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Introduction

With Internet marketing becoming one of the leading forms of marketing today, having an understanding of what 
it takes to get found on the web and how to distinguish yourself as an authority in the legal field is becoming 
increasingly important. Recent studies show that 34.8% of marketing professionals believe incorporating thought 
leadership marketing is now a top priority, which is a 16% increase from 2012. 

The legal community has seen an influx of attorneys entering the field over the last 10 to 15 years. In 2012, there 
were 1,268,011 licensed lawyers in the United States, or one lawyer for every 257 Americans. By comparison, in 
1950, there was only a single lawyer for every 709 Americans. University of Chicago law professor Brian Leiter 
estimates that 10 law schools will close within the next decade. We have already seen the Ann Arbor campus of 
Cooley Law School cancel their entire incoming freshman class for 2014 . It is clear that the flood of attorneys in 
the market is creating challenges. With this oversaturation, it is important for attorneys to know and understand 
what they can do to distinguish themselves in the digital world. 

We interviewed ten authorities in the legal field and asked them about best Internet marketing practices for 
attorneys and ways for attorneys and law firms to distinguish themselves in the current market. Topics covered 
include thought leadership, SEO (search engine optimization), PR (public relations), social media, and other Inter-
net marketing strategies. These are the things that we consider part of a new wave of generating business called 
Authority Marketing.
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Legal Authorities Interviewed

Jonathan Fitzgarrald
Chief Marketing Officer
Greenberg Glusker Fields 
Claman & Machtinger LLP

Christopher Newman
Senior VP, Client Development
Cooley LLP

Jim Jarrell
Business Development Manager
Barnes & Thornburg LLP

Erin Hawk
Labor & Employment Practice 
Development Manager
Porter Wright Morris 
& Arthur, LLP

Andrew Laver 
Immediate Past President
Philadelphia LMA

Kimberly Hafley
Director of Marketing 
and Recruiting
Foster Swift Collins & Smith PC

Kevin O’Keefe
Founder
LexBlog

Jim Matsoukas
Director of Business Development
Pierce Atwood LLP
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Interview Questions

• How important is it that an attorney is an authority in their main practice area versus trying to be good at too 
many areas of law?

• Do people generally hire based on a law firm’s brand or individual attorneys, and how much influence do attorneys 
of substance and their website bio pages have on hiring decisions?

• When you first look at an attorney website, how do you know if they or their firm are credible and can be trusted?

• What are a few of the most important thought leadership activities for attorneys, such as blogging, public 
relations, being an author, bio pages, client alerts and newsletters, social media, etc.?

• If a law firm comes up frequently in natural search results versus ads, does that say something about their 
authority, and if so, how important is Google in general to attorneys?

• Are you aware that Google, with its Authorship program and various social media sites like klout.com, has 
patented algorithms to determine if someone is a trusted author and influential person?

• How important is social media for increasing trust for attorneys, and at the very least, is it a negative when you 
click on social media icons that reveal almost no followers on Facebook or Twitter?

• People buy from those they know, like, and trust. According to a 2013 Pew Research Center survey, being an 
attorney is among the least trusted occupations in America. Can attorneys gain some of that trust back and 
initiate the influence principle of reciprocity by giving away knowledge through their website content?

• If a picture is worth a thousand words and researchers indicate that over 70% of what we communicate is through 
our tone and body language, not through our words, doesn’t that make images, audio and video an incredibly 
important part of influencing website visitors?

• Does thought leadership and/or blogging matter more to B2B (business to business) or B2C (business to 
consumer) attorneys?
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Specialization vs. General Knowledge in Practice Areas of Law

The Importance of Being a Specialized Authority

It is important for attorneys, especially younger attorneys, to realize that being a specialized authority in their main 
practice area is vital to their success. As businesses increasingly specialize, the lawyers and law firms they hire 
need to be increasingly focused. 

According to Jim Jarrell, Business Development Manager at Barnes & Thornburg LLP, “Clients are becoming more 
sophisticated and are able to understand the complexities that are going to be involved in different legal issues 
that they face. This is why there is greater demand for specialists.”

