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You can hardly turn around without being deluged with information about social media, 

whether it is celebrity Twitter messages or products asking you to visit their Facebook 

page.  The legal profession experiences a similar glut of information on how we should 

be using social media to generate business, communicate with peers, and otherwise 

embrace this new method of information sharing. 

We will take a look at some of the opportunities and perils of participating in this social 

world and help you to navigate some of the choices you will need to make.  It takes two 

to be social, and all social media has both the creation side and the consumption side.  

As you assess how social media fits into your practice, remember that there is no need 

to participate in both creation and consumption with any given medium. 

Threshold Question:  Should You? 

Social media is not one thing.  You need to evaluate different types of services and 

understand how they work to decide whether they meet the goal you have.  If your goal 

is to use Twitter to generate client referrals, you will probably be disappointed.1  On the 

other hand, you may find that blogging is a way to meet your communication and 

business development goals.2  You may want to use more than one service, working 

together (for example, letting followers know when you have a new blog post) or for 

different types of sharing. 

                                                      

1 1 2011 ABA Legal Technology Survey Report:  Web and Communication Technology, 
page IV-34, question 38.  9.5% of lawyers responding to the survey had a client retain them 
directly or via referral based on their use of Twitter.  81% had not. 

2 Ibid., page IV-30, question 30.  42% of respondents had a client retain them directly or 
based on a referral as a consequence of their blog.  47% hadn’t. 
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That makes the assumption that you plan to use social media to create and share 

content.  If you are interested in consuming content instead, the choice between 

Twitter and blogs and other sites may rely less on business development than on 

requirements like speed or quality.  Lawyers in rapidly changing fields or who follow the 

social media accounts of large clients may want to use Twitter to be as current as 

possible.  Content for practice areas that move less rapidly may be best consumed 

through blogs or similar online media. 

Social Media by the Numbers 

Let’s turn first to the social media universe and try to define it a bit.  Social sites cover a 

spectrum that ranges from small, discrete interactions like Twitter to content creation 

on blogs to profile and community building on sites like Facebook or Google+.  While 

there are many social media sites out there, activity is concentrated in just a small 

number.  Statscounter monitors visits to social media sites and Canadians 

overwhelmingly prefer Facebook (42%) to other sites.3  Twitter only accounts for just 

over 5% of market share in Canada.  

It is not surprising that 86% of Canadians aged 18 to 34 indicate they have an online 

profile, in light of Facebook’s dominance.  Social media isn’t just a young person’s 

activity:  62% of 35 to 54 year-olds and 43% of those 55 and over also have online 

                                                      

3 StatsCounter Global Stats, Social Media, Canadian visitors between December 2010 
and December 2011 (http://gs.statcounter.com/#social_media-CA-monthly-201012-201112-bar 
). Facebook: 41.77%; Twitter: 5.22%; LinkedIn: 0.3%; Google+: 0.07%.  Other social sites 
including Stumbleupon (39.79%) and reddit (5.99%) have significant market share but do not 
provide the same opportunities for sharing information related to your practice. 
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profiles.4  As of 2011, 86% of those profiles were on Facebook, 19% were on Twitter, 

and 14% were on Linkedin. 

Even when we look at the lawyer demographic, we see high adoption of social media by 

lawyers in their personal lives.  94.5% of respondents to the American Bar Association’s 

2011 Legal Technology Survey indicated that they use a social network for personal, 

non-professional reasons.5  Not unlike the general public, only 14% of lawyers indicated 

they used Twitter or something similar for non-professional reasons.  Interestingly, 

lawyers in larger firms were far more likely to use Twitter outside of work than solos and 

small firm lawyers.6 

Lawyers are not unaware of social media, then.  But they seem to have selected not to 

embrace it for professional purposes.  In the same ABA survey, only 7% of respondents 

indicated that their firm was on Twitter and 45% on Facebook.  Most firms did have a 

presence on LinkedIn (85%) which would have some obvious advantages for recruitment 

and possible referrals that might be harder to realize on a consumer-oriented social 

site.7 

                                                      

4 Canada’s Love Affair with Online Social Networking Continues, Ipsos Reid, July 14, 
2011.  (http://www.ipsos-na.com/news-polls/pressrelease.aspx?id=5286 ) 

5 2011 ABA Legal Technology Survey Report:  Web and Communication Technology, page 
IV-35, question 40. 

6 Ibid.  Only 9.5% of solos indicated they used Twitter while 23.8% of lawyers in firms 
with 50-99 lawyers, and 22.6% in firms with 100-499 lawyers responded that they used it or a 
similar service for non-professional reasons. 

7 Ibid., page IV-29, questions 26a and 27. 
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What Are These Sites? 

One way to describe social media sites is based on the amount of information you can 

share.  Blogs were one of the first to emerge and offered a way to share large amounts 

of text and potentially engage with visitors through comments.  Once the blog owner 

created a blog post and published it so that it was publicly available, visitors could 

comment or share the post with others.  There are popular, free, hosted blog sites, like 

Wordpress and  Blogger.8  Many law firms will host their own blog, even when they use 

the free Wordpress software, to ensure that the firm’s brand and marketing are uniform 

and utilize the practice’s domain name (yourfirm.com).9 

Micro-blogging takes the idea of a blog and breaks it down into the shortest possible 

amount of text.  Where you might find a blog post with 1,000 words in it, a Twitter 

message is limited to 140 characters.  This requires a very different approach when 

communicating information if you want to ensure that your intended message is 

received.  For this reason, there are two significantly different types of messages on 

Twitter.  One is almost entirely text and may reflect a person’s current mood, where 

they are located, or a positive aphorism.  The other will contain a link to a Web site and 

a bit of text that describes where the link goes if you click it.   

                                                      

8 Wordpress hosted blogs (http://www.wordpress.com) all allow you to provide a third-
level domain, that would look like your-law-blog.wordpress.com.  Google’s Blogger 
(http://www.blogger.com) does the same:  your-law-blog.blogger.com. 

