
We all want to be more effective with social media. These platforms have become so many 
things — 24/7 digital signposts for brands, always-open public squares, tireless news feeds for 
industry trends. But the torrent of information (and banter-debate-chatter) may leave us 
confused about how to get the most out of social media.
 
1. Keep a schedule: Pick two or three points in the day (morning, noon, night, maybe), set the clock for 10 minutes, and get your 
tweets/posts done then. Knowing you have x minutes to get your message across will keep you focused (and limit straying). When the 
buzzer chimes, leave. 
 
2. Tailor your circle. Follow people in your industry or people who are clients. The cat video guy is funny, yes, but helpful? Probably 
not. 
 
3. Pick your spots. There are a slew of sites now, but only one of you and you can’t be everywhere. Pick a few spots — Twitter, LinkedIn, 
Facebook, Instagram, maybe — and focus on those. Also, know you can repurpose content. An article shared on one spot can be shared 
on another, with a slight tweak to the text.  
 
4. Know your audience. Your circle’s posts will clue you in on how to engage. If they’ve posted an article from Fast Company (or Slate, 
or Newsweek, you get the idea … ), say how that applies to something you’re working on and why. 
 
5. Explain your goals. What’s the Bar’s initiative? What are the big topics for 2019? Talk about them. Explain your strategies (if they’re 
not secrets). 
 
6. Behind every avatar is a person … Do you consider robocalls human interactions? Didn’t think so. Autoreply or canned responses 
to posts are equally fake (and hollow). Engage with the person on the other end (this goes back to the prior step on hearing your 
circle). 
 
7. Show yourself. Say how something you’re sharing inspires you, or gets you thinking, e.g., This article reminded me of a time I 
learned, or laughed, or felt grateful …
 
7. Show me: That cliché about a picture being worth a bunch of words isn’t far off. Letting people see you in action will give a sense 
of what you do … and let your circle put a face to the name. Video also gets people watching and thinking of you. Go on camera for 
even a half-minute and say (or show something) related to your message. Show your team in action. Everyone shoots video.
 
8.  Follow the hashtags: People in the Bar will be talking about topics that matter to them. They’ll also give you a sense of the current 
and the trending. Use them to keep your posts directed.
 
9. Ask me another … Get the conversation started by asking your followers what’s on their minds. What do they want from the bar? 
How do they see the Bar’s role. How can we get people to think about lawyers as resources?
 
10.  Use your head. Politics, religion, controversy. We all have positions on these things, as Madonna said in “Dick Tracy,” “I’m on the 
same side I’m always on, mine.” Unless you’re a political consultant (and last I looked you probably aren’t) keep these thoughts o�ine. 
 
11. Direct tra�c. Just as you can use tweets/posts to promote the content or your followers, use can use them to drive tra�c to your 
own websites. The Bar does stories on topics that matter to its lawyers and clients. Link to them. 
 
12. Reward. People love likes and reshares. Show the love for posts you like. Explain why you like a post, e.g., Attorney Barbara’s firm’s 
initiative paid in her client’s life. 
 
13. Host a meeting. Schedule half-hour (or hour) to have a member of the bar lead an online discussion (with a hashtag signpost). 
Pick a topic on the bar’s agenda and assign someone from your team (maybe you) to lead a discussion. This will help you stay 
top-of-mind and engage your audience.
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