“[Clients] are going to end up saving the company money because this specialist won’t bill 
them for the hours and hours of research to get up to speed on the topic that a generalist 
might have to do. This trend is how clients are shopping for legal services and it’s driving our 
attorneys to more segmentation by specialty.” – Jim Jarrell

Also, with the availability and access to pricing data, clients now have better market knowledge. Because of this, 
there is more emphasis on delivering cost-effective results to clients than ever before, which is driving attorneys in 
the direction of being specialized authorities. Attorneys are starting to promote and market themselves as experts 
in specific areas, and in specific industries, as opposed to being generic. 

According to Christopher Newman, President of the Legal Marketing Association’s New England chapter and 
Senior Vice President of Client Development at Cooley LLP in Boston, “Over the last ten years or so, the market-
place for lawyers has become oversaturated.” 

The United States has almost 1.3 million lawyers, which is more by far than any other country and more as a 
percentage of the national population than almost all others. The Bureau of Labor Statistics estimates that there 
will be 235,000 openings for lawyers, judges, and related workers through 2020, which is 23,500 per year. Last 
year alone, law schools graduated 46,000 new attorneys. 

Newman adds, “Having those opportunities to really clearly define yourself and how your services match up to 
other folks [is critical].” When an attorney has a niche specialty, it is easier for them to differentiate themselves 



6

Legal A
u

th
o

rity M
arketin

g Su
rvey –

 2
0

1
5

   |   LegalM
arketin

gR
eview

.co
m

within the marketplace. By being able to differentiate yourself and demonstrating expertise in a particular field, it 
leads to being an authority in that field. 

The Importance of Having Multiple Knowledge Areas

Yes, I know we just stated that you need expertise in a specific niche area; however, some authorities we 
interviewed felt that it was more important for the firm as a whole to have knowledge in more than one area. A 
common sentiment was that a lot of firms, especially larger ones, have multiple practice areas and serve a variety 
of industries.

“Even if you are a straight out litigator, or a healthcare attorney, knowing that information about your firm general-
ly, and then a little bit about the other practice areas you serve is important because you always want to be cross 
selling not just yourself, but the capabilities of your firm,” says Andrew Laver, President of the LMA Philadelphia 
chapter.

A current client may ask attorneys at any time if their firm handles a specific, different type of work. Balancing 
highly specialized attorneys with broad experience across a firm is a challenge. Still, the body of opinion among 
the legal authorities we spoke to is that the specialized attorney is becoming more important.

It also may depend on who the target audience is.

“If you are a small law firm in a smaller town, by nature you’re probably going to wear 
more hats in multiple practice areas than if you are an attorney in a larger firm in a larger 
municipality.” – Kimberly Hafley, Director of Marketing and Recruiting at Foster Swift Collins 
& Smith PC
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Brand of the Law Firm vs. the Individual Attorney

What plays a more important role in hiring a law firm: the overall brand or the individual attorney? This question 
applies to just about every industry: do well-respected clothing brands have higher quality and better-looking 
clothes? Does the brand of the store or the products, the actual clothes, bring in the customers?

Similarly, the brand of the law firm and the individual lawyer work in unison to influence a client’s purchase 
decision. According to Jonathan Fitzgarrald, Chief Marketing Officer of Greenberg Glusker, “Reputation plays a 
major role in the hiring of outside counsel, and generally that outside counsel has a reputation in a specific area, 
or a specific type of matter, or transaction that the client is in need of. The firm itself, wherever that attorney is 
practicing, also adds a layer of credibility to the attorney. You’ve got the attorney that has a specific expertise 
practicing at a law firm that has industry visibility or visibility within a certain area of the law, which adds another 
layer of credibility.”