9 Wordpress.org provides a free version of the Wordpress blog software to download 
and install on your own.  You can use your own domain name (www.your-law-blog.com) but 
would have to pay for a hosting service. 

http://www.wordpress.com/
http://www.blogger.com/
http://www.your-law-blog.com/
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The messages with links tend to be more useful because they act as a gateway to other 

content, whether it is a longer blog posting, an online news article, or a legal case.  The 

140 character limit generated a new technology known as the link shortener, so that the 

link address would not use up the entire character allotment.  Services like Bitly.com 

and Google’s Goo.gl will convert a long Web site address: 

http://www.canlii.org/en/ca/scc/doc/2004/2004scc13/2004scc13.html 

to 

http://bit.ly/xS6Pe1     or    http://goo.gl/uOmFK 

Some services will convert them automatically.  If you type or paste a Web site address 

into a Twitter message (a tweet), it will be shortened using Twitter’s internal shortening 

service. When a reader clicks on the shortened link, they are first transferred for less 

than a second to the link shortening service, and then immediately forwarded to the 

longer link that is tied to the short one. 

Profile sites tend to be more complex worlds.  When you look at a Facebook account, it 

has many parts although they revolve around the Wall, where the profile owner can 

post status updates and receive comments to them.  Initially the updates were limited 

to a few hundred characters like Twitter, but that was increased to 5,000 characters and 

then to just over 63,000 characters in 2011.10  In addition to these status updates, which 

                                                      

10 Your New Facebook Status:  63,206 Characters or Less, Chris Taylor, Mashable.com, 
November 30, 2011.  (http://mashable.com/2011/11/30/facebook-status-63206-characters/) 

http://mashable.com/2011/11/30/facebook-status-63206-characters/
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are like blog posts, you can share photos, participate in groups, play games, and 

otherwise immerse yourself in the Facebook ecosystem. 

Facebook more clearly defines the difference between personal social networking 

profiles and business profiles.  While a Twitter account or blog is indistinct when it 

comes to purpose, Facebook Pages are designed specifically for an organization or 

business.  The underlying purpose is the same – to interact with Facebook users and 

share information – but Pages are organizationally focused and supplement a profile, 

which you still need to have in order to create a Page. 

Twitter is blurring this line a bit with its new enhanced profile pages.  These enable 

select businesses to promote their message and have a more custom appearance within 

Twitter.  Enhanced profile pages are not yet available to everyone.11 

Getting Started 

The first step in participating in social media as creator or consumer is to create your 

account.  In most cases, this means going to the social media site and signing up.  At this 

point you may need to select a username or handle by which you will be known on the 

service.  For example, you may want to go by your real name (Jacksparrow) or you might 

want to have something a bit more anonymous (Pir8king) or descriptive (shipshape). 

If you are going to be participating on more than one social media site, you may want to 

use the same name on each site.  To determine whether a particular name is available in 

                                                      

11 About Enhanced Profile Pages, Twitter help (https://support.twitter.com/groups/31-
twitter-basics/topics/111-features/articles/20169565-about-enhanced-profile-pages) 

https://support.twitter.com/groups/31-twitter-basics/topics/111-features/articles/20169565-about-enhanced-profile-pages
https://support.twitter.com/groups/31-twitter-basics/topics/111-features/articles/20169565-about-enhanced-profile-pages
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multiple locations, visit Knowem.com.12  Type in your preferred username and it will tell 

you whether the name is available and on which services.  Sites like Knowem can be 

useful if you are litigating a matter and want to find out where someone participates in 

social media.  You may be able to reduce your online research if you can narrow down 

the number of sites where the party in question may have left an online trail. 

While you are choosing your username, keep in mind your professional obligations.  

Lawyers may market legal services in Ontario if it is demonstrably true, accurate, and 

verifiable and not misleading or deceptive.13  In particular, the commentary discusses 

examples that may cause you problems, including suggesting qualitative superiority to 

other lawyers or suggesting or implying the lawyer is aggressive.14  For example, 

participating on Twitter as @KillerB or @NumberOneBarrister may raise questions in 

relation to the Rules of Conduct. 

If you are using a blog and paying someone to host it for you, whether as part of your 

firm Web site or on its own, you do not need a username.  Instead, you should select 

both a domain name (if you are not using your law firm’s existing name) as well as a 

descriptive name for the blog.  They should be distinctive enough that visitors will 

understand, generally, what your blog focuses on. 

                                                      

12 Knowem Username check (http://www.knowem.com) 

13 Rules of Professional Conduct, The Law Society of Upper Canada, Rule 3.02(2) 

(http://www.lsuc.on.ca/media/rpc_3.pdf) , page 50. 

14 Ibid. 
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Now it’s time to get social. 

Getting Connected 

The tweet – a post sent on Twitter - is probably the simplest bit of social media.  It’s a 

relatively brief text message that may or not include a link.  The link might go to a Web 

page or to a photograph or other media uploaded and shared.  When you post it to 

Twitter, whether you are on the Twitter.com page or using your mobile device or a 

utility like Hootsuite.com, it is immediately transmitted to people who follow you. 

That’s the social part.  Each of these social sites relies on the fundamental premise that 

you are part of a network of people, who either follow, friend, or otherwise 

interconnect themselves.  On Twitter, you identify people who you want to follow and 

click a button to receive every tweet they send out.  In some cases, the person you 

follow will automatically follow you, in a reciprocal act of courtesy.  As you follow more 

people, you will start to see a rapid increase in the number of tweets appearing in your 

account.  Unlike e-mail, where the messages sit and wait to be read, Twitter and other 

social media sites function more like rivers.  The water is flowing by you and if you do 

not see a message, it may be washed downstream as new messages flood in.  That is the 

way the system works, and it may take some time to adjust to this more rapid pace. 

