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1. LEGAL MARKETING ONLINE 

 

a. Why Marketing Online Matters 

 

i. Clients are going online for services: 

1. NFL TV viewership is down 40% this year (Nielsen). 

2. WatchESPN has grown 73% since 2015. 

3. Netflix viewership has grown 200% since 2012. 

4. The average person now spends more time online than 

with TV and all other media (newspapers, magazines, 

etc.) combined. 

5. The average person is connected to the Internet 5 

hours, 38 minutes, per day, according to the Wall 

Street Journal. 

ii. And yet, according to ABA Technology Survey (2015): 

1. 43% of law firms are not on LinkedIn. 

2. 65% of law firms do not blog. 

3. 75% of law firms are not on Twitter. 

4. 90% of law firms are not on Google Plus. 

5. 98% of law firms do not use Avvo. 

iii. Your competitor is not a law firm down the street. It is 

Rocket Lawyer, LegalZoom, Avvo, and other web providers. 

iv. You need to be where they go each day, and :it’s not the 

phone book., the bus stop, or the newspaper. 

 

b. Principles for Getting Clients Online 

 

i. Be found 

1. Websites 

2. Blogs 

3. Social Media 

4. Rating websites 

 



 2 

 

ii. Be authentic 

1. Talk like a person 

2. Honest and engaging 

 

iii. Be helpful 

1. Don’t be a boring business card 

2. Answer questions 

3. Solve problems 

4. Give away the milk 

5. Client-focused design 

 

iv. Be mobile-friendly 

1. More than 50% traffic is mobile  

2. Responsive web design  

3. Click to call and email 

 

v. Be accessible 

1. List your email 

2. Ditch the contact forms 

3. Or, keep contact forms simple 

 

vi. Be streamlined 

1. Eliminate friction from inquiry to hire 

2. Omit needless…steps 

3. Automate, replicate, and meet expectations 

 

2. BUILDING LAW FIRM WEBSITES TO GET CLIENTS 

 

a. Domain 

 

i. Law firm name versus exact match domain (EMD) 

ii. Shorter is better 

iii. Location plus practice area (EMD) is best 

iv. Consistency between domain name, business name, 

name/address/phone (NAP) listing, and content 

 

b. Hosting 

 

i. Sign up to host your website with a reputable webhost, i.e. 

Bluehost, Host Gator, etc.,  with a dedicated host location 

ii. Upgrade for https:// (vs. http://), which Google prefers, for 

encryption, data integrity, and security certificate 
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iii. Use VPS, a virtual private server, and not shared hosting, 

which, though cheaper, could result in slowdowns 

iv. Select a webhost with Wordpress integration 

 

c. Design 

 

i. Select a Content Management System (CMS) around which 

to design and customize your website, i.e. WordPress, Joomla 

ii. Most of the world’s websites are built on WordPress 

iii. Choose a template with customization 

iv. Build in-house, or use UpWork, 99 Designs, or a private 

developer to outsource customization and design 

v. Google sees text, not images, so build website around niche 

text content with easily navigable pages, menus, etc. 

vi. Mobile first, test responsive design and layout in Screenfly 

 

d. Content 

 

i. Content is king and your law firm is a treasure trove of 

content that you can add to your website: articles, briefs, etc., 

redacted of course with any identifying client information 

ii. Brief  Bar Review Article  Presentation  Web Blog 

iii. Google ranks websites with well-written, original, regularly 

updated content, better than static websites 

 

3. GETTING CLIENT REVIEWS 

 

a. Google Reviews 

 

i. Create a Google Business listing for your law firm at 

https://www.google.com/business/ 

ii. Create a Google Plus page for your law firm when you sign-

up for a Google Business listing 

iii. Wait 2-3 weeks to “verify” your listing with a postcard from 

Google sent to your law firm address 

iv. Use a service like Get Five Stars to generate a link for clients 

to directly leave reviews on your Google listing 

v. Note, clients must have a Gmail account to leave a review 

 

b. Avvo Reviews 

 

i. Claim your Avvo profile at http://www.avvo.com 

ii. Avvo is a Seattle-based lawyer directory company 

iii. It has expanded into Q&A’s, flat-fee legal services, etc. 
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iv. Avvo directories rank well because  

1. It generates ratings with badges that law firms add to 

their sites, and the linking boosts the ranking of its 

web pages, and  

2. It optimizes its pages with titles such as “Best criminal 

defense lawyers in Fairfax VA” using terms like “best” 

which clients use to search for lawyers, but regulations 

do not allow lawyers, as opposed to directories, to use. 

v. Avvo ratings allow clients and other lawyers to leave reviews 

about the lawyer on your profile, and the more positive 

ratings that you receive, the better you rank on the directory 

vi. The starred ratings show up in Google search results, i.e. 

structured data, similar to Facebook page ratings 

vii. Use Avvo to obtain a link to send to clients to provide 

reviews. 

