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There’s a good reason for this—LinkedIn has almost 600 million members and is easily the most 
“target rich” social media platform for a lawyer with a business-oriented practice. LinkedIn is a 
professional network, which means that people are spending time there for the purpose of doing 
business. There is no doubt that LinkedIn is the best place online for lawyers looking to grow their 
networks and their practices.

The problem, however, is that too many lawyers use LinkedIn as a place to connect and scroll 
through other people’s posts, rather than as a tool to aid in business development. LinkedIn has 
everything a lawyer might need to establish relationships that lead to new business. It’s just a 
matter of leveraging the tools to best effect.

This guide provides you with step-by-step instructions on how, where, and why to devote your 
time and resources on LinkedIn. Part One describes the fundamentals of creating a profile that 
stands out, a network that matters, and the tools at your disposal. Part Two takes a deeper dive 
into how to create content that spreads and builds your personal brand as a thought leader in 
industries you serve.

Let’s get started—here’s how to achieve success as a lawyer on LinkedIn.
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According to the 2016 ABA Legal 
Technology Survey report, more than 
93% of lawyers surveyed now use 
LinkedIn, with large firm attorneys 
using it the most.
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Part One
The Fundamentals
LINKEDIN FOR LAWYERS STEP 1 

Pick a Niche. As I’ve written about before, if you want to build a profitable book of business, 

it’s important to have a niche legal practice. Having a niche allows you to communicate your 

value proposition to a distinct and highly targeted market. Your message can be more relevant 

and contextualized to your audience, and penetrate the conversation going on in the industry 

you’re focused on. You can become an insider who’s trusted, not an outsider who’s viewed with 

a skeptical eye. The same holds true if you want to have success as a lawyer on LinkedIn. You 

can make connections with anyone. But you should be connecting with members of your target 

market. Having a niche focus should inform everything you do on LinkedIn (as explained below), 

from how you craft your profile to what content you create and share.

LINKEDIN FOR LAWYERS STEP 2

Craft Your Profile. The point of spending time on LinkedIn is to make connections with 

those in your niche market, create awareness of your personal brand, and to position yourself as 

a thought leader and expert. The connections you make and the content you share on LinkedIn 

should serve as digital breadcrumb trails back to your profile. The problem is that most lawyer’s 

LinkedIn profiles read like online resumes which focus on education and practice area descriptions. 

Instead, write a profile that focuses on how you help your specific, targeted audience, consisting 

of potential clients and referral sources within your niche, to achieve their goals and solve their 

problems. Your profile should make it clear who you are, what you do, and the unique value and 

benefit you can provide to members of your specific market niche. Speak the language of your 

audience, not the language of a lawyer, in your profile.
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LINKEDIN FOR LAWYERS STEP 3

Build Your Network. Once you’ve optimized your profile, find members of your target 

audience and invite them to connect. LinkedIn is a big, powerful search engine for finding your 

ideal audience. You can use LinkedIn’s Search function to search for people and filter results by 

factors including job title, geographic location, industry type, company name, and school, among 

other things. If you know with great specificity who you serve, then the job of finding people with 

whom to connect using LinkedIn’s tools becomes much easier and more effective. 

 
LINKEDIN FOR LAWYERS STEP 4

Join Groups. In addition to making personal connections, find LinkedIn groups that are 

relevant to your niche and join them. There are thousands of groups that focus on almost every 

industry niche imaginable. They consist of people with shared interests, including, hopefully, the 

type of valuable content that you will be producing and sharing. By enabling groups of like minded 

people with similar interests to form communities, LinkedIn does the hard work for you. You just 

need to cast your line into a pond already stocked with fish.

