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Four CommandmentsFour Commandments

• Tell the truthTell the truth
• If you have to ask, it is probably not okay

Y b d• You are your brand
• Zealously protect your brand value

– Play the long game



You can advertise (Rule 1-400)You can advertise (Rule 1 400)

• You can’t solicitYou can t solicit
• It can’t be misleading (Rule 1-400(D)

Y li fil d• Your online profiles are ads
• Your website is an ad



Online PresenceOnline Presence

• Final decision on lawyer: Online contentFinal decision on lawyer: Online content
– Most people call after reviewing a site

Few emails don’t mean few site visits– Few emails don t mean few site visits
• Key factor in selection: Your website
• So how do people get to your website?



Getting trafficGetting traffic

• Natural searchNatural search 
– SEO – short for Search Engine Optimization

Content is king– Content is king
– Blogging helps

So does updating your profile at referring sites– So does updating your profile at referring sites
• Pay-per-click
• Referring sites



Referring sites: Keep your information 
d t dupdated

• Google Local • SuperlawyersGoogle Local
• Google Profile
• Yahoo Local

Superlawyers
• LinkedIn
• FacebookYahoo Local

• Avvo
• Yelp

Facebook
• Alumni sites

• Yelp
• Findlaw
• Martindale (or• Martindale (or 

Lawyers.com)



Many referring sites are so-called 
itsupersites

Supersites:Supersites:
• Lots of information
• Seen as authoritativeSeen as authoritative

– Either by users
– Or by search enginey g

• Show up high in 
search results

Examples:
• Lawyers.comy
• Avvo





Test:Test:

Q: You want recommendations You yourQ: You want recommendations. You, your 
employee, or a friend set up profiles on 
Yelp and then provide positive reviews forYelp and then provide positive reviews for 
your firm. Ethical?

A: You must not provide false deceptive orA: You must not provide false, deceptive or 
misleading information.



Try to control your top 10 
Google results





But not all names perform wellBut not all names perform well

• Common namesCommon names
• Famous (or infamous) names

S it d t i t t f th• Supersite updates very important for these 
names





Consumers like:Consumers like:

• Your pictureYour picture
• Video

R d ti• Recommendations
– Past clients
– Other lawyers



Your websiteYour website

• Ethics of success storiesEthics of success stories
– Anonymous or client permission (Rule 3-100)

Disclaimer: content does not create• Disclaimer: content does not create 
attorney-client relationship

f• Disclaimer: Email is not confidential
• Identify where you are licensed and 

practice (CA, NV)
• Google Analyticsg y



[Analytics clip][Analytics clip]



Key factorsKey factors

• Bounce ratesBounce rates
• Time on site

P i• Page views
• Exit page

– Consider a website phone number
– Various services available for this



Test:Test:

Q: A major incident occurs Within 24 hoursQ: A major incident occurs. Within 24 hours, 
a firm puts up a website implying it is 
investigating the incident and isinvestigating the incident and is 
representing some of the victims. Ethical?



Test:Test:

Q: A major incident occurs A firm blogsQ: A major incident occurs. A firm blogs 
about the incident and its past experience 
handling cases against the potentialhandling cases against the potential 
defendant. Ethical?



General Ethics ResourcesGeneral Ethics Resources

• Ethical Communications for Lawyers byEthical Communications for Lawyers by 
Brian Garner

• California Attorney Guidelines of Civility• California Attorney Guidelines of Civility 
and Professionalism from The State Bar of 
CaliforniaCalifornia