“There are certain areas of law where the law firm’s brand almost always supersedes the 
individual attorney. This is more along the lines of Wall Street, white shoe law firms, or for 
companies that have huge bet‑the‑company litigation. In most cases though, clients are still 
hiring attorneys, not law firms.”  –  Jim Jarrell

When companies are making the decision to entrust lawyers with critical matters, it’s usually the personalities, 
intelligence, and the skill set of the individual lawyers that ultimately gets them hired. When you go to court, the 
people that are leading the charge are the individual attorneys, not necessarily the brand of the firm.

When business attorneys that do not go to court give information to the General Counsel, it is their individual 
personality that allows for success. 

Christopher Newman believes that the brand of the law firm vs. the brand of an individual attorney “is a critical 
distinction to make because a lot of times, legal marketers get consumed in the brand identity within the 
marketplace for a particular law firm and often lose sight of the fact that it’s usually a key group of attorneys that 
are driving the growth of a firm.” In sum, a law firm’s brand is key in laying the right foundation for attorneys to 
distinguish themselves and build their practice. 
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Establishing Creditability through Your Website

Some authorities we interviewed, such as Jonathan Fitzgarrald, feel it is difficult, if not almost impossible, to 
communicate or demonstrate credibility online and that is instead best done through personal relationships. 
However, most of our interviewees found success with specific steps they took to optimize website profiles, 
making them a helpful marketing tool. 

For example, keeping an up-to-date list of settled cases that the individual attorney has handled will help give 
visitors a sense that he or she is credible in the area that the client would need.  

Another great tactic is posting 30-second videos of the attorneys on their profile pages so that visitors of the page 
can not only see their credentials, various awards, speaking opportunities, and articles that have been published 
by that attorney, but also get a quick snapshot of the attorney’s personality. 

Video is very helpful in creating a first touchpoint with a prospective client. Using testimonials or quoting trial 
statistics is a useful tactic. It is better to avoid using cliché general statements such as “we’re the greatest firm.” 
Rather, it is better to provide something more concrete such as, “we’ve gotten 20 motions dismissed in the last 
two years in this type of litigation.” That is the type of information that provides instant credibility. Clients choose 
to hire based on actual results they can refer to. 

“Cognitive science tells us that most decisions are made first emotionally, and then they’re backed up second 
by reason. Obviously all of the credentials, the non-static credentials, on an attorney’s website profile can give 
that second element that credentialing element, but the first element either has to be done in person or through 
video,” says Jonathan Fitzgarrald.

More and more law firms are cataloging client experiences and publishing them on their websites. By doing 
this they are promoting what results they have gained for clients. Getting a client to agree to having their name 
published next to the type of services provided can be as good as a testimonial. 

LinkedIn is also a very important tool to use in order to establish credibility. LinkedIn is able to show what you 
have done in the past and what type of organizations and networks you are involved in. 

According to Erin Hawk, LMA Ohio Chapter President,and Labor and Employment Practice Development Manager 
at Porter Wright Morris and Arthur LLP, “[A generic website] detracts from the potential impact, because it doesn’t 
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really distinguish them. It doesn’t necessarily mean that they can’t be trusted, but it certainly gives an impression 
of the type of person or type of attorney that is represented there.”

An attorney’s website provides an opportunity to distinguish themselves. We’ve all seen the 
tired sites with the columns and the gavels. That sends a certain visual message about the type 
of firm or attorney that site is depicting. It takes away somehow, even though they’re trying 
to be very professional with their staid approach, and not really pushing the boundaries on 
exposing too much of a unique perspective on their design.” – Erin Hawk
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Getting Through the Noise: Effective Thought Leadership Practices

Determining How to Use Thought Leadership

Determining the best ways to indicate thought leadership on a topic depends on a number of factors. First, it 
depends on your business objective. What are you looking to accomplish? Are you seeking to develop business or 
you want to increase your profile?

Second, what do you like to do? If you are not passionate about what platform you want to use for your thought 
leadership, then you are going to see the activity as a chore and it is not going to be as successful. If you are able 
to do something that is not a chore and you are able to get in front of people that can hire you or refer you, then 
you’ll be more likely to execute your thought leadership effectively. 