The software you use to access your social media can also have an impact.  Web-based 

and mobile software are the most common gateways, whether it is through the home 

site of the media (Twitter.com, Facebook.com) or using an external tool that allows you 
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to look at multiple social media feeds at once (Hootsuite.com, Seesmic.com).15  If you 

use a tool like Hootsuite, you can create and save searches that extend beyond your 

follower list.  These keyword and phrase-based searches can help to flag new 

information to share as well as new people to follow.  By bringing multiple social media 

feeds into one view – for example, all Twitter, LinkedIn, and Facebook activity – you may 

be more able to quickly triage information flowing past you. 

You can manage the flow both by scanning rather than reading these short messages 

and by being selective in who you follow.  There are great tips on this all over the Web, 

but one of the best ideas is to start with your offline network and start to replicate it 

online.16  There are many people who will follow or ask to connect to you and you will 

need to determine whether you are accepting all requests or, more likely, that you are 

only connecting with certain people.  

Twitter is probably the most forgiving in terms of creating a network.  You can follow 

and unfollow people on Twitter without asking permission to connect.  This allows you 

to follow a person for awhile and see whether what they are sharing fits what you are 

                                                      

15 Hootsuite.com is a Web browser-based program.  It is free and appears to some times 
show Twitter messages in which you are mentioned more accurately 
(http://www.hootsuite.com).  Seesmic.com has both a Web-based site as well as a desktop 
application for Windows and Macintosh (http://www.seesmic.com) 

16 See, for example, Lawyer Twitter Practices: 29 Dos and Don’ts, Steven Matthews, April 
25, 2009, which not only has good tips but also a good discussion in the comments about 
practical uses of Twitter.  Follow Steve on Twitter: @stevematthews. 
(http://www.slaw.ca/2009/04/25/lawyer-twitter-practices-29-do%E2%80%99s-and-
don%E2%80%99ts/) 
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seeking.  Similarly, you will find people starting to follow you and then stop, based on 

whether you followed them back (reciprocal) or the types of content you share.  

Google+ is similar, where you can place anyone on the service into one of your circles.  

That person receives a notification and is prompted to reciprocate but it is not required. 

LinkedIn and Facebook require a proactive assent prior to making a connection.  If the 

person has enabled connections on their profile, you can ask to friend someone on 

Facebook or to join their network on LinkedIn.  This can make it awkward if you have 

created a profile and find that you have been contacted by someone with whom you do 

not want to connect. 

We are known by the company we keep.  Being selective in creating your networks on 

social media is part of building your reputation and the perception of others on those 

networks.  It also enables you to control the flood of information that can occur when 

using social media.   

Be aware that a connection to a client may create an unnecessary risk of disclosing your 

representation.  This might occur when you select a corporation to follow on LinkedIn, 

behaviour that is often communicated to the rest of your network.  Similarly, a friend 

request may seem harmless enough – or even good business – from a potential client 

but you cannot make the assumption that the person with whom you are connected will 

understand the privacy and confidentiality implications of sharing online. 

Just as importantly, networks to which you are indirectly connected may have an impact 

on you.  For example, it is increasingly possible to upload a photograph and place a label 
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on it that reflects who the person is, linking to their social media account.  Friends of 

your friends may be able to tag their photographs with your profile without your being 

aware of it.  This might arise where you are friends with a colleague at your firm who 

posts photographs of a firm event that shows you in a less than favourable light.  If they 

tag that photograph, it is much easier to identify you based on your profile than it might 

have been had the photo been merely uploaded to a personal Web site. 

Many sites will allow you to set privacy settings to protect your information.  If someone 

is authorized to have access, though, it means you understand that they may share 

information outside of your network, with their own networks.  Social media is just like 

e-mail in this way.  Once you have sent the information out or posted it, you may be 

unable to control what happens to it in the wild. 

Friends with ... Baggage 

This can be particularly problematic for lawyers.  There are two groups of people who 

you should really think carefully about incorporating into your social networks.  The first 

includes your clients.  The second includes judges. 

It is worth making a distinction between profile-oriented sites and other social media.  

On sites like Twitter, you can’t block individual followers unless you report them as 

spammers.  You can secure your Twitter account to block ALL but select followers but 

that may not fit into your goals for using social media.  You may not worry about 

whether a particular judge or client is following you.  If you are following a judge, it may 

be appropriate to unfollow if you are appearing in front of her.  It will be necessary to 
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balance the collegiality of the profession that exists offline with the ease of over-sharing 

information or creating the appearance of improper interactions online. 

Since friend and networking requests on many sites must be accepted or rejected, you 

will need to be much more cautious in accepting requests on those sites.  In many cases, 

it will depend on the context of the site.  Participating in a network with a judge on 

LinkedIn is probably less of an issue than friending a juror on Facebook.  Incorporating a 

client into your professional network may lead to unintentional disclosure about your 

representation, even when that connection is not an individual but a corporation. 

Sharing Content 

That is one of the most fundamental issues for lawyers.  Competent lawyers take 

reasonable steps to protect the confidentiality of their client’s information and matter.  

It would seem a relatively clear issue but that hasn’t stopped lawyers from blogging 

about their clients and other matters that should be treated as confidential.17 

This issue isn’t exclusive to technology.  One U.K. lawyer noted on Twitter that: 

                                                      

17 Panel Admonishes Criminal Defense Attorney for Blog Naming Clients, Omitting 
Disclaimer, ABA/BNA Lawyer’s Manual on Professional Conduct, November 23, 2011 
(http://www.bna.com/panel-admonishes-criminal-n12884904453/) 

Lawyer Faces Discipline Over Blog Posts, Legal Blog Watch, September 11, 2009, 
(http://legalblogwatch.typepad.com/legal_blog_watch/2009/09/lawyer-faces-discipline-over-
blog-posts.html ) 

