


How does social media fit into
the overall communications
function?

‘ ‘ Responsibility for social media

falls primarily within the
communications team and all of us
need to be able to use social. It's very
much about developing the content first
and then re-purposing for the different
channels.

One of the most successful recent
campaigns was around an event which
incorporated a lot of activity on LinkedIn
and is an example of the comms

team working closely with Business
Development and marketing.”

What do you view as key
to your success?

‘ We have created a culture

which encourages every single
member of staff to have a strong
LinkedIn profile and consider more
broadly how social media might help
their own careers and practice areas.
This is led from the top: our Global
Chairman has his own Twitter feed
and blog. He feels strongly this has
aided connectivity within the firm,
engagement with clients on a real time
basis and appeal to the next generation
of lawyers."”

How do you feel about global
vs. regional/practice group
channels?

‘ Our strategy is focused
primarily around building the
global channels and we aim to push
as much stuff from that account as
possible. But we are very open to offices
having their own channels when English
is not their first language. And there
are some very successful channels in
practice areas which lend themselves to
Twitter, for instance the trade sanction
and employment groups. These have
helped drive general traffic to our
website.”
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What content works well?

Key to success on social media is having a comprehensive and informed
content strategy, which is relevant to the broad church of audiences —
clients, influencers, media and potential employees. This content strategy

should, at heart, be directly linked to the firm’s strategy and business
objectives, and then tailored to ensure it is relevant to these

key audiences.

To help law firms develop a content strategy, we looked at the
types of posts that drove the most engagement on Twitter and
LinkedIn. Specifically, we looked at each firm’s Top 10 most
engaged-with posts across both platforms. Unsurprisingly
insights and thought leadership were most valued overall -
particularly on Twitter.

On Linkedln, posts about firm news and awards also received
high levels of engagement, most likely because of the number
of employees in the follower base.

At the other end of the scale, updates about jobs and events
rarely ranked amongst the top ten most engaged with posts
across the firms analysed.

For most law firms, events are content driven and a vital
platform to showcase thought leadership. Considering the level
of effort many firms put into developing events, it seems there
is a real opportunity to engage online audiences around events.

In our view, social media does offer an opportunity to bring
events to life and gain significant audience engagement —

but this involves more planning than merely turning up on
the day and taking a photo for Twitter. Successful event
amplification requires firms to plan content, advertise the
event beforehand, develop visual assets in advance, capture
content from the event, encourage audience engagement on
the day and repackage and reuse this content after the event.



Breakdown of the most impactful content by type of post
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Top ranking firms:
Impact

Our impact measure ranks the
impact of firms’ social media
engagement by assessing the levels
of engagement achieved from the
Top 10 performing tweets and
LinkedIn posts




Industry comment: Eversheds

Marc Donfrancesco, Head of
Public Relations, Eversheds

Ranked 14th in our social media report, Eversheds’
new Head of PR is focused on developing the firm'’s social
media strategy around the firm's new brand identity.

How would you describe your approach to social
media?

‘ Last year, Eversheds launched a new, modern and
clearly defined visual identity; it's a natural time to
further develop our social media strategy.

We have been successful in building a strong following on
our main corporate Twitter channel, but we now need to
kick-on and clarify what we want to achieve with that. Senior
management sees the value of social platforms not just to
underpin, but to showcase our brand values and show the
wider world our personality. Eversheds is a down-to-earth
firm. We have ‘real people’ and we work for ‘real people." We
want to present lawyers as such — technically gifted but also
approachable and able to put themselves in their clients’
position.”

How do you go about seeking internal
engagement?

Undoubtedly our people can enhance the impact of our
‘ social media. We have recently updated our policy for
the internal audience and will be generating a community list of
active participants to bring more into the fold.

Our next step will be about employing smart governance —
exercising the right controls but also positive messaging. | am
not in the business of forcing lawyers down the route of social
media, nor in sending mass emails pushing people to like or
share content. It has to be more subtle than that. You have to
treat people like adults, letting our people be themselves on
social media but observing sensible protocols.”



How does social media fit into your overall
communications function?

| don't believe in a ‘dedicated’ social individual or team
‘ that exists in a bubble. Ultimately the strategy should
be driven by content and that needs to be consistent across the
comms function.”