How to Get through the Noise

Readership is down on many channels because the market has become so flooded with content, and clients tune 
much of the noise out. According to Jim Jarrell, a highly effective form of thought leadership is writing or speaking 
for trade or industry groups and the publications that they have. Many of those organizations do not have as many 
attorneys flooding the market with their ideas and content; therefore, the message has a much better chance of 
getting through to the target. 

 “Speaking and writing for your target audience not only helps promote the attorney’s 
expertise to that captive audience, it goes a lot way to demonstrating that the attorney has 
made a thoughtful awareness of that industry or trade group’s issues and he’s there talking 
about it in a way that is compelling.” – Jim Jarrell

Another great source of information is newsletters. 

“There’s something nice about having a newsletter that keeps it all in a consolidated fashion. It gives you abstracts 
to scan, what’s the most important. It’s really starting to go back to being the preferred method of receiving 
information,” says Christopher Newman.

Many of the next generation of legal marketers and attorneys that are trying to stay on the cusp of what other 
firms are doing have a traditional sense that blogging is the way to go. However, Christopher Newman explains, 
“With blogs, content goes stale quickly and there’s a tendency to push off doing blog posts as soon as people get 
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busy with doing billable work.” 

Jim Matsoukas, Director of Business Development at Pierce Atwood LLP, adds, “What I find it it’s one of those 
things where don’t do it unless you can really do it. I find that people that dabble in it or aren’t posting too 
frequently fall off the map, fall of the radar and people don’t really pay attention to them anyway. You really have 
to commit yourself to doing it.”

Why is Thought Leadership So Important?

Thought leadership is critical because it allows you to rise to the top of search engine result pages. When search-
ing for information about a certain field of law, a certain case name, or a firm, users are going to pay attention to 
authors that are actively blogging, and ranking on the first page of Google with high-quality content that earns 
links from other respected websites. Being a thought leader in that sense is very important. 

Furthermore, generating content through a blog can turn into a great sales tool – blog posts are excellent to send 
to prospective clients via email marketing or social media. 

Thought leadership allows you to distinguish yourself, because as Kevin O’Keefe, founder of LexBlog and attorney 
with 32 years of experience, explains, it allows clients to see what you are following and what you are up to speed 
with, as well as what insight you have to offer based on what you have read. It is about building relationships and 
developing your reputation. 

“Don’t think of it as thought leadership for the sake of being a thought leader, whatever that 
means. Think of it as, ‘How am I going to build relationships with people? How am I going to 
develop my reputation?’ – Kevin O’Keefe

There are a few Internet marketing tools and social media platforms that are becoming pretty mandatory for 
attorneys. One of those is LinkedIn. 

“Attorneys need to have a LinkedIn profile. It needs to complement their individual bio page on their website. It 
should not be a cut-and-paste copy job. It does need to have some correlation. Their LinkedIn page is an opportu-
nity to show a little more personality,” says Kimberly Hafley.

When people go to an attorney’s website, they want to see a certain level of professionalism. Personal interests 
and opinions are probably not quite as appropriate. Referencing those personal characteristics is appropriate in a 
LinkedIn bio.
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Showing Up Naturally On Google

Google is extremely important to attorneys. Often, business professionals claim to be the go-to person for their 
industry or their area of law, but they aren’t ranked on the first page of Google search results. It is critical that, as 
part of the attorney mix of promotional and marketing activities, attorneys are involved in activities to get them 
recognized by search engines. 

When a prospective client does their due diligence on an attorney, starting with a Google 
search, it is important that something such as a LinkedIn profile, an article that they have 
published, or a recent engagement comes up. Otherwise, it sends a red flag in the mind of the 
prospective buyer. There is power to being on the top of the list with Google. 

Although, according to Jim Jarrell, Google rankings are more important to B2C firms than B2B firms. 

He explains, “I think SEO is still very important, more so on the consumer or plaintiff side for those B2C law firms 
that are looking for consumer clients. On the business side, I still think most of those hiring decisions are made by 
other lawyers who have friends and law school buddies at law firms that they know all about. I don’t know that 
they’re doing a lot of web searching for law firms that makes that a compelling case.”