viii. Do not ask a client to “leave a positive review” or other 

suggestive language; you will get better results and more 

response if you simply express appreciation for 

representation and ask for an honest review of how your law 

firm did  

ix. Reviews can be left anonymous, thereby respecting client 

confidentiality 

 

4. PAID VERSUS ORGANIC SEARCH 

 

a. Paid Advertising Online 

 

i. Facebook Ads 

1. Create a dedicated page for a practice area, attorney, 

or law firm, then buy ads through Facebook to target 

users within profile characteristics 

2. Go to https://www.facebook.com/business/products/ads 

 

ii. Google Ads 

1. Sign up for Google AdWords 

2. Purchase advertising for Pay per Click, which variable 

pricing depending on the search term by zip code 

3. Deposit funds to pay Google each time website clicked 

on after users search for a specific term, $1-50/click 

 

b. Organic Search 

 

i. Instead of paying for search results, you can optimize your 

web properties to rank well for key search terms 
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1. Charged with a crime? 

a. “criminal defense lawyer Fairfax VA” 

b. “defense attorney Fairfax” 

c. “shoplifting need a lawyer Fairfax” 

d. “lawyers in Fairfax” 

e. “lawyer near me for criminal case” 

2. Getting a divorce? 

a. “divorce lawyer Virginia” 

b. “divorce lawyer Fairfax” 

c. “family lawyer fairfax” 

d. “no fault divorce do it yourself” 

e. “how to file for divorce in fairfax” 

f. “cheap divorce lawyer Virginia” 

ii. Use the words that clients – not lawyers – use to find legal 

services 

iii. Focus group keyword searches in your community 

iv. Settle on a target keyword, build a page around that 

keyword, optimize page title, meta, h1 title, text, and URL 

structure 

 

5. APPS FOR LEGAL MARKETING 

 

a. Social Media Platforms 

 

i. Hootsuite (https://hootsuite.com) 

ii. Buffer (http://bufferapp.com/) 

iii. Mr. Reader (http://www.curioustimes.de/mrreader/) 

iv. Instapaper (https://www.instapaper.com/) 

 

b. Website Development 

 

i. Wordpress (https://wordpress.com/) 

ii. HostGator (http://www.hostgator.com/) 

iii. 99 Designs (https://99designs.com/) 

iv. Fiverr (https://www.fiverr.com/) 

v. Upwork (https://www.upwork.com/) 

 

c. Email Marketing 

 

i. Constant Contact (https://www.constantcontact.com/) 

ii. MailChimp (http://mailchimp.com/) 



How Law Firms are Successfully 
 Reinventing Themselves Through Technology 

 
By Jim Calloway 

Director, Oklahoma Bar Association Management Assistance Program 

Developing much empirical data on how law firms are changing today is somewhat problematic. 
Law firms who have had poor results mastering technology change are not inclined to publicly 
share that news and law firms who have had success often tend to keep their own counsel as 
well. 

But we can at least, through anecdotal reports and sharing among law firm consultants, 
determine a list of what to do and what not to do when looking at a major technology upgrade or 
a more broad law firm makeover fueled by technology. 

Reinvention is certainly an appropriate goal. The stereotypes of the law firm business model are 
often at war with the reality of good client service, even for the client who is well satisfied with 
the efforts of its law firm. Law firms are too often characterized as too expensive, slow to react, 
making matters unnecessarily complex, inconvenient and a whole host of negative 
connotations. 

Technology is certainly the area where most law firms can move to reinvent themselves. As was 
noted by The Wall Street Journal when it changed the name of its Business section to Business 
and Tech in early 2015: “Every business is a technology business. Whether it’s taxicabs or taco 
delivery, today’s enterprises are currently figuring out ways to manage the growth of information 
technology and to turn its disruptive potential to their advantage.” 

Our clients now use personal technology every day. The ideas that a law firm website cannot be 
viewed well on the smart phone or that lawyers do not make use of today’s technology to speed 
their work and save their client’s money are unacceptable. Not being up to speed on technology 
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that many, including teenagers, use daily can even raise questions in a potential client’s mind as 
to where else the law firm might be behind. 

Item Number 1 – The law firm formulates a strategic plan. 
Strategic planning is an important part of running a business. But mention a strategic planning 
retreat to members of most law firms and you will likely hear responses ranging from distain to 
outright hostility and refusal. Ironically, some of those who are the most hostile and dismissive 
are also those who will object the loudest when the firm makes decisions without obtaining their 
input. 

To many lawyers a strategic planning retreat conjures up visions of being trapped in a room led 
by a facilitator who spends too much time talking about intangibles like the law firm’s brand, 
mission statement, core values and its “vision for the future.” Meanwhile, many lawyers in 
attendance began to fidget in their seats, distracted by the “waste” of billable hours and the time 
they will have to work that evening catching up. The presence of several “eager beavers” sitting 
on the front row actively and happily participating may bring back memories of law school. 