California Lawyer Suspended Over Trial Blogging While Serving as Juror, ABA Journal, 
August 4, 2009 
(http://www.abajournal.com/news/article/calif._lawyer_suspended_over_trial_blog_while_serv
ing_as_juror) 

http://www.bna.com/panel-admonishes-criminal-n12884904453/
http://legalblogwatch.typepad.com/legal_blog_watch/2009/09/lawyer-faces-discipline-over-blog-posts.html
http://legalblogwatch.typepad.com/legal_blog_watch/2009/09/lawyer-faces-discipline-over-blog-posts.html
http://www.abajournal.com/news/article/calif._lawyer_suspended_over_trial_blog_while_serving_as_juror
http://www.abajournal.com/news/article/calif._lawyer_suspended_over_trial_blog_while_serving_as_juror


 

 

Workshop:  Ethics of Social Media for Lawyers | Phil Brown & David Whelan 

 

13 

 

The Canadian Institute 18th Annual Advertising and Marketing Law Conference 

“I’m in a Starbucks & bunch of lawyers are talking about client’s e-mail 

trail problem: clearly see their own speech trail as no problem”18 

Apply the same care you exercise in e-mail and oral communications to social media.  

There are additional challenges, though, since social media may record additional 

information relating to your message. 

Honey, You’re Home!? 

The best way to describe this is by reference to a site like PleaseRobMe.com.  When a 

message is sent to Twitter, it often contains location information.  This information is 

transmitted with the message as metadata.  It does not appear in the message but may 

be used by other services for targeted advertising or other purposes.  PleaseRobMe.com 

accesses that information and, if you type in a Twitter username, retrieves information 

from social media sites Gowalla and Foursquare.  The whole purpose of these location-

based check-in sites is for individuals to share where they are at any given moment.  

PleaseRobMe.com accesses that information and can indicate when someone is not 

home! 

Facebook and Google+ both offer location functions as well.  When you share something 

on Google+, you can add your location to your sharing post.  Facebook has a location 

option in its bottom grey bar and you can share where you are with everyone or with 

                                                      

18 @ChristianUncut, April 29, 2010. 
(https://twitter.com/#!/christianuncut/status/13067526657) 
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just your friends.  If you have a loose definition of friends, you may find that you are in 

fact sharing with the entire world.  As a court put it: 

The plaintiff’s testimony on discovery was that he maintained privacy 

over communications with his friends that numbered approximately 200 

although only five of them were close friends.   In other words, he 

permits some 200 “friends” to view what he now asserts is private.  This 

is a preposterous assertion especially given his testimony that only five 

of the 200 are close friends [emphasis added].  In my view, there would 

be little or no invasion of the plaintiff’s privacy if the plaintiff were 

ordered to produce all portions of his Facebook site.19 

If you are careful about not sharing information that might reflect on your 

representation of a client, you can share a great deal of other information that will be of 

interest to your network.  Whether that falls into the category of updates on your own 

activities or links to useful information will depend upon your own goals and the social 

media you are using. 

Making Your Content Last 

The longevity of your posts is something to consider when selecting which social media 

you will use for which purposes.  Some of the most valuable posts on Twitter, for 

example, include links to other content.  But research done by the Bitly link shortener 

                                                      

19 Frangione v. Vandongen, 2010 ONSC 2823 
(http://canlii.ca/en/on/onsc/doc/2010/2010onsc2823/2010onsc2823.html) 
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company showed that the lifetime of that link was very short.20  The likelihood that the 

link would be clicked on diminished rapidly immediately after it was posted, and after 

about 3 hours, it was unlikely to be clicked on at all. 

Many social media posts, whether on publicly-accessible Facebook profiles or on 

Twitter, can be accessed through search engines.  The search on the social media sites 

themselves may not unearth what you are looking for but external search often will.  For 

example, a search on Topsy.com can retrieve a Twitter message that is unavailable using 

Twitter’s own search.21  Facebook has generated a number of similar search tools, which 

can be advantageous if you want to search Facebook but do not have an account.22 

The best place to share a link or content, if you want it to have a long term impact, is on 

a blog.  Not only can it provide you with greater flexibility on the length of content you 

can share, but links from one blog to another often create a connection called a 

pingback.  This means that your blog post may appear as an excerpt in the comments 

area of the page to which you link.  It is also more likely to be indexed by a Web search 

engine, Google and Bing being the best known, and appear in search results.  

                                                      

20 You Just Shared a Link.  How Long Will People Pay Attention?, Bitly blog, September 6, 
2011.  (http://blog.bitly.com/post/9887686919/you-just-shared-a-link-how-long-will-people-
pay) 

21 Topsy.com social media search.  (http://www.topsy.com)   Twitter has an advanced 
search option as well but it can be difficult to find (https://twitter.com/#!/search-advanced ); 
you do not need a Twitter account to use it. 

22 One example is YourOpenBook.com which provides basic searching of Facebook 
public profiles.  (http://www.youropenbook.com).  Another option is Facebook Search, which 
gives a bit more control over the search (http://www.fbsearch.us). 
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Additionally, if you enable comments on your blog, your commenting audience may 

enrich your original post by adding their own insights. 

If you have created professional content, like an article or other publication, adding it to 

your LinkedIn profile can generate additional traffic.  The goal is to create opportunities 

for search engines to index you and for others to search on keywords that appear in 

your profiles, status updates, and other social information.  The more you are able to 

enrich this information, the better you improve your chances of being found because of 

it. 

Getting Feedback 

Interactivity in social media is often considered problematic, in part because you lose 

control of the content posted.  If you are on Twitter, you can’t stop someone posting a 

message with your handle in it.  By doing this, the message appears in your message 

stream and to those you follow.  Since Twitter spam is not uncommon, no one really 

takes any notice and the post washes away over time.  In the world of blogs, it is the 

comments that make them truly social. 

Comments create a two-way dialogue and may or may not suit the type of blog you 

want to have.  If you are writing for a public audience, you can expect that they may 

respond with comments to your content.  If you are writing for a lawyer audience, your 

peer group, it may be that lawyers and the public both comment. 