 
LINKEDIN FOR LAWYERS STEP 5

Share Content You’ve Published Elsewhere. There are several ways to share your 

content with your LinkedIn network. If the content is published on another platform, such as your 

firm’s blog or a third party website, then write a short summary and share the article URL using 

the “LinkedIn Status Update” in your LinkedIn Profile. If someone from your network “likes” or 

comments on your update, then it will be shared with their network. The more likes you earn, the 

more broadly your content will be spread. You can also share your content directly to the groups 

you are a member of. 
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LINKEDIN FOR LAWYERS STEP 6

Publish Directly on LinkedIn. In addition to sharing content you publish elsewhere 

through status updates, you can publish content directly on LinkedIn’s publishing platform. All 

LinkedIn members have access to the platform, so it provides a great opportunity to expand your 

reach beyond your immediate network.

LINKEDIN FOR LAWYERS STEP 7

Share Other People’s Valuable Content. Keep in mind that you shouldn’t only 

be sharing your own original content on LinkedIn. Add value to your network, and develop 

relationships with influencers within your niche, by sharing other people’s valuable content as 

well. This is an easy “small win” that takes little effort but pays big dividends.

LINKEDIN FOR LAWYERS STEP 8

Use LinkedIn Video. When social media platforms roll out new features, they make a big 

effort to get users to adopt and start using them. Once the feature becomes popular, the platform 

starts to dial back distribution on the feature, and typically begins charging users to reach a 

wider audience. For example, for several years after Facebook rolled out “Fan” pages (the pages 

maintained by businesses and organizations), a post published by the Fan page administrator 

would be pushed out to the feeds of 100% of users who previously “liked” the page. Now only 

about 15% of users see such content. If a Fan page administrator wants to reach more people, it 

must “Boost” a post (i.e., pay Facebook an advertising fee).

In 2018, look for opportunities to play “social arbitrage” by pushing out your content via new 

social media platform features that allow you to widely distribute content for little or no expense. 

The best opportunity for attorney personal brand building on social media in 2018 is LinkedIn 

video. LinkedIn video was made available to most users in August 2017, and LinkedIn is making a 

hard push into the video space; you may have noticed that more and more video is being posted 

on your LinkedIn feed. Therefore, if you make and post video content (for example a webinar or a 

short “how to” tutorial) on LinkedIn, it’s likely to be widely distributed and viewed.
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LINKEDIN FOR LAWYERS STEP 9

Engage in Dialogue Online. Now we get to the heart of the matter: business development. 

All the work you do on LinkedIn to carve a niche, create and share content, and create awareness of 

your personal brand, is building toward opportunities to generate business. Like most other social 

media platforms, LinkedIn offers users the opportunity to interact directly with contacts through 

its Messaging service. Lawyers who pay for a Premium plan can message those outside of their 

networks as well. 

Begin reaching out to members of your network directly, but do so in a way that serves their 

interests (and yours as well, but in an indirect way). One way to do this is to offer your connections 

a valuable resource that’s relevant to their business. Because your connections are members of 

a niche audience, it should be easy to create something that is highly relevant to them. Make the 

resource available for download on your website or blog in return for a user’s email address. Send 

messages via LinkedIn introducing yourself, and include a link to your free resource. The goal is 

to get your connections to visit your site so you can build a targeted email list that consists of 

people in your target market. This will allow you to have a more direct (and scalable) conversation 

that continues to showcase your expertise in their inboxes over time. (Learn more about lead 

generators and email strategy here.)

Some of your connections will ignore your messages. Such is life (and business development). 

Others will download your resource and you won’t hear anything further from them on LinkedIn. If 

this is the case, it’s still a win. The time or circumstances just may not have been right at the moment, 

but since you now have their email address, you’re in a position to continue the conversation. 

Others will message you back. When this happens it’s time to try to take the conversation offline.
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LINKEDIN FOR LAWYERS STEP 10

Take Conversations Offline. Digital platforms like LinkedIn are great for prospecting 

and establishing relationships, but as we all know business development for legal services is still 

an intensely personal endeavor. Opportunities are created online, but business is closed offline. 