I’ve participated in several strategic planning retreats and if the group consists of members of a 
law firm or some other attorney’s organization and the facilitator isn’t either a lawyer or someone 
with much experience dealing with members of the legal profession, their work is truly cut out for 
them. 

But strategic planning is important (most would say critical) for all businesses operating in 
today’s rapidly changing environment. Strategic planning is important for today’s law firm, 
including solo practitioners and small law firms. You can make the argument it is even more 
important for law firms than other types of businesses because the daily work of a law firm is 
serving clients and little attention will be paid to business improvements or long term goals of 
any sort on a day-to-day basis. 

Lawyers work very hard and stay very busy. It is important to step back regularly and look at 
possible improvements to the law practice to provide better client service and improve workflow. 
But planning is not just about the fine tuning improvements. It is equally important for new firm 
initiatives such as a new marketing outreach or expansion into a new substantive practice area. 
Many law firm leaders know what they want to accomplish already, but seem blocked by the 
lack of available time to research and implement these changes. Strategic planning is often the 
best way to determine how to free up resources for long-term goals − or to acknowledge when 
certain ideas will not be put into practice. 

We all appreciate that good planning makes any project go more smoothly. Your strategy 
relates to what you want to accomplish and the goals you set. Tactics relate to how you will 
accomplish your goals. A strategy for many businesses might be a desire to increase revenue 
or market share. Various tactics could include everything from spending more money on 
marketing to hiring more employees to increase production. 
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A retreat attended by all of the stakeholders is the traditional method of accomplishing a 
strategic plan. But if your firm cannot hold a retreat, it is still important to do strategic planning 
and involve as many as possible in the process. 

A traditional strategic planning model is the SWOT analysis. This indicates that the four areas of 
focus should be strengths, weaknesses, opportunities and threats. This approach identifies 
major positive and negative factors related to the firm and provides a framework for planning 
responses in each of the four areas. 

David Maister is an expert on the management of a professional service firms. He is a retired 
former Harvard Business School professor well-known for his book Managing the Professional 
Service Firm. He suggests dispensing the classic exercises of articulating the goals of a law 
firm. He believes all professional service organizations have the same goals: increasing 
productivity, improving client satisfaction, increasing the skill levels of those working in the firm 
and getting better business for the firm. The Strategy Library at DavidMaister.com has many 
articles, available for free.  

Maister argues that a professional services firm will have more success in its planning by 
developing a series of action steps. This allows the firm to move quickly to listing the planned 
actions, prioritizing them and then making assignments. The assignments include the action, the 
individuals who are responsible, the estimated time commitment and the due date. The plan 
should specify in writing what result determine successful completion of each element. Often 
success is creation or adoption of a detailed plan or program to go forward.  

Using this action step methodology may allow strategic planning to go forward with no weekend 
retreat or “all hands” meeting. But there must be tangible rewards for participation and penalties 
when assignments are not completed.  

Whether the process results in the law firm having a comprehensive strategic plan or many 
mini-action plans operating on different time frames is not relevant. What is critical is that 
progress on the identified steps is monitored and people are held accountable for completing 
their assignments. Hopefully all employees will be able see positive changes that improve the 
firm resulting from the planning process because it is very likely that this will become a regular 
part of the law firm’s business. 

Plans will always be subject to change and modification, especially in this day of rapid changes, 
largely fueled by technology advances. Dwight D. Eisenhower once said, “In preparing for battle 
I have always found that plans are useless, but planning is indispensable.” 

Whether your firm schedules a weekend retreat or an afternoon meeting followed by 
assignment of tasks and deadlines, the return on investment from planning should be positive 
and tangible, leading to planning as a regular part of business operations and not something to 
be dreaded and avoided.  

The great Yogi Berra passed away in September 2015. He was known for his skill on the 
baseball diamond and his quotable gaffes that nonetheless contained insights. My favorite 
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Yogism relates to strategic planning: “You've got to be careful if you don't know where you're 
going because you might not get there.” 

For more on strategic planning, especially from the larger firm perspective, your attention is 
directed to “A Big Idea for BigLaw? Just One Word: Strategy” by Michael J. Ostermeyer, a 
partner with Quarles & Brady LLP in Law Practice Magazine July/August 2013 edition. It is 
online at http://www.americanbar.org/publications/law_practice_magazine/2013/july-august/just-
one-word-strategy.html.  

Item #2 Behave As If It Were All About The Clients, Because It Is. 
For a lawyer to have a practice or for a law firm to exist, there must be paying clients. We are in 
a service profession. But it is easy to focus on the quality of legal services provided at the 
expense of customer service. Yet your clients pay as much attention to how they are treated as 
they do to the work product. (In fact, they may pay more attention to that.)  

So technology upgrades and strategic plans should always be tested against “how does this 
impact client service?” and “can we use this tool to better serve our clients?” One example 
might be building systems where clients receive automated timely updates on the status of their 
matters without having to ask for the update or being charged extra for it.  