Many blogs do not allow comments because of the potential for negative content in 

them, as well as the time it takes to approve their appearance on the blog site and, 
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possibly, a response.  There are many professional blogs where detailed, thoughtful 

comments are added and improve the blog’s value without the original author having to 

do anything in particular.   

You should moderate comments on your blog, if they are allowed.  Moderation requires 

comments to be approved prior to their appearing on your site, creating an editing role 

for you as the blogger.  As you create an audience or community around your blog, you 

can loosen this stricture so that frequent commenters, who have previously had 

comments approved, automatically publish their own comments.  You should also 

consider whether you will allow anonymous comments or whether you will require a 

commenter to share an e-mail address or other information with you. 

 There are obviously issues such as potential clients sharing what should be confidential 

information, to their or others disadvantage, in public comments on a blog.  If you allow 

comments, you will want to provide a disclaimer next to the place where the 

commenter will enter their information, warning about sharing confidential information 

and that posting a comment does not create a lawyer-client relationship.23 

Feeding the Beast 

No matter which social media you use, if you want to generate business or develop an 

audience, you need to create content regularly.  12 posts a year will not a following 

                                                      

23 Can a lawyer respond to comments on their blog without creating an attorney client 
relationship?, Kevin O’Keefe, Real Lawyers Have Blogs, April 20, 2011.  
(http://kevin.lexblog.com/2011/04/articles/blog-basics/can-a-lawyer-respond-to-comments-on-
their-blog-without-creating-an-attorney-client-relationship/)  
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create.  One good reason to ease into social media slowly is that it can take a lot of work 

to share content.   

Twitter is a good starting point because (a) content is short (140 characters) and (b) a 

significant element in the ecosystem is the retweet.  In essence, when you see a tweet 

flow by you that you think your followers would benefit from seeing, you forward it to 

them.  That is a retweet.  Because your Twitter handle and the original tweeter’s Twitter 

handle are both in the message now, followers of both of you will see the message.  This 

can lead to new followers and, in many cases, a thank you tweet from the original 

poster. 

You wouldn’t want to solely retweet others content but it lowers the bar for 

participating.  Another easy way to contribute is to share items that you come across – 

links to articles, news stories, cases – and provide a short introduction to create context 

around the link. 

Sites like Google+ and Facebook are also focused on sharing content, with the benefit of 

allowing you to add longer form content as well as links to other sites.  Blogs go the 

whole hog, where you are rarely sharing merely a link but are more likely to write 

something in detail, with a number of links that will enrich the content. 

Where do you get the ideas, though?  That seems to be one of the big hurdles to sharing 

on social media.  Once you get beyond the link and basic sharing message, you may find 

it a challenge to come up with ideas that are both going to impart important 

information and can be presented in an interesting way to your audience.  You may be 
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inspired by the latest legal newspaper, or a professional magazine or Web site you visit.  

It may be something in the news or in mainstream media.   

One law firm was inspired by The Office to take a look at the possible litigation value of 

each workplace incident at the Scranton paper products company.24  It is funny, it has 

legal content, and it was based around a weekly TV episode.  This sort of planning can 

help you to arrange your writing time as well as enable your readers to return on a 

regular basis.  The firm also used more than one author, so many lawyers were 

participating in creating content.  It can help to ease the treadmill of content creation as 

well as provide flexibility in case something interrupts content publication – like law 

practice.   

Solo bloggers, whether sole practitioners or not, can invite colleagues to guest blog for 

them if they need to have some help keeping the content flowing.  Some law blogs are 

written entirely by non-lawyers employed as ghost writers for the lawyer whose name is 

on the site.  While this can reduce the need to create content yourself, this delegation 

of responsibility requires your oversight to ensure that content that appears on the site 

complies with your professional and other obligations.  You should know whether the 

content is original, copied or cribbed from another site, and whether images are in the 

public domain or otherwise licensed appropriately for use on your site. 

                                                      

24 That’s What She Said blog (http://blogs.hrhero.com/thatswhatshesaid/) 
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Consuming Content 

Consuming is the simple side of social media.  Smiling at the funny Twitter posts that 

slide by, reading the latest blog post, identifying the experts you want to follow.  You 

can consume by merely creating an account on the service you want to use and 

identifying the content creators you want to follow.  The content will start to flow. 

A good way to start is to identify one person you respect or would want to hear from 

and see if they are on Twitter or Facebook or Google+ and actively sharing.  People may 

also indicate on their LinkedIn profile whether or not they are on Twitter or other social 

media.  They might be someone you know well or someone you know only by 

reputation.  If they are, sign up and follow them.  Then see who they are following and 

follow some of those people as well.    Unlocked (i.e., not private) Twitter accounts are a 

great source for potential people to follow.   

Easy, right?  That’s how Kevin Smith gets 1,971,798 followers.  You want to be selective 

as you build your list of people to follow because you will start to see that each one 

adds more information into your stream.  If you are following 1,000 people, you are 

probably not able to see everything that is going by.   

The other side of the following equation is choosing not to follow someone.  This is 

made easier if the person is a regular social media user and contributes in multiple 

ways.  An example of this would be someone you want to follow on Twitter who also 

has a Facebook page or blogs regularly.  If the person is a heavy Twitter user (5-10 

tweets per day) or doesn’t use it in a way that provides you with value (lots of personal 
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status updates, few links to resources), you might want to skip that person on Twitter 

and focus on keeping up on her blog. 

Keeping it Manageable 

Some basic social media rules: 

 You don’t need to follow or friend everyone who follows or friends you.  You 

should select how much information you can absorb and use that as the best 

guide for whether following someone new will add to or detract from your 

information consumption; 

 You need to weed your followers and friends, if you can.  This is easiest on 

Twitter, where you just click a button to unfollow someone.  The reality is that 

the quality of messages is not uniform, so a person you followed may change 

how they share information.  Another common occurrence is that they are on 

holiday or at a conference and are tweeting every 5 minutes.  Drop them for a 

few days and add them back when you can manage the flow. 