Christopher Newman believes, however, “If you’re constantly knowing how the algorithms work with Google 
and staying on top of it with content production, that’s going to be a big driver because especially with emerging 
issues or things that you’re trying to differentiate yourself from in the marketplace with having the right buzz 
words, having the right search terms that can be found pretty easily.” 

“There’s no doubt about it that the better your SEO is with Google and being an authoritative source is going to 
get you top of the map. I think like most of us, once we get to pages two and three of Google, at that point, we’re 
starting to question the quality of the people that are showing up in the search results.” – Christopher Newman

Klout and other services alike are taking the first steps in trying to monetize to a certain extent what someone’s 
influence is on the web.
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Social Media and Increasing Trust

Social media is becoming increasingly important for gaining trust for attorneys. As Generations X and Y shift into 
leadership positions and start making more major personal and corporate purchasing decisions, it will become 
vital. Generations X and Y have grown up with social media; it has become second nature to them. “If they are 
considering someone who does not have any kind of a social media following or profile it is going to send a 
red flag,” according to Jonathan Fitzgarrald. Older generations of consumers may not even think to consider an 
attorney’s Twitter followers as a metric of credibility.

Older attorneys who dismiss social media are missing out. Social channels like LinkedIn, Twitter, and YouTube 
are all about networking, which is critical to the legal industry. Due to the fact that it is still such a relationship 
business, one of the advantages of using social media is that it allows you to stay in contact with people much 
more easily than 15 years ago. By following someone on Twitter, or LinkedIn, or Google+, you are able stay on top 
of what’s happening in that person’s life, both professionally and, potentially, personally. 

 “If you’re not out there networking, if you’re not out there blogging in an engaging way, 
as opposed to just putting up content, trying to put up articles on a website, or being focused 
on high search engine rankings for Google, you’re going to lose out because over time, that 
whole idea that people hire lawyers because lawyers are influential, you aren’t going to be 
influential, as the technology determines that.” – Kevin O’Keefe

It is critical to make sure you are using social media correctly, rather than just using it for the sake of using it. 
According to Erin Hawk, “Without really having any clear sense of purpose, or having a clear strategy for how to 
best leverage [social media] as a tool for them, and building their connections or sharing content, then it really can 
become a negative.” 

For example, a LinkedIn profile with few connections or out-of-date content can hurt more than not having a 
profile at all.

“Like most things in the legal profession, lawyers have been somewhat slow to embracing 
social media.” – Christopher Newman
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Some of the authorities we interviewed felt Facebook is the least important social media tool for attorneys and 
actually discouraged them from using it. 

 “We sort of discourage our attorneys from using Facebook for business use, referencing themselves as attorneys, 
just because of all the social-media platforms; it’s probably the most dangerous in terms of protecting the integrity 
of our attorneys,” says Jim Jarrell.

“Facebook is really more of a social ‘this is your personal life page.’ You post pictures of yourself, your family, you 
check in at places, you sometimes post political views. You want to keep that as far away from your professional 
life as possible. Twitter toes the line,” adds Andrew Laver, President of the Philadelphia LMA chapter.

LinkedIn is the most favored social media platform for attorneys we spoke to. Andrew Laver believes that 
“LinkedIn’s probably the way to go. You don’t post pictures of your family. You don’t check in at Starbucks. You say, 
‘Here’s me. Here’s my experience, here’s what I do. These are groups that I’m a member of. Here are some people 
who can speak to me, my experiences, the work I do, or anything along those lines. These are my professional 
interests.’ That should be it. I just think Facebook is a slippery slope. You’re inviting clients, or potential clients, into 
your life. What if they don’t like what they see? Then, you’ll lose them. If you keep them separate, you don’t run 
that risk of happening.”

Even though some might not consider social media to be quite there yet when determining if an attorney is trust-
worthy, social media is going to continue to play a major role in digital content programming strategy, particularly 
as the marketplace gets flooded with more and more decision-makers who are from the Millennial generation.
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Gaining Trust Back Through Reciprocity 

Attorneys are in need of gaining trust, due to the fact that being an attorney is among the least trusted occupa-
tions in America. They are able to do this by initiating reciprocity and giving their knowledge through website 
content.