Remember that clients pay attention to both your communications and work product. Failing to 
return a phone call, allowing a typographical error in a document or completing projects later 
than promised all contribute to the client’s overall view of the law firm’s competency and level of 
service. 

So an initial item of focus looks at what types of clients the law firm represents and what types 
of clients the law firm wants to represent. 

There is really a significant point of divergence between the law firm that primarily represents 
business clients and the law firm that primarily represents individual consumer clients. There’s 
even some divergence between the firm that represents primarily local businesses and one 
whose client base is more national in scope. 

Consumer clients 
For the purposes of this conversation, we will define consumer clients as individuals who are 
generally seeking help with personal, rather than business, legal matters. The hallmarks of a 
consumer client or are one who is not a regular consumer of legal services and may be 
completely unfamiliar with the legal system until they were sued, separated from their spouse, 
injured or arrested. 

The consumer client needs information and guidance about what has happened and what to 
expect. They will often be very apprehensive about the cost of legal services, having been 
conditioned by years of hearing that lawyers are “too expensive.” They may also be very 

http://www.americanbar.org/publications/law_practice_magazine/2013/july-august/just-one-word-strategy.html
http://www.americanbar.org/publications/law_practice_magazine/2013/july-august/just-one-word-strategy.html


5 
 

emotional about their current situation since it could involve family matters or what they perceive 
as an attack on their honesty and integrity. 

Among the many things that the consumer client will want are communications that are clear 
and understandable, along with convenience where possible. 

As I noted in my column in the September/October 2013 issue of Law Practice Magazine, “The 
Law Firm Convenience Store”: 

Some consumer-oriented firms may offer regular evening hours of operation. A 
potential client who would have a reduction in pay for business hour 
appointments might prefer a law firm that was open late every Thursday 
evening. Even a small business owner might appreciate not leaving his or her 
business during prime business hours. 

 “Open Thursday evenings” might be a marketing strategy and a client service 
strategy. It would likely not be too hard to implement, as law firm staff might 
easily trade working a Thursday evening for taking Friday afternoon off or not 
being charged sick leave for a medical appointment. 

But even if the law firm does not change formal operating hours, today’s 
successful law firm should try to be convenient and consider the client’s 
schedule. 

Full article online at 
http://www.americanbar.org/publications/law_practice_magazine/2013/septemb
er-october/practice-management-advice.html  

Business clients  
The key to success with a business client is for the corporate representatives to consider you as 
a trusted advisor and partner rather than as another operating expense – to be minimized when 
possible.  

That means that you need to demonstrate expertise in and understanding of a particular client’s 
industry and its business history. Successful lawyers often attend industry conferences and 
tradeshows to deepen their understanding of the legal challenges that this particular client is 
facing. 

Regular reports and updates are favored by most of these clients so that the general counsel or 
corporate representative will never be caught off guard if asked for an internal status report. You 
can demonstrate further value by passing along industry news and alerts (obviously at no 
charge) to the client. 

Most of the time you will be working with general counsel who hopefully understands the legal 
needs and challenges, but is ultimately responsible not only for a successful conclusion of a 
matter but also for the engagement’s budget and ultimate costs. 

http://www.americanbar.org/publications/law_practice_magazine/2013/september-october/practice-management-advice.html
http://www.americanbar.org/publications/law_practice_magazine/2013/september-october/practice-management-advice.html


6 
 

General counsel now have their own organizations to assist them with their work. One such 
organization is the Association of Corporate Counsel (www.ACC.com). They have devoted a lot 
of resources to their ACC Value Challenge and much of that material is free for download by 
anyone. Whether a particular business client is currently a member of the ACC or not, it is 
recommended that you review these materials as the ACC has become a thought leader and 
influences many business leaders. 

The ACC Value Challenge is summarized as “better outcomes – higher predictability – lower 
costs.” See http://www.acc.com/valuechallenge. There are many white papers available for your 
download and review. Representing businesses in the future will involve more budgeting than 
lawyers have been familiar with in the past, along with value-based fees and project 
management and process improvement principles. You want to be prepared when your 
business client attempts to discuss these concepts with you. 

Specific technology projects to reinvent your law firm 
Now let’s look at several specific projects and undertakings that you can use to reinvent your 
law firm. 

Practice Management Software Tools 
While practice management software tools will no doubt be discussed in detail in other sessions 
of today’s program, it is important to note that, in this writer’s opinion, there is no more important 
way for a law firm to reinvent themselves both from a client service standpoint and an internal 
efficiency risk management standpoint then to adopt paperless office procedures through digital 
files. While there are ways to do this without practice management software, it is not a good use 
of the law firm’s resources to attempt to reinvent that particular wheel.  