It is harder on other sites.  People on Twitter may not realize you dropped 

them.25  A Facebook friend will know and this may require you to explain to that 

                                                      

25 From a marketing perspective, you may want to know.  In that case, Qwitter can help 
you to monitor what traffic causes people to unfollow.  (http://useqwitter.com/) 
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person why you are disconnecting.26  Some sites, like LinkedIn, allow you to add 

a person to your network but then opt out of their status updates. 

 Don’t take ranking systems too seriously.  There is an attempt to use 

measurements to show which social media users are more valuable or more 

worthwhile to follow.  Sites like Klout.com and Peerindex.com look at how many 

messages someone shares, how many people they follow, and so on.  It can feel 

good to have a high number but you will have to work for it.  You may find the 

consistent effort to maintain the number isn’t worth it.  It is also not necessarily 

a good indicator of who to follow. 

 Look for ways to streamline.  LinkedIn allows you to turn off certain 

communications from certain individuals in your network, allowing you to 

remain connected but to keep the noise level down.  Google+ uses the circles 

concept, so that you can drop individuals into different circles and then open 

those when you are seeking updates.  This can help you to prioritize the types of 

people and content you want to receive.  Some connections may up in less-

accessed circles, but it gives you the option of keeping a broad network without 

being deluged.  Twitter users can create lists, which include people you may not 

                                                      

26 Judging Facebook relationships:  Should jurists hear cases involving their ‘friends’?, 
The Lehigh Valley (PA) Morning Call, 1/14/2012 
(http://www.mcall.com/news/local/watchdog/mc-watchdog-judges-facebook-
20120114,0,1816633.column).  A judge mentions how difficult it was to dump 150 friends on 
Facebook, although his goal was to avoid anyone questioning his impartiality. 
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follow, and the aggregate flow of information from the list may help you to 

prioritize your information access. 

Another place to find people to follow, and to search social media generally, is at 

Topsy.com.  It has one of the better indexes of blog and Twitter messages available.  You 

can search by a Twitter username and find messages no longer available from Twitter’s 

own search.  They have an expert search too, though, which will surface people who 

frequently talk about the topic you are researching.27 

Wrangling Blogs with RSS 

Blogs are a slightly different beast.  You don’t normally need to have an account to 

follow one.  At first, if you are following just a few, you can bookmark the blog’s Web 

site address and return as it suits you.  At some point, you may find that this sort of 

process is time consuming, particularly if you find yourself visiting blogs that have not 

updated content since the last time you checked. 

Most blogs will generate a file called an RSS or news feed.  As a new post is published, it 

is added to the feed.  You can subscribe to these RSS feeds using an RSS reader.  This can 

make it easy to manage dozens of blogs.  Instead of visiting each site, you open your RSS 

reader.  It will display the latest content posted on any of the blogs to which you 

subscribe.  You can mark the content read once you have scanned the headlines to see if 

                                                      

27 Topsy.com Expert Search  (http://topsy.com/experts) 
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any of them are relevant, reading any that are.  The next time you open your RSS 

reader, a new batch will be there.28   

If you see a blog item that is of interest, you can open the actual blog to read it.  That 

way, you can add a comment or browse around the site to see if there is other 

information you are interested in reading.  Most RSS readers will provide you with a way 

to send a relevant item to your other social media accounts. 

You need to engage in the same sort of maintenance and pruning that you would with 

other social media.  The benefit of using an RSS reader is that, if a blog stops updating, 

you don’t see it any longer.  No wasted trips to see what’s going on.  If a busy blog 

suddenly stops, you may need to see if the blog has moved and subscribe to the new 

feed.  Sometimes a blog will veer off the original content you valued and it is no longer 

something you want to follow.  Unsubscribe through your RSS reader and look for other 

sites that might provide the content you might be missing. 

RSS readers can also provide you with some insight into the value of the blog.  Google’s 

Reader has details and statistics that show how often blogs are updated, how often you 

read any of their posts, and how many people subscribe to RSS.  If you review your 

statistics for a given blog and find that you’re not reading much of its content, it may be 

a contender for unsubscribing.   

                                                      

28 Google Reader is one of the leading RSS readers (http://reader.google.com).  There 
are also many RSS readers for mobile devices, depending on your platform and phone or Tablet. 
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You Like It, You Really Like It 

Social media can be harder to manage because it is a relatively rapid flow of 

information.  It is inefficient to visit every item that you are interested in, read it, and 

possibly bookmark it.  One way to flag things that are of interest to you – for long term 

retention, for later reading – is to make them a favourite.  Each Twitter message and 

blog entry in Google Reader has a star that can be clicked.  You can later access your 

favourite messages. 

You may find that you use Facebook’s like function the same way.  If you are reading a 

blog, many of them will enable you to like or share the post.  This is a great way to 

capture information from a single blog posting without subscribing to the full blog RSS 

feed.  At some point, however, you will need to come to grips with the reality that you 

cannot see everything.  Topics that are of significant importance and interest will often 

pop up repeatedly, and on multiple social media streams, making them easier to flag. 

Social Content Sites 

You may recall, at the beginning of this paper, there were a number of other social 

media sites that had a lot of traffic.  These are the social content sites, of which the 

biggest are Stumbleupon and reddit.29  They are content suggestion sites so you don’t 

have to do anything but go to the site and see what is there.   

                                                      

29 Stumbleupon.com (http://www.stumbleupon.com).  reddit (http://www.reddit.com). 
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Stumbleupon asks you questions and, as you read content it suggests or you rate sites 

you visit, it suggests new content.  It attempts to tailor the information as closely to 

your indicated reading habits as possible.  reddit works slightly differently, with 

individuals proposing the content that should go on the front page of the Internet, as it 

terms itself.  Other reddit members then vote on the content, with the highest rated 

content appearing above other content on the site.  The theory is that the wisdom of 

the crowd will ensure that the best information floats to the top.  Sites like 

Stumbleupon are likely to be more useful if you are looking for legal information, since it 

is personalized to your own activity, and not to the generic interests of others. 