How do you measure success?

‘ Determining success doesn't come from just

measuring numbers or comparing monitoring scores.
For me the success is around what are we trying to do with
whom and are we getting there? Our social channels should
reflect the personality of the business and show we have
something to say on the topical issues close to the hearts of
our target market. As with strategy, often the role is as much as
deciding what not to do than what to do.”

Top ranking
firms: Presence

Our presence measure ranks the digital
footprint and activity of firms taking
into account total size of following on
LinkedIn and Twitter, number of tweets
and number of LinkedIn posts



What's working well

'Activating internal advocates

What gives a legal brand its weight and value is
undoubtedly the expertise of the people throughout
the firm. Research by LinkedIn found that, on average,
engagement with company content doubled when

it was shared by an individual, rather than official
account. This figure is 2.5 for professional firms.

Some firms are taking advantage of engaged
employees, activating them as brand advocates.
Freshfields for instance, empowers people within the
firm to share updates, either sharing posts from the
company page or directly from individual accounts.

As shown in the examples on the right, this is done
across the full strata of the firm, from associates to
senior partner, Edward Braham.

At DLA Piper, senior partner Sir Nigel Knowles has
a voice on LinkedIn, drafting posts to appear on
the feeds of employees, potential hires, clients and
potential clients on the platform.

Senior leadership taking an active, public role in
championing the firm can pay significant dividends
in both building a brand and engaging employees —
a great case of leading by example.
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Industry comment: Allen & Overy

Tim Baxter, Global Head of Communications, Allen & Overy

What is the biggest challenge to creating a
successful social strategy in a law firm?

‘ ‘ I think the legal sector needs a mind-set shift in order

to take best advantage of, not just social but, any
communications opportunities. There is a debate about how
much content to ‘give away’ for the sake of profile and brand-
raising and how much to keep to foster and enhance client
relationships. This issue in the legal sector goes beyond just
social and is crucial to crack if we are to develop successful
content strategies.”

How do you go about seeking internal
engagement?

Our senior leadership is plugged into social media -
‘ our senior partner uses social media to keep up with
news and contacts while on the road and so understands
that in global business, it has a value in keeping in touch with
stakeholders. With three quarters of our work cross-border, it's
critical to keep up these relationships.

When we might have a harder job is in the mid to senior level
people who have had very successful careers without social
media. These are usually the high performing transactional
lawyers, so time is a factor too.

We've had some success in the past training up our partners,
which has gone from showing them the basics on a LinkedIn
profile to identifying groups for them to enter into discussions
with. LinkedIn Groups have been successful for us here.”

What have been some of the success stories?

‘ One partner in our TMT practice has had fantastic

success with its LinkedIn handle The team went about
diligently researching its target market on LinkedIn, identifying
the main influencers and developing a relevant content
strategy. They got them in front of people they hadn't been able
toreach previously — a lead came directly from the social media
activity, which was then converted into a client.

More recently, Brexit was a good opportunity to show how we
can add our voice to a high profile, highly topical debate and
we did this pretty well. It showed us that for specific topics you
need to think hashtag over handle, using the collateral you
have to tap into ongoing conversations. Hashtags aren't about
ownership, but presence.”

How do you measure success?

‘ What we have found is that ‘people’ news has
performed particularly well. This is the ‘social’ part of

social networking — our people are sharing news of promotions

and hires with their network and it generates a lot of interest.

One of the things you have to look at is what your audience
wants. We have a lot of content to go around, so you have to ask
which clients actually want this stuff? And in what format?”

Who is in charge of managing the social media?

‘ The PR team does social media. We need people who

communicate effectively, so it is about upskilling the
PR team to build social into their day-to-day work. Where we
may need specialist advice is advising on new platforms and
technical developments on the existing ones.”



What's working well

Visual storytelling

Law firms are bastions of
insightful and practical market
insights and perspectives.
However, these insights are
often lost in the depths of firms’
websites. Navigating a

course to growth

Indeed, our analysis suggests
that firms have been relatively
slow to adapt to the distributive
culture of social media, moving
the juicy insights to the headline
(or in this case, into the tweet
or post) and employing visual
storytelling to simplify more
complex concepts.