Whether you are a solo practitioner to work in a large law firm, paper client files should be 
relegated to a backup role if not eliminated entirely. The benefits are numerous even though 
there will be a learning curve and some changes in workflow. If you have not made this 
transition this yet, just imagine your future where there are no more lost files, few (if any) lost 
documents, where several lawyers can work on the same file simultaneously without fighting for 
physical possession of the client paper file and where a lawyer who is out of the office can login 
remotely and have complete access to all documents, notes and other information contained in 
a client file. 

It is not an overstatement to say that this is the most important thing that your law firm must do 
to reinvent your law firm through technology. 

Online Client Document Repositories 
One specific goal might be to provide clients with an online document repository during the 
representation. This has several potential benefits.  

http://www.acc.com/
http://www.acc.com/valuechallenge
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First of all, some individual clients may not be as organized as the law firm is in keeping their 
personal files updated. An individual might not be used to dealing with the amount of paperwork 
involved in some legal projects and might not have an adequate personal filing system to allow 
them to access the documents provided to them when they need to discuss them with their 
lawyer. Providing the client with a secure login to a document repository with all of the pertinent 
documents available will not only be a convenience for the client but will make it easy (and 
potentially less expensive to the client) when the lawyer needs to have a telephone 
conversation with a client representative and discuss several of the documents. 

Secondly, it provides greater security for client information. It is probable that on this very day 
hundreds of law firms will send documents to clients as email attachments for various reasons. 
Although lawyers are moving to adopt encryption for email transmissions, that is not universally 
used at this point and many clients cannot easily manage their end of the encryption process. 
While all documents exchanged during the attorney-client relationship can arguably qualify as 
confidential under a broad definition, many of them do not contain any information that will be 
detrimental to the client if disclosed. But it is easy to click the paperclip icon in Outlook and send 
an attachment quickly without going through the analysis of whether this particular document 
should be sent through the insecure email system. Providing a secure online document 
repository where a client can login and review all of their documents at any time is a huge 
added benefit to the client.  

This approach works well for corporate clients as well as individuals.  

Even though a corporate client may maintain a file of everything that the lawyer has provided, it 
is not always true that that file would be easily accessed remotely by a corporate employee 
while out of the office. There will be time that the document repository will be very convenient 
and useful even for the most organized client. Providing these repositories when other law firms 
do not do so will allow your law firm to shine, particularly if the client uses several law firms and 
notes that your representation is more convenient because of the client document repositories. 

Logging into repository and being able to open the documents on demand is easily 
accomplished today as there are a variety of services to assist the firm. 

For smaller law firms, many of the practice management software packages include client 
document repositories as a part of their services. Because these are part of the practice 
management solution that the lawyer is already using, it is a quick and easy matter to select the 
documents that are to be made available via the client repository. 

There are also a number of standalone services that can be used by a law firm to develop their 
own secure client document repository without the need for sophisticated IT or custom 
programming help. Your attention is directed to Netdocuments® 
(http://www.netdocuments.com/en-us/) and Citrix ShareFile (https://www.sharefile.com/ ) as 
examples. 

http://www.netdocuments.com/en-us/
https://www.sharefile.com/
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Who is your Document Czar? 
Law firms produce documents – lots of documents. From emails to contracts, from legal opinion 
letters to pleadings filed in court, documents are a large part of our work product. 

But many law firms are not as good at their document creation as one might expect. 

Do not misunderstand my words. Lawyers are great at the substance of legal documents—
world class in a very real sense. 

But the process of producing these documents could stand a real upgrade at many law firms. 
That hasn’t been as significant a problem in the past as it will be in the future. We have all been 
in the process of incorporating changing technology tools into our practices. Lawyers in the 
future will not spend nearly as much time drafting long, detailed legal documents as they do 
today. They may produce just as many −or more− of these documents, but the time invested 
should be much less. That is because much more time will be invested in designing expert 
systems that will do most of the drafting work. 

Difficult problems in government sometimes are approached with the appointment of the Czar, 
is the point person for a particular issue with other agencies made subordinate. Maybe your law 
firm needs to appoint a permanent Document Czar, who will work with all practice groups and 
lawyers to improve document drafting and creation. 

Right now you may be thinking, “But I know how to use Microsoft Word. Everybody knows how 
to use Microsoft Word.” 

Barron K. Henley with the Affinity Consulting Group has spent a great deal of time educating 
legal professionals on more effective ways to use Microsoft Word. He says lack of awareness is 
part of the problem.  

“You can use Word for twenty-five years and your skill level will be the same as it was 
approximately 2 weeks into using it,” said Henley. “Many of the features are hidden, so you 
won’t stumble onto them.”  

So the law firm marches on. Many employees sense there is a better way, but people working at 
other law firms confirm they also spend time dealing with document formatting challenges.  

Do you use the standard Word template for everything (the Normal.dotm template in Word 
2007-2013) or select a custom template depending on the type of document to be drafted? Are 
your legal forms ones that originated in Microsoft Word 97 with hidden formatting built in layers 
upon layers and sometimes producing unexpected results?  