When a potential client or referral source requests to connect with you on LinkedIn, if you notice 

someone frequently liking or commenting on your updates, or if someone engages with you on 

LinkedIn messaging, tactfully suggest continuing the conversation offline. Just as you would in 

any networking setting, suggest an introductory phone call, coffee meeting, or other meet-up 

outside of LinkedIn. Strike while the iron is hot.

 

Part Two
Creating Content that Spreads
Want to create viral content on LinkedIn that spreads beyond your 
immediate network and positions you as a thought leader in your 
space? Yes, of course, but the real question is: How?

Let’s go right to the source for the answer. In December, LinkedIn released its list of “Top Voices” 

from 2017, and in doing so shared what makes the most influential people on the platform so 

successful. Here’s an excerpt:

The data from LinkedIn’s Top Voices report suggests that content is still king. As LinkedIn 

explained, if you want your message to spread, “It’s the power of your idea that matters.”

“Regardless of location, the same formula worked to develop an audience: consistency, 

depth and an authentic desire to create conversations (not just content). Some 71 

percent of our Top Voices published at least once a month and usually much more often: 

four times a month, on average. That consistency paid off. Compared to all members 

writing and sharing in 2017, the Top Voices received on average 5X more comments, 

72X more likes and 7X more shares on their posts, articles and videos. Each of our Top 

Voices generated over 120,000 new follows this year — almost 330 new followers a day.”
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VIRAL CONTENT ON LINKEDIN STEP 1

Create Awesome Content. Lawyers who want to make an impact on LinkedIn through 

their content must put the work in to create valuable content. Like anything else, you get out what 

you put in. Writing, itself, is not sufficient. There’s too much noise in the LinkedIn marketplace to 

expect anyone to read something you’ve written unless it’s interesting, rare, and valuable. You 

can’t mail it in. You can’t do what everyone else is doing. Many people are writing content. To 

stand out you need to impart wisdom.

Instead of thinking about what you are doing as content marketing, approach your writing efforts 

on LinkedIn as “wisdom marketing.” Imparting wisdom through your writing requires you to dig 

deeper. It requires a greater degree of education, substance, and thoughtfulness to shine through 

in your writing. It places a premium on quality. Only lawyers who impart wisdom through their 

content on LinkedIn can build a foundation of trust, loyalty, and mutual respect with members of 

their network.

If you expect members of your network to give you their attention, you must first give them your 

wisdom. A shallow thought is like mindless small talk in that it’s easy to ignore. To leverage the 

“power of your ideas” on LinkedIn, you must blaze new ground and inspire audiences on a deeper 

level. This means creating and sharing compelling, original content. It also means providing new 

and helpful insights when you share other people’s content. Never “click” and “share.” Always 

“click,” “comment,” and share to contextualize content for your audience.

VIRAL CONTENT ON LINKEDIN STEP 2

Understanding How the Algorithm Works. While the quality of your content  

is of primary importance to get noticed on LinkedIn, speed and a smart strategy for distributing 

content is also critical. But to craft a smart strategy, it’s important to know what game 

you’re playing.
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Again, LinkedIn provides insights on this issues and explains the ground rules for how content 

gets spread on the platform. It’s critical to know how the LinkedIn algorithm works so that you 

can build your content distribution strategy to best leverage it. Here’s how it works.

Vetting Level 1—Robot Classification
When you post a status update on LinkedIn, it goes through a vetting process. The level of 

engagement your post receives throughout the process determines its reach. 

LinkedIn explains that the “role of the LinkedIn feed is to provide timely, professional content.”

When a new image, text, or long form post is published on LinkedIn, it instantaneously is run 

through a LinkedIn classifier (a robot) that labels it as “spam,” “low-quality,” or “clear.”

Vetting Level  2—Network Testing
If your post is classified as “clear,” it is then distributed to a small segment of your connections—

only a fraction of your network (connections and followers), and almost no one outside of it, will 

see your post at first. 

How your content performs within this segment determines whether it will surface elsewhere. If 

it “scores” well, particularly within the first hour of posting, then it has a chance to spread.