Ashurst does well to show
rather than tell their research
and insights. The examples

here show how infographics can Ashurst e
be USEd to brlng to Ilfe flrm or Full steam ahead with green bonds: Ashurst's
industry research. Numbers and specialists discuss #greenbond market trends:
e ashur.st/1Vx5Esk
statistics are often some of the -_ Gt
easiest points to illustrate from thghvay
reports, but images such as Soess
. Ll Strait of
maps (right) can also help place 201 Malacca
insights within context. e
High Speed
Rail alignment
On platforms like Twitter, where
coqtent is constantly zoom_ing . [ =
by in front of users’ eyes, visual * ME m Asturst

content, particularly moving
visual content, is critical to grab
your audience's attention.

«
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Top ranking firms: Quality

Our quality measure ranks the quality of firms’ social
media engagement by assessing the branding of

the channels and the effectiveness in utilising the
features of each platform, such as hashtags on
Twitter. In particular, we assessed: the frequency

of visual content use, frequency of hashtag/handle
use on Twitter, the embedding of videos onto
Twitter and the use of video or

moving content (GIFs)

Quick wins for
achieving impact

o0
(1) alryia
ldentify your audience

Remember, most of your
stakeholders will only care about
themselves, their interests
and their challenges so truly
understanding your target
audience is essential to social
media success. This includes
clarifying what topics your
audience is interested in and
analysing where and how they
engage online.

Think mobile

When designing your visual
assets remember to make
sure that they are the optimal
dimensions and length for the
each platform. Pay particular
attention to ensuring your
content is optimised across all
devices.



(2) #

Develop your key
content themes

Once you understand

more about your target
audience, this information
needs to be mapped against
your firm’'s strategy and
communications objectives.
Clarify which content themes
support these objectives and
play to the interests of your
stakeholders.

o=

Boost your best
performing content

Boosting the visibility of
key content through paid
sponsorship can be an
effective way of amplifying
your messages to a targeted
audience. It's often best to
give an additional boost to
content which is already
receiving high levels of
engagement rather than
flogging a dead horse with
content which didn’t do so
well organically.

& laad

Set KPIs

It can be a painful process
but to engage on social
media without clear
measurable goals and
targets will leave you unable
to assess impact, ROI, and
ultimately, what's working
and what isn't.
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Stay relevant (plan
ahead and seize
the moment)

Just as with offline
communications, being
relevant to current
conversations is essential.
This means both advance
planning around future
events which are likely to be
driving conversations, and
being nimble enough to jump
on trending conversations
with any relevant content.

Listen, listen, listen

Listening to social media
conversations about your
firm, by your peers and on
your key themes —in real
time - is key to ensuring that
you are able to spot any risks
and unlock opportunities as
and when they occur.

O

(2

Harness your
internal advocates

As discussed in more detail
on p. 12, a firm will achieve
greater impact and reach if
it harnesses the collective
networks and connections of
its employees and partners.
Encourage your people to
like, share, engage — and
even create content.

Be visual

Images, infographics, quote
cards and short films are
useful ways of bringing your
story to life and telling your
stories in an eye-catching
and digestible way.

r

Evaluate your
performance

An ongoing and structured
evaluation process will help
to drive improvements in
engagement. It's important
to analyse what worked
well as much as what hasn'’t
worked well. What ideas,
formats and themes have
had most impact with your
target audience and which
part of your content strategy
should you amend or stop?
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Strategic Communications
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About FTI Consulting

Andrew Williams
Senior Director, Digital

Strategic Communications
London, UK
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FTI Consulting LLP. is a global business advisory firm dedicated to helping organisations protect and enhance
enterprise value in an increasingly complex legal, regulatory and economic environment. FTI Consulting
professionals, who are located in all major business centres throughout the world, work closely with clients to
anticipate, illuminate and overcome complex business challenges in areas such as investigations, litigation,
mergers and acquisitions, regulatory issues, reputation management and restructuring. The views expressed
herein are those of the author(s) and not necessarily the views of FTI Consulting LLP, its management, its
subsidiaries, its affiliates, or its other professionals, members or employees.
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