So what’s a lawyer to do? The good news, according to Henley, is that you don’t have to know 
how to build a car to drive a car. Setting up proper templates for various word processing tasks 
is the “low-hanging fruit” of potential law office efficiency gains and a skill not required for every 
end user, he says. So the initial task for your Document Czar is conducting interviews to 
determine what templates would be useful for the lawyers in each practice group, building them 
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and showing the lawyers how to use them. Teaching a lawyer how to use properly constructed 
templates is a five or ten minute training task.  

Templates and other smart document assembly tools built within Word are quite powerful. 
Barron Henley related a story about his consulting work for an in-house legal department. Their 
institutional employer had a fair amount of employee turn-over and there were four different 
paths out of employment, each requiring variations in the paperwork. Completing the paperwork 
took about an hour of lawyer time. Henley created one smart Word document that handled all 
four types of matters. The lawyer started by selecting the type of departure and the document 
instantly changed to reflect that selection, with areas to complete needed information. Drafting 
time for a completed document went from one hour to five minutes.  

Styles are an important part of Microsoft Word. Henley notes, “you cannot use Word without 
using styles. The important factor is whether you are cognizant of using the styles or not.”  

You can learn about someone’s proficiency with Microsoft Word by asking them about styles. If 
they either do not use styles or rarely use them, they are not a Word power user. A power user, 
or someone who works with a power user, uses styles frequently and will have custom styles 
that were modified or created in-house. 

Designing templates and training on styles will be just the beginning for your Document Czar. 
They should also serve as a help desk for anyone trapped in a broken or poorly designed Word 
document. They will help the lawyers by cleaning up old documents with too much old 
formatting in them. They will guide the lawyers toward more document standardization.  

But that is just the first phase of this employee’s job description. 

(Author’s note: The preceding was adapted from my column in Law Practice Magazine “Your 
Document Czar.” If you want to share it with anyone the link is 
http://www.mazdigital.com/webreader/30731?page=76 ) 

Automated Document Assembly 
The real work of Document Czar is leading the firm in implementation of powerful document 
assembly tools. These tools have reached a maturity level which means they should be 
implemented in law firms across the board. Your firm may be using document assembly 
already. You should be. 

Take the above example of the smart document for employment termination documents and 
apply then to private practice. An estate plan billed hourly might take several hours with an 
average fee of $2500 - $3000. The firm invests tens of thousands dollars to reduce the time of 
document creation by 75%. Maintaining an hourly fee structure for this reduces the fee in way 
that is unfair to the law firm, not accounting for potential liability and professional responsibility 
while denying the firm recovery of the cost of streamlining the process. Charging a flat fee of 
$2000 makes the matter more profitable for the firm and more affordable for the client. 

http://www.mazdigital.com/webreader/30731?page=76
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Affordable document assembly tools are available today and the law firm that wants to stay 
competitive will investigate the tools and begin implementation. While many lawyers are 
reluctant to believe this, using the tools of automated document assembly will not only speed 
creation of documents but will make them more error-free. 

Even using the limited assembly tools contained in Microsoft Word can have immediate 
benefits. 

Microsoft Word Quick parts  
Quick Parts (see http://tinyurl.com/3ctjf4s)  is an extremely easy to use tool contained within 
Microsoft Word 2007 and beyond.   

Quick Parts allows you to build a library of “parts” just like the name implies.  These parts can 
be a short phrase, a signature block or text that is several pages long.  Creating Quick Parts is 
very simple.  Select the text you want to turn into a Quick Part, click on the Insert tab followed 
by the Quick Parts icon and ‘Save selection to the Quick Parts Gallery.’ 

 

Office 2007 

 

Creating a Quick Part consists of naming the part, assigning a category, entering a description 
(optional) and choosing the insertion option. You can create your own library of categories to 
facilitate storing associated Quick Parts together.   In addition to naming the Quick Part, each 
Quick Part has space where you can enter a description for the part when you are creating it. 

The Create options let you determine whether the text should be inserted as content only, in a 
new paragraph or on a new page. By default the text formatting will match the document it is 
being inserted into. This is a huge time saver when you insert a paragraph of frequently used 
text which needs to be fully justified and right and left indented!  If you have text that always 
needs to be inserted specifically, Quick Parts can handle that too.  Imagine inserting those 
specially formatted, perfectly typed paragraphs or pages with a few keystrokes or clicks of your 
mouse!    

 

Office 2013/365 

http://tinyurl.com/3ctjf4s
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A keyboard shortcut is automatically created every time you create a Quick Part.  This shortcut 
is the name of the Quick Part.  How you manage your naming convention for Quick Parts is up 
to you, but when you want to insert a Quick Part you can simply start to type the name for the 
part and then hit the F3 key and the text will be inserted.  Obviously there is room for some 
thought in this process. Abbreviations will work, but they need to be unique.  You may already 
have created a naming convention for document pieces parts that you go searching for when 
you want to reuse them.  Integrate those names and text into your Quick Parts library. 

