUNSEL
Dana Rosen
SENIOR VICE PRESIDENT/HUMAN RESOURCES
Colleen Zelina
VICE PRESIDENT/GROUP PUBLISHER Hal Cohen
VICE PRESIDENT/EDITOR IN CHIEF David L. Brown
PRESIDENT, GLOBAL EVENTS Henry Dicker

CORRECTIONS POLICY
We always publish corrections at least as prominently as the
original mistake was published. If we make a mistake on page
one, we will correct it there.
We are eager to make corrections quickly and candidly.
Although we welcome letters to the editor that are critical of our
work, an aggrieved party need not have a letter to the editor
published for us to correct a mistake. We will publish corrections on our own and in our own voice as soon as we are told
about them by anyone - our staff, an uninvolved reader, or an
aggrieved reader - and can confirm them.
Our corrections policy should not be mistaken for a policy of
accommodating readers who are simply unhappy about a story
that has been published.
Any information about corrections or complaints should be
directed to Editor in Chief Heather D. Nevitt. Phone (214) 7447721 or email hnevitt@alm.com.
Reproduction of this publication in whole or in part is
prohibited without express written permission of the publisher.
©2015. ALM Media Properties, LLC. All rights reserved.

In an October 14 article, the Wall Street Journal poked fun at
Corporate America for social media campaigns that "put people
to sleep," encouraging business leaders to take pointers from the
masters of online marketing—celebrities. With that, frightening
images come to mind of C-level Fortune-500 execs posting bathroom selfies or tweeting hateful zingers about "body image or
each other's clothes.
But when it comes to boring social media,lawyers take top prize.
All those blog posts on the upcoming revisions to the Federal Rules
of Civil Procedure or new regulations governing drones rarely gar-

ner anyfollowers. Nobody worries about crashing servers because
a community property article might go viral.
The numbers alone suggest a sad tale. Compared to Rihanna's
81.5 million "Likes,"the Facebook page for Norton Rose Fulbright
boasts only 1,751. Paltry as that sounds, it gets worse—NRF
employs more than 3,800lawyers. Maybe some don't"like it there.
A single tweet from Taylor Swift reaches 64.7 million gushing
fans, while many lawyers hear "hashtag" and think "breakfast"
Arguably America's best-known attorney,President Barack Obama,
has only five million Twitter followers, and the lawyer who is the
Democraticfront-runner contendingfor hisjob—Hillary Clinton—
has about that same number. (Note that Supreme Court Justice
Ruth Bader Ginsberg(a/k/a Notorious RBG)has garnered significantfame within the social media community but does not appear
to even have a Twitter account)
Of course, the numbers draw the wrong picture. As the WSJ
article concedes,celebrities can be "risqué and irreverent"in ways
that would decimate the image of a company or law firm. But the
differences go beyond that Celebrities carry people away from
reality to somewhere more fun, more glamorous—somewhere
not real, at leastfor the viewer. On the other hand, companies use
catchy slogans with colorful characters or sleek photography to
imprint positive brand recognition—State Farm is there for you,
Geico will save you 15 percent on car insurance.Trust the brand.

and otherwise spend time with the posted content? Professionals
who simply generate content for contents sake are throwing
message-filled bottles into the ocean. The concept of"find a need
and fill if' applies equally to social media—until the company,law
firm, or lawyer identifies a very specific need among specifically
targeted groups that can be efficiently addressed by a particular
platform in a very specific way,its all just noise,even an annoying
distraction for busy recipients.
In other words, don't look for ways social media can garner
more clients. Ask how social media can deliver real benefits to
clients and contacts.
Legal marketers trumpetthe virtues ofsocial media and accuse
abstaining lawyers of being stuck in the previous century, but that
assumes stupidity instead ofdiscretion.Those same legal marketers
readily admit that any social media campaign involves a significant
investment of time, not just money. The lawyer or firm must post
frequently,and strategically think through every postfor the value
it will (or will not) provide to the clients or contacts receiving it
Lawyers definitely are hesitant about adopting social media for
their profession, but that does not mean they are ignorant The
ABAs annualTechnology Survey reveals thatthe percentage oflaw
firms and lawyers who use social media for professional purposes
increased year after year from 2011 to 2013, but then decreased
in 2014. Last year, 56 percent of firms and 75 percent of lawyers
surveyed reported using Linkedln for professional purposes. Only
34 percent of firms and 26 percent of lawyers use Facebook in
their profession. But outside the office, 85 percent of responding
lawyers use Facebook for personal reasons (or, said better, for
social reasons).
Celebrities possibly offer the best illustration of how social
media are not an end unto themselves. Beyonce Knowles, despite
64 million Facebook fans, has a grand total of 11 connections on
her Linkedln page. Kim Kardashian Wests 49 million Instagram
followers care nothing about her Linkedln account,where she has
exactly one connection.The 65 million followers anxiously waiting
for Taylor Swift's next tweet are oblivious to her Linkedln site,
where she has zero connections. Brad Pitt has four connections
on Linkedln; Vin Diesel and Ben Afleck each have zero. The big
LinkedIn winners in this quick review were Katy Perry and Selena
Gomez, with 155 and 393 connections, respectively.
Legal marketing gurus who promote wholesale immersion in
But lawyers ask one and all for their deepest, most sensitive social media should be viewed with skepticism. Twitter is a tool.
trust. Philosophical parsing and ivory-tower theories get kicked Facebook offers specific, but limited, benefits. Like Corporate
aside by the stark reality that people tend to put morality and justice America, lawyers and law firms are learning, experimenting, and
in the same bucket Lawyers are seen as the gatekeepers of right proceeding with caution—just as they should. Possibly caution
and wrong. Courts say the relationship requires"utmostgood faith" results in boring material, but when trust is on the line, bland but
from the attorney.
targeted, useful information is the way to go.
The WSJ article appears to be part of a more broad disconSteve Thomas is a shareholder with McGuire,
nect between marketing and media groups that whole-heartedly
Craddock & Strother in Dallas. He serves on
embrace and promote all forms of social media (including firms
that provide consulting and advice on legal marketing) and the
the firm's technology committee. His practice
real-world sensitivities and experiences of practicing lawyers and
includes commercial litigation in state and federal
business professionals who work hard to build trust Thats a difcourts and administrative agencies on behalf of
ferent job than entertaining. Different jobs call for different tools
and methods.
telecommunications and technology companies.
The question with social media is simple: Why do people care
His email is sthomas@mcslaw.com.
enough to read the posts, receive the tweets, browse the images,