Another type of content is the social newspaper.  You sign up for an account at a site 

like Paper.li and build a newspaper out of the social media streams that you follow.30  

See an interesting tweet?  Add it to the newspaper.  Relevant updates on Google+ or 

Facebook?  Plug them in too.   

These social newspapers can be a nice middle ground between maintaining a blog and 

relying on retweets of other people’s messages.  It sometimes goes by the term “social 

curation” but has also been referred to as scraping, essentially leveraging someone 

else’s creativity for your own benefit. 

                                                      

30 Paper.li (http://www.paper.li).  Other similar sites include Tweeted Times 
(http://tweetedtimes.com) and Storify (http://storify.com/). 
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Other sites, like Twylah, take your Twitter messages and present them as a Web site or 

newspaper.31  This may be a better choice if you tweet regularly enough to keep the site 

fresh, since it would contain just your content.  This would eliminate the issue of 

curating a social message from someone else and linking to something that you had not 

vetted sufficiently. 

Integration 

Social media is a time suck.  This issue grows as you engage more on a single platform 

and especially when you start to use multiple social media sites.  Where possible, look 

for opportunities to integrate your activities.  Twitter to Facebook integration is built 

into their platforms, so that a tweet you send out will also appear on your Wall.  

Similarly, if you are using a Wordpress blog, you can connect it so that a new blog post 

will automatically announce itself on your Twitter account and your Facebook Wall.  

Look for Wordpress plug-ins that connect the social media sites that you want to use. 

LinkedIn can be connected to Twitter so that you can send tweets to your status page.  

This is a nice feature because it can be set up as a selective option.  If you don’t want all 

of your tweets to go to LinkedIn, you can opt to only display those posts in which you 

have typed either #in or #li.  By incorporating this hashtag (any word preceded by the 

pound sign), you can send some of your messages to your professional network even if 

you primarily use Twitter for personal reasons.  Any message that omits the hash tag 

will be posted only to Twitter (and other integrated sites). 

                                                      

31 Twylah (http://www.twylah.com).  This site is in beta but you can sign up for an 
invitation to try it out. 
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Social Media Metrics 

We mentioned earlier that lawyers tend to receive more business due to blogging than 

to Twitter.  An interesting statistic from that same question is that about 10% of lawyers 

responded that they did not know if their blog or Twitter had generated any business.  If 

you are using social media for business purposes, you should probably be thinking about 

measuring both what happens online and asking new clients whether it had an impact. 

Web sites and blogs often use tracking software like Google’s free Analytics to measure 

who visits the site and why.32  It can help you to understand what search terms people 

use, what day of the week or time of day visitors seek your content, and what links they 

clicked on to get to your site.  Keyword data can be invaluable for determining whether 

your current blog content is generating the kind of interest you want.  It can also be a 

mine of ideas for new content to add to your site.  In particular, it can help you to shift 

your content audience away from areas that might become professionally perilous. 

LinkedIn is a bit different.  Since it is as much a careers site as a business development 

site, data shows you who looked at your profile and how often you appeared in search 

results.  It’s pretty scant, although you can use the information in conjunction with your 

blog analytics to determine who visited your LinkedIn profile and then appeared on your 

blog with a LinkedIn referrer. 

                                                      

32 Google Analytics (http://www.google.com/analytics).  Wordpress has a plugin called 
the Jetpack that features its own site stats functions.  
(http://wordpress.org/extend/plugins/jetpack/)  It is not as rich a tool as a full analytics 
program, but can be an easy way to see what is happening on your Wordpress blog. 
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Facebook pages (not profiles) have an Insight menu that will give you general 

information about who visited your business page.  Twitter does not have any built-in 

statistics but you can get basic information on your usage from external sites like 

Tweetstats.com.  More valuable are sites like Bitly.com, the link shorteners, that capture 

information about who clicks on your link.  You do not need to be the originator of the 

link to find this information.  If you add a plus sign to the end of any bit.ly link, you will 

land on the statistics page for that link: 

http:// bit.ly/tZsDV7     becomes     http://bit.ly/tZsDV7+ 

Most importantly, it will let you know which links are clicked and which ones are not.  

There is also additional information about when and from which social media service 

people clicked on it. 

Like so many things in business, if you are going to engage in social media, you have to 

make an investment in time.  You should measure your activity to see if that investment 

is paying any dividends. 
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Thoughtful Networking 

Take a moment to think of some of the people with whom you would want to interact 

online.  They or may not already be close colleagues or peers of yours.  If they are not, 

locate them in the boxes below further away from you and determine if you are 

connected through mutual acquaintances.  This can give you a starting point for 

identifying people to include in your online networks. 

 

You 

? 
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Improve Your Profile Bio 

Here are 160 characters, the space allowed for a Twitter bio.  What would you include?  

Focus on short phrases, single keywords, perhaps an abbreviation and a hashtag (#IP) 

 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 

__ __ __ __ __ __ __ __ __ __ __ __ __ __ __ __ 
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Twitter Checklist 

 Fill out your Twitter profile as completely as possible, including photo (anything 

but the default egg), location, and Web site address for you or your firm.  These 

give context and let people know, for business purposes, where you are. 

 In your 160 character bio, use words that describe you, rather than sentences. 

 Are you on Facebook?  Integrate your accounts so that your tweets hit your Wall 

by selecting the Post Your Tweets to Facebook button in your profile settings. 

 Consider using an online backup service (like Backupify.com) if you want or need 

to keep a copy of older tweets.  You can also use Visitmix’s Archivist (Web based 

and free download) to grab your – or anyone’s – tweets and download them to a 

file.  (http://archivist.visitmix.com/) 

Monthly 

 Review who you are following.  If you are not already adding people as you find 

them, spend a bit of time looking for people to follow. 