Built-into practice management software programs 
Many of the popular practice management software programs allow for the assembly of 
documents using the data already in the client’s digital file.  These tools are developing rapidly 
and it is anticipated that those that do not have this capability are working on developing it. This 
is a feature to review when you are selecting a practice management software solution. If you 
have practice management software solution already, it may contain more of these capabilities 
than you have known previously. 

Third party free-standing document assembly tools.   
Here are the websites for three of the leading programs: 

Hot Docs™ http://www.hotdocs.com/  

XpressDox Docussembly™ http://www.xpressdox.com/   

http://www.hotdocs.com/
http://www.xpressdox.com/
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ProDoc® http://www.prodoc.com/general/document-assembly.asp   

There are many others. 

Those of us who are heavily involved in legal technology sometime refer to an application as 
being the “gold standard” of performance for a particular area or function. Is HotDocs™ the gold 
standard of document assembly applications for law firms?  Yes and no.  It is a quickly changing 
arena and the revised HotDocs™ business model and cost make it more and more the tool of 
larger law firms.  Smaller firms that are higher volume document intense practices are also 
ready candidates for advantaging the power of HotDocs™ .   

Is there a place in the solo and small firm market for HotDocs™ ? Yes, but the smaller firms 
should thoroughly investigate other document assembly options before investing in HotDocs™, 
such as the Microsoft Word plug-ins.  

Microsoft Word plug-ins.   
These tools install as a tool bar in Microsoft Word and are designed to make the creation of 
templates much easier and reduce the learning curve, although it should be noted that some of 
the practice management solutions also install a Microsoft Word plug-in. 

The Form Tool™ (www.theformtool.com) has a graphical interface that allows one to customize 
the firm’s form documents into a fillable form.  One particularly valuable feature of The Form 
Tool™ is that it creates at the bottom of each created document a table that is used to fill the 
data into the document.  One of the parts of document creation in the law office that is both 
expensive for the client and tedious for the lawyer is the constant reproofing of documents to 
make sure that there are no errors.  While one cannot avoid some degree of proofreading until 
one becomes very comfortable with the system, eventually one will be able to proofread a 
document created by The Form Tool™ by merely examining the variables that were given The 
Form Tool™ very carefully and then glancing through the document to make sure there are no 
glaring errors or omissions.   

In Pathagoras™(www.pathagoras.com) a lawyer can just pull up the firm’s form in Microsoft 
Word and replace all of the various variables (names, dates, prescriptions) with the name of the 
variable surrounded by brackets. (e.g. replace Betty White with [Client Name]) Then 
Pathagoras™ can be used to scan the documents and generate a table for all of the variables.  
This is a simple two column table with a column on the left indicating the names of all the 
variables and the column on the right having the blanks so that the document can be completed.   

Pathagoras™ provides a free 90 day trial. The first license is $379 and additional licenses are 
$250 per user.  Pathagoras™ has built a strong reputation for excellent customer service.  They 
also issue frequent updates which are free. 

Both Pathagoras™ and The Form Tool™ will give you an option to save the client information in 
a data file so that it can be reused again to create future documents.   

http://www.prodoc.com/general/document-assembly.asp
http://www.theformtool.com/
http://www.pathagoras.com/
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One unique thing about Pathagoras™ is that the basic user can create templates and actually 
implement document assembly within the law office by only using the open bracket key and the 
close bracket key.   

Both Pathagoras™ and The Form Tool™ allows the basic Microsoft Word user to create 
templates and actually implement document assembly within the law office in a few hours.  The 
Form Tool™ is available as a free download but that version is not recommended. The Form 
Tool™ Pro version is only $89. In early 2014 The Form Tool™ released a version called 
Doxserá™.  This most recent version is even more powerful than the Pro version and there are 
already plans for another upgrade soon this year.   

Both tools have online video tutorials. Their friendly interfaces and full featured capabilities 
make them excellent contenders for your document assembly dollars.  

Speech recognition 
If you are not a speedy typist, you really need to be using speech recognition software.  

If you are a decent typist, but not nearly approaching the speed of a trained legal secretary, you 
also need to be using speech recognition software.  

In fact almost anyone who creates documents should take a look at using speech recognition 
software. 

Dictating is much less tiring than pounding a keyboard, but who can afford to pay for trained 
transcriptionists in the law office anymore? 

The Dragon NaturallySpeaking line is really the only game in town. I dictated these two 
paragraphs using Dragon NaturallySpeaking Professional Individual edition without a single 
error. (Although I did have to go back and change a few capital letters.) The purchase price for 
that product starts at $300. 

My two Dragon tips are: 

1. Always use the plus and minus keys on the numerical keypad part of your keyboard to 
toggle Dragon off and on rather than using the verbal commands “wake up” and “go to 
sleep.” Dragon is a resource hog. When you have it in sleep mode, it uses system 
resources to listen for the “wake up” command, which could slow down other functions of 
your computer. 