Scoring is based on the numbers of likes, comments, and shares your content receives. Different 

actions have different weights within the algorithm. For example, a “like” may receive one point 

in the scoring system, while “comments” and “shares” are weighted more strongly, receiving two 

and three points, respectively, because they involve more engagement and are better predictors 

of quality and popularity. Again, performance within the first hour is particularly relevant.

If your post scores poorly, it is “demoted” (i.e., not distributed more broadly). If it scores well, it 

will be surfaced more broadly because it has been deemed of “high quality.”
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Vetting Level 3—LinkedIn Internal Human Review
If a post scores well, it may then be passed along to human editors at LinkedIn who will make a 

qualitative judgment as to whether your content is “good.” If it is, it will continue to be displayed 

to additional audience segments. If it continues to score well, its reach will continue to expand 

throughout second and third-degree feeds. Ever wonder how posts with thousands of likes and 

hundreds of comments from people you don’t know appear in your LinkedIn Feed? They have 

gone through loop after loop of scoring and assessment, have performed well, and as a result have 

been broadly distributed across the LinkedIn network.

 
VIRAL CONTENT ON LINKEDIN STEP 3

Have a Strategy and Prioritize Speed. Now that you know how the LinkedIn 

algorithm works, you can create a strategy to take advantage of it. Assuming you’re creating non-

spammy, quality content that is classified as “clear” (not a high bar to meet), your goal must be to 

get as many likes, comments, and shares as quickly as possible. 

Too often lawyers simply share on LinkedIn and hope for the best. They fail to take into account 

that the actions they take (or don’t take) both well before and shortly after posting can have a 

huge influence on how a post performs. There are many actions you can take to increase your 

chances of creating broadly-distributed content. What follows are a few of the most important 

components of a smart LinkedIn content strategy.

Create a Relevant Network
Since your content’s ultimate reach is based on how it performs among the small segment of your 

network to which it is initially distributed, it’s important to have a targeted network of contacts. 

In other words, your contacts should be members of your targeted practice or industry niche. 

For example, if you’re a healthcare lawyer, then presumably the content you produce is relevant to 

members of the healthcare industry. Therefore, when you produce valuable content for members 

of your network, it should perform well in terms of likes, comments, and shares. But if your 

LinkedIn contacts are widely distributed across a number of industries, rather than concentrated 

in the healthcare industry, then your healthcare law-related content will be of little relevance, 

and thus score poorly, within your network.
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Engage with Your Network

If you expect other people in your network to like, comment on, and share your content, you must 

like, comment on, and share their content. I don’t have any hard data to back this up, but as an 

observer of social media behavior, and through my own experiences, it’s clear that people are 

much more likely to reciprocate through likes, comments, and shares with someone who engages 

with their own content. It’s the law of “Content Quid Pro Quo.” In addition, respond to the likes, 

comments and shares your content receives as quickly as possible. Express appreciation. Answer 

questions. Expand on insights. Create a conversation around your content.

 
Spread the Word (and be quick about it)
There are two primary ways to share content on LinkedIn. One is through a Status Update, which 

is limited to 1,300 characters. Status Updates are great for short, punchy posts paired with a 

relevant image. Content that you publish elsewhere, such as on your blog or other third-party 

website, can also be promoted to your network through a Status Update. You can also publish 

longer-form content directly on LinkedIn through the LinkedIn Publisher tool. Publisher allows 

for 40,000 characters worth of content, so much like Medium and other online blogging platforms, 

Publisher allows you to get deeper thoughts before a broader audience. All LinkedIn users have 

access to all content on Publisher, so it’s a great tool to allow others to discover your content. 

Whether you’re creating a shorter Status Update, or a longer post on Publisher, it’s important not 

to simply publish it and hope for the best. If you want to create something that has viral reach, or 

even moderate reach beyond a small percentage of your first degree connections, you need to put 

a bit of work in. And you need to act quickly.