Quarterly 

 Change your password.  You may want to synchronize password changes across 

all of your social media accounts at the same time, whether you use the same 

password on all of them or not. 

 Review the Applications tab in Twitter settings.  This shows which sites you are 

sharing your Twitter messages with (Facebook, Linkedin, etc.).  If you aren’t 

using those sites or applications any longer, revoke access. 

http://archivist.visitmix.com/
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Facebook Checklist 

 Consider linking your other social media accounts to Facebook, in your general 

settings. 

 Review your security settings (secure browsing on, login notifications on) 

 Review your privacy settings.  The everyone and friends defaults are probably too 

broad.  In most cases, you can set the level of access to everyone, friends of 

friends, friends, and you.   

 How Tags Work defaults to letting your friends tag you and say where 

you are.  Consider changing those defaults to require your approval. 

 If you have been on Facebook before and are restricting access to your 

account, select the Limit the Audience for Past Posts to rescind access to 

Friends of Friends. 

 Review your profile to ensure your name, contact information, and profile 

picture are correct.  If anything’s missing, add it. 

 Review your profile to ensure you are not over-sharing information such as your 

birthday. 

 Select the Create a Page link at the bottom to begin to develop your law firm’s 

page. 

   Edit the Manage Permissions options to determine whether people can 

add content to your Wall. 

 Add the page’s profile picture and any other Facebook accounts you want 

to administer the page. 
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Monthly 

 Select Edit this Page and visit the Insights tab to see who is visiting your page. 

Quarterly 

 Change your password.  You may want to synchronize password changes across 

all of your social media accounts at the same time, whether you use the same 

password on all of them or not. 
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LinkedIn Checklist 

 Fill out your profile as completely as possible, including name, photo, 

headline, industry, and location. 

 Consider aligning your Twitter profile and your Linkedin Headline to use the 

same sorts of terms and ideas. 

 Review your settings.  In particular 

 Control how, and if, your Twitter messages will appear as Linkedin 

updates. 

 Select who can see your updates (everyone, your connections and 

their connections, just your connections, just you). 

 Select what tracks you leave when you are logged in to LinkedIn and 

look at someone else’s profile.  If you select anonymous, you lose the 

ability to track who is visiting your profile. 

 Consider linking your blog to your profile page (under Groups, 

Companies & Applications) 

 Turn off your activity broadcasts so that, if you decide to follow a 

client company, that information is not broadcast to your network. 

Quarterly 

 Change your password.  You may want to synchronize password changes across all 

of your social media accounts at the same time, whether you use the same 

password on all of them or not. 
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Google+ Checklist 

 Google’s new emphasis on incorporating real-time, social media results means 

that this could be one of the most beneficial profiles to fill out.  Make sure to 

take advantage of the additional external links you can add, to connect to your 

law practice or other online sites (like LinkedIn, Twitter, etc.). 

 Review your sharing and privacy settings.  The default behaviour is to share 

activity with all of your circles; you can make that sharing more selective. 

 Use your Google Contacts, Yahoo! Mail, or uploaded address book from your 

Microsoft Outlook software to populate a list of people to follow.  You can then 

drop them into circles. 

 A good organizational rule is not to create a circle until you have 

someone to put in it.  That way, you do not end up with empty circles and 

you may find that your initial idea for organizing changes over time. 

 Google+ shows you an empty circle at the start.  Drag the first contact 

into it, name the circle, and you’re on your way. 

 Once you’ve posted content, review your profile to see how it appears to others.  

If there is anything missing from your profile, or if you are sharing something you 

didn’t intend to, you can fix it before others start to follow you. 
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 Review your stream and the streams created by each circle.  You can increase 

and decrease the number of posts in each circle stream, using a small slider that 

appears at the top of the stream. 

Quarterly 

 Change your password.  Look at Google’s two step authentication to make your 

account harder to hack. 

 Review which other social media sites you have linked to your Google+ account and 

eliminate any that you are no longer using (“revoke third party access”). 
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What’s Wrong with This Profile? 
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About the Speakers 

Phil Brown (@psuba98) 

Phil practiced criminal law exclusively as a sole practitioner before joining Legal Aid Ontario as 

the Coordinator of Lawyer Relations. He was responsible for marketing the Legal Aid Online 

billing project which automated lawyer payments. The project had a 90% uptake by lawyers 

within the first 6 months. He joined the Law Society of Upper Canada in 2008 as Counsel in the 

Professional Development and Competence department and has been involved in CPD planning, 

accreditation, and certified specialist certification. He participates in developing resources for 

solos and small firm lawyers and for the past three years has worked on the Practice 

Management Helpline team assisting lawyers with issues related to the Law Society By-laws, 

Rules of Professional Conduct and professionalism questions. 

David Whelan (@davidpwhelan) 

David Whelan improves information access. He has worked for non-profits and academic 

institutions, managing small and large information, library, and technology teams. His interests 

have frequently led him to consult with businesses and other organizations on their technology 

and information issues. He focuses on the intersection of technology and information, including 

knowledge management, competitive and business intelligence, use of metrics and analytics for 

better decision-making and resource management, and emerging trends in information 

technology and information management areas. 
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Agenda 

9:00 Introduction and Workshop Overview 
 

9:10 Introduction of Participants 

9:20 What is social media and who is using it? 
 Contrast micro-blogging, blogging, and profile sites 
 Contrast sharing and consuming 

 
9:30 Private or Public 

  
9:45 Followers and Friends 

 How to identify people to follow 
 What to do when people want to join your social networks? 

 
10:20 Break 

 
10:30 Sharing 

 Original content 
 Passing on content (retweet, scraping) 
 Social content (comments, replies) 

 
11:10 Your Profile 

 Maximizing your profile (160 characters) 
 How would you craft your profile to avoid advertising or unverifiable claims? 

 
11:30 Keeping it Confidential 

  Reviewing your privacy and sharing settings 
 Resetting your passwords regularly 

 

 