2. While you can dictate directly into an email in Outlook, I don’t do that if I have already 
filled in the TO: line or if it is a reply. Instead I dictate into a Word document and then 
paste the text into the email. The reason is simple. Dragon can also be used to verbally 
execute commands and, if it misunderstands something I have dictated as the command 
Send, it will then send off my half-completed email. 
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Written Policies related to client service 
This isn’t exactly a technology tip, but it is an important tip as far as maintaining ongoing client 
relationships in an increasingly competitive legal marketplace. Our clients are the sole reason 
for our businesses. If there are no clients, there is no law firm. 

So it is incumbent on your firm to adopt written policies relating to some of the things that most 
annoyed clients. 

The most common complaint about lawyers made both to bar officials as a grievance in general 
complaining to others on the street is lawyer’s failure to return telephone calls or otherwise 
communicate promptly. The firm should adopt a written policy that telephone call should always 
be returned within some time period. (48 hours is one suggestion, but that may be too long for 
some clients and some situations.) This should be communicated to clients at the beginning of a 
new representation so that the client’s expectation is in line with the law firm’s policies. 

Lawyer should strive never to have a client sit in the waiting room more than five minutes after a 
scheduled appointment time. Everybody is busy these days and whether your client is an 
injured steelworker who is off of the job or a corporate executive, it is still discourteous for them 
to have to wait a significant amount of time when they have a scheduled appointment. 

If you are not certain what other unintended things the law firm may be doing or perhaps not 
doing that causes clients to become annoyed or unhappy, the investigation is pretty simple – 
just ask the client. They will certainly tell you if they are having problems. 

Improving lawyer’s individual skills 
It’s no secret that lawyers as a profession are often slow to adopt new technology tools. 

The attendees at this program are no doubt an exception to that general rule. 

However, as noted at the beginning of this program, every business today is a technology 
business and that is certainly very true for businesses like law firms that spend most of their 
business activities in creating, analyzing and processing information. 

You have probably heard the story by now of Casey Flaherty, who as assistant general counsel 
for Kia Motors thought his outside counsel did great legal work, but was perplexed and stunned 
by how poorly some of them used their computers. One example was a law firm where the 
associates were not aware they could generate a PDF from their computer and so printed out 
documents on paper and then ran them through the centralized scanner to create a PDF file, 
merrily billing all the way. 

Casey Flaherty created his Legal Technology Assessment (http://www.techassessment.legal/) 
to allow lawyers to test their technology skills on common legal tasks with clients being able to 
see the results in certain circumstances. You may not want to sign up for the assessment, but 
part of being a successful lawyer today is incremental improvement on your technology skills. 

http://www.techassessment.legal/
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One easy way to do this is simple “lunch and learn’s” where training is done in fifteen or twenty 
minute increments. 

However you do it, having good technology skills to effectively accomplish the tasks that you are 
involved in frequently is a part of being a successful lawyer today. 

Better social media outreach. 
Let me begin this section by saying that I believe that Facebook is generally a huge waste of 
time. I check Facebook about every evening from my phone. The fact that it is largely a waste of 
time does not detract from the fact that it is very habit-forming. Long ago I decided to try to avoid 
ever checking in on Facebook during business hours since I only used it for personal things and 
not any business function. 

Having said all of that, social media is a significant and important communications tool and most 
law firms should have some sort of social media presence. How that is done depends on what 
type of practice a firm has and what type of clients the firm wishes to attract. 

But the Internet has grown to such an extent that the old phrase “surfing the web” is fairly 
meaningless. Today information is served up to us through our various news sources and our 
social media contacts. A decade or so it was a very poor decision for a law firm not to have a 
webpage, whether the main purpose was to obtain new work or just to have an outpost so that 
people searching for the firm online could find it easily. 

We are moving rapidly towards a time where a firm failing to have a Facebook page or to be 
engaged in other social media is the functional equipment of not having a webpage at all. In 
addition, doing targeted promotion campaigns via Facebook or other social media can be very 
inexpensive and useful for law firm messaging. 

Conclusion 
Reinventing the entire law firm is a Herculean task. Sometimes it is necessary such as when an 
esteemed senior partner and rainmaker leaves the firm or passes away. Other times it may be 
occasioned by changes in the law that negate an entire practice area or otherwise impact the 
firm. Most businesses today spend a lot of time on improvements and trying new things. 

Lawyers have honed and improve their practices as well over time. But these improvements 
often involved a grand legal strategy, a trial technique or an improved method of tax planning.  

Historically, not as much time was devoted to process improvements or examining workflow in 
many law firms. This has changed over the last decades in most firms. But is still a challenge to 
implement technological change. In many ways a technology makeover for a firm feels like 
trying to overhaul the engines on an airplane without landing the airplane. So rather than an 
entire makeover incremental progress and targeted change in a particular area (like automated 
document assembly) is probably the best route.  To end with a terrible cliché, it’s like the old 
question of how do you eat an elephant? One bite at a time. 
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