“There’s something innate about humans that when someone does us a favor, subliminally 
we want to do nothing more than to return that favor as quickly as possible.”  
– Jonathan Fitzgarrald

Business is about relationships, Jonathan Fitzgarrald continues. “The relationships you have with prospects, 
current clients, and partners who refer your business are similar to any kind of relationship that you have, and the 
more you give, the more you’ll get back. It is important to be the first to give without any kind of an expectation of 
immediate reciprocity and wait to see the way that your network will respond.”

There are a million different ways of capturing knowledge, but whenever you can be the first to share it, you’ll also 
be the first when someone is looking to engage your services formally. 

General lack of trust for attorneys stems from the fact that when a consumer needs to hire an attorney, generally 
something bad has happened. No one wants to be in the situation of evaluating which attorney to hire.

Thought leadership can enable attorneys and firms to gain trust by showing the consumer what they know 
without necessarily asking for something directly in return. Trying to be helpful to clients and potential clients, 
rather than holding back information until a bill is sent out, helps to paint a picture of the attorney as somebody 
who’s not only very intelligent and up-to-date on the most recent developments, but as somebody who’s trying to 
help their clients. You establish you are the go-to person on a topic.

Kimberly Hafley, Director of Marketing and Recruiting at Foster Swift Collins and Smith PC, says, “One of the 
things that’s very difficult sometimes is that, particularly if your client base tends to be people who aren’t frequent 
purchasers of legal services, based on television, media and books, their expectations of what attorneys should 
be able to accomplish, the timeframe, and the amount of work it takes to accomplish something is often very 
unrealistic. All these forums provide a means to deliver that information.” 
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Importance of Images, Audio, and Video

Researchers indicate that over 70% of what we communicate is through our tone and body language, not through 
our words, which makes images, audio, and video an incredibly important part of influencing website visitors. 

Business professionals need to look for opportunities to engage visitors through video and interesting graphics. 
It may be a graphic that is statistically based, like a bar or pie chart that tells its own story. Law firms love using 
images like pillars, gavels, and the justice arms. However, those images have become outdated these days and are 
quite cliché. The goal is to communicate strength, authority and success, and there are other images that are able 
to convey that better. 

When there is video and when there are engaging graphics used on a website, people are 
much more inclined to stay on a site, and to read more, and to visit more pages within the 
domain.” – Jonathan Fitzgarrald

“Oftentimes, you’ll come to a law firm website and there’s a lot of written content and a lot to read and digest. It’s 
really, oftentimes, lacking in the visual interest and the video aspect that’s going to engage people and give them a 
perspective of your personality,” says Erin Hawk.

The Internet has made us lose our attention spans to a degree. Images, audio, and video are engaging, and that’s 
another reason why they’re so important. Services like Vine have made short videos so easy to create, upload, 
and share. People are using animated gifs because movement draws people’s attention. In sum, having engaging 
images and video on websites is becoming ever more critical.



17

Legal A
u

th
o

rity M
arketin

g Su
rvey –

 2
0

1
5

   |   LegalM
arketin

gR
eview

.co
m

Conclusion

Thought leadership via search, social media, and Internet marketing is more important than ever before. That is 
why we are promoting the term Authority Marketing, which encompasses the fusing of these elements online and 
offline. 

Now is the time to use every tool available to make yourself distinguishable from the competition. There are so 
many resources available that anyone who is depending solely on the relationships that they have built in the 
past, and not taking full advantage of establishing themselves as an authority and putting themselves out there to 
potential clients, is missing out. 

Attorneys argue that the legal community is still extremely driven by who you know. It is clear, however, that this 
notion is shifting in another direction. Those relationships are being built in a different way now that almost all 
prospects, including referrals, will visit your website before hiring you. Being an authority and a thought leader as 
well as using new media tools intelligently is the future of legal marketing. 