After LinkedIn distributes your content to a small segment of your network, its algorithm 

determines the popularity or value of your post based on the number of likes, comments, and 

shares it receives within the first hour of publication. If it’s deemed “clear” and popular, it spreads. 

If not, it doesn’t. Help propel your post into the algorithm by promoting it, and asking those in 

your network to do so as well. There are several ways to do this.
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• Create an engagement group with a small number of your contacts (no less than 5, no more than 

20) who are part of your market niche and are active on LinkedIn. The objective of an engagement 

group is to like, comment on, and share one another’s posts. After you publish something on 

LinkedIn, use the LinkedIn Messaging service to notify members of the group about your post 

(and provide them with a link), and ask them to like, comment, and share immediately.

• Use a LinkedIn automation tool, such as LinkedIn Helper Chrome Extension, to send a 

personalized, 1-on-1 note to a larger group of your LinkedIn contacts with a link to the post. This 

type of automation tool allows you to craft one private message (make sure it’s non-spammy and 

non-salesly) that automatically populates recipients’ names into the message, and gets sent to a 

pre-selected group of your choosing. What could take hours of copying and pasting in order to 

send one-off private messages to 200 members of your network can be done in mere minutes with 

automation. Returning to our healthcare law example, if you write content about the implications 

of HIPAA for hospital administrators, by using an automation tool you can pre-select all of the 

contacts in your network for whom your content is relevant, and write a message with a link to 

your post explaining to your carefully curated list that you wrote something specifically for people 

like them. (Note of caution: Be careful when using automation tools. If you abuse them by, for example, 
sending too many messages in one day, your account can be restricted or shut down by LinkedIn.)

• Use your other social media channels, such as Twitter and Facebook, as well as your email list, 

to drive traffic to your LinkedIn post. 

 
Bottom-line: The more engagement you get with your posts, and the faster you get it, 

the more likely it is that your content will spread on LinkedIn. Like all things worth doing, it 

takes some work. But once you understand the ground rules for how content gets surfaced on 

LinkedIn, and have a strategy in place to create engagement with your content, you’ll be on 

your way. Busy lawyers have limited time to spend on platforms like LinkedIn. But by working 

smarter, not harder, you can make a bigger impact with your content.



12 hcommunications.bizClient-Focused Clarity

Once You’ve Taken these Steps,  
Here’s What Will Happen Next
If you’re actively engaged as a lawyer on LinkedIn by making connections, sharing valuable 

content, and communicating with members of your network, good things will start happening. 

People will start connecting with you and reaching out to you directly. They will notice that you’re 

a thought leader in their space worth listening to. You’ll have more success when you seek to 

connect and communicate with others as well. Because you’re focused on a niche, they’ll view 

your overtures with an open mind, rather than skepticism. Reporters who cover your niche will 

reach out to you as a subject matter expert, because it will be clear that you know what you’re 

talking about, and speak the language of their audience. Your personal brand will become more 

powerful. New business opportunities will arise. 

LinkedIn is a powerful tool. But like any tool it’s only useful if in the 
hands of someone who knows what they’re doing. Follow these steps, 
and you’ll become a craftsman who not only has powerful tools at your 
disposal, but knows what to do with them as well.



Looking to Make a Bigger  
Impact on LinkedIn? 

As part of my coaching program, I work with lawyers one-on-one to help them leverage the power 
of LinkedIn as part of a broader business development and personal branding strategy. I also work 
with law firms to implement training programs and workshops that help groups of lawyers, from 
associates to partners, create more opportunities on LinkedIn.
 
If you’re interested in creating more personal brand awareness, growing your network, generating 
leads, and turning leads into new business using LinkedIn, please contact me. 

Schedule a free consultation to discuss how we can work together to 
craft a coaching or training program for you or your firm's needs.

JAY HARRINGTON
Co-Founder and Chief Strategist

Jay@hcommunications.biz  |  313.432.0287
www.hcommunications.biz


