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What is the History of Attorney Advertising?

In 1908 the ABA banned lawyer advertising, believing it 
shined a negative light on the profession

Lawyers were allowed to be listed in directories, print 
business cards and letterhead, but all other forms of 
advertising were not permitted 

In 1977 the U.S Supreme Court ruled in Bates v. The 
State Bar of Arizona that the ban was unconstitutional

Rule 7.2 [1] – “Advertising involves an active request for 
clients, contrary to the tradition that lawyers should not 
seek clientele”



What Happened?



Why Do These Attorneys Advertise?

Attorneys in a practice with low margin/high volume 
work have to advertise like this and most B2C work is 
low margin

A large amount of B2B work is developed through 
relationships or reputation and may take years to yield 
results

Note: if you are in a large B2B firm, but have a practice that is 
high volume/low margin, you should be advertising

Many law firms may think they are not advertising, but 
in fact, almost all firms are and are subject to the rules



Georgia Rules of Professional Conduct:
Part 7 – Information About Legal Services

7.1 – Communications concerning a lawyer's services
Unjustified expectations

Basically, do not lie

“Fails to include the name of at least one lawyer” 

These rules apply to all lawyers and law firms

Applies to every communication



Georgia Rules of Professional Conduct:
Part 7 – Information About Legal Services

7.2 – Advertising
Lawyers can essentially advertise in any medium

Television

Radio

Magazines

Billboards

Buses

Etc.



Georgia Rules of Professional Conduct:
Part 7 – Information About Legal Services

7.3 – Direct contact with prospective clients
Written communications need to be clearly marked with the 
word “advertisement” no smaller than the largest type used in 
the body of the letter – exemptions are:

Close friend

Relative

Former client

Someone reasonably believed to be a former client



Georgia Rules of Professional Conduct:
Part 7 – Information About Legal Services

7.4 – Communication of fields of practice
The “specialist” rule for having a niche – a lawyer must actually 
be certified as a specialist to use that term

Use other terms, such as “focuses on” or “has extensive 
experience in”



Georgia Rules of Professional Conduct:
Part 7 – Information About Legal Services

7.5 – Firm names and letterheads
Cannot use tradenames unless it includes the name of at least 
on active member of the firm

“The Technology Firm” – not OK

“Combs Technology Law” - OK

Firm names using only deceased or retired members of a firm 
are OK.



Ethical Questions From a 
Legal Marketing Professional

Should everyone be able to say they do “complex litigation”? 
What does that even mean? Isn’t that misleading? 

When is a law firm going too far with making certain claims and 
what disclaimers are needed?

What are the rules about naming specific clients and listing 
specific cases?

Should law firms who had only a minor role in a case be able to 
claim it as a representative case? Should they have to disclose 
their actual role?

Can a firm give examples of work product? Would clients like 
that?

Should the rules be different for advertising to sophisticated 
consumers?



Digital Media Matters

What are some of the digital marketing tools currently 
being used by lawyers and law firms?

Websites

Blogs

Social media

Third party websites

Mobile device apps

E-Newsletters

Client alerts



Don’t Use Digital Media, Unless…



…You Have a Plan

Answer these questions before starting any digital media 
project:

What are you trying to accomplish?

Who is the target audience?

What are they most likely looking for or interested in?

What do you want them to know about you and your firm?



Websites

Everyone should have one

Most important digital marketing tool

It is the public “face” of the firm

You can track how viewers get to your site and at times 
where they are



Websites

“Candidly, a bad law firm Web site would be like 
showing up to a meeting with me in a crumpled 
suit.”

“A prospective firm’s Web site is my introduction 
to the firm. Of the firms I am considering, I look 
at each of their Web sites first and then narrow 
down the firms before calling them.” 

“If I can’t find the firm’s site and easily navigate 
it, that’s a problem.”

“The information from a firm’s Web site is usually 
a key factor in the selection process.”

“A firm’s site is always a starting point before the 
interview. They won’t get the interview if the Web 
site doesn’t have a bio that we’re interested in.”



Websites

“Small and mid-sized firms need to have a quality site 
even more than large firms because the smaller firms 
have even less brand value on which they can sell me.”

“For a mid-size firm to have a good Web site is an 
indication of sophistication – it shows me they can play 
with the big boys.”

“For any size firm, large or small, the quality of their site 
can tell you how well-managed they are and whether 
they are on top of things.”

“We don’t have a different standard – we’d expect the 
same kind of things. I would want it to be robust like a 
large firm site.”

“If they want to be competitive, they should make sure 
they have a great site.”



Websites

Biggest mistakes law firms make:
Too busy

Cookie cutter – no differentiation or direction

Written for the lawyers and not for the target audience











Blogs

Only have one if:
It is going to be updated regularly

It fills a unique niche

The content is relevant to your target audience and easy to read

You are going to be proactive about sending the link out to all of 
your contacts, asking other bloggers to trade links and whatever
else it takes to develop readers





Social Media and Third-Party Sites

LinkedIn
Probably the best one to start with
People are still not comfortable with it

Facebook
Some firms have pages, but most have very few connections and it is 
mostly employees
Why would anyone be interested in a law firm Facebook page?

Twitter
More firms on Twitter than Facebook
Follow clients and ask them to follow you
Media



Social Media and Third-Party Sites

Martindale Connected
Specifically set up for lawyers

Not sure how many people are using this

TBD if it will ever catch on

Legal OnRamp
Social networking site designed for in-house lawyers

Quite a few members, but little activity or quality content

Blog links might be the best feature



Social Media and Third-Party Sites

Wikipedia
Very high search results

Completely editable (not just by you)

Higher credibility level

AVVO
Automatically creates bios and firm profiles (Should that be allowed?)

A major hassle to update multiple lawyer bios

Chambers/Super Lawyers/Best Lawyers/Etc.
Usually paid listings

Not extremely credible

Marginal value



Other Digital Options to Consider

Smart Phone Apps

E-Newsletters

Client Alerts

Posting or Linking to News Items About Your Firm

Mobile Device Optimization

Text Sizing Features

SEO



Questions?


