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-Erik Qualman, Socialnomics 

“We don’t have a choice on 
whether we DO social media, the 
question is how well we DO it.” 
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Percentage of U.S. Population with Social Media Profile 
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Developing a
Social Media Strategy 

 
     

     

           

       

             

         

   

Social Media Goals 

• Curate information for our members/serve as filter. 

• Show thought‐leadership in particular areas. 

• Connect to and engage with Members, Media and 
Community. 

• Promote Bar Association Programs and Events. 

• Reinforce brand/expand outreach. 

6 

3 

California Lawyers Association 2019 Bar Leaders Conference



             

                     
                     

  
                 

   

                   
           

   

           

7 

Be Deliberate & Develop Guidelines That Support Goals 

i.e. Your Bar is not a news organization – other  sources will cover 
some topics better, stick to our mission and try to add value. 

Example: 
Fire breaks out in downtown office building, fire trucks 
approaching, chaos ensues. 

Downtown fire displaces 5 law firms, client files all safe, 
attorneys temporarily working from @sdcountybar & other 
shared office space. 

What Goes Where? Social Media Strategy 
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When to Post 
on Facebook 

Weekdays between 10 a.m. and 3 p.m. 

Thursday at 1 p.m. and 2 p.m. have 

highest engagement. 

 Saturdays and early mornings and 

evening have the lowest engagement. 

Current Facebook algorithm favors posts 

from friends and family over business 

pages (and favors links that keep users 

on Facebook). 

When to Post 
on Twitter 

Everyday 10 a.m. to 12 p.m. 

 Friday between 9‐10 a.m. had highest engagemen 

 Sundays have the lowest engagement 

With only 280 characters, keep posts concise 

and shorten URLs to save space (bitly.com). 
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When to Post 
on LinkedIn 

     
 

   

           

           

             

Tuesday through Thursday 

Wednesday between 3‐5 p.m. had highest 

engagement 

 Friday through Monday have the lowest 

engagement 
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Where Does Your Content Go and When? 
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#Hashtags 

     

   
     
     
               

Why use #hashtags? 

• Sort the conversation 
• Help people find you 
• Make your posts searchable 
• Ensure that you are part of the bigger 
conversation 
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Promote your 
event hashtag 

Custom 
#Hashtag
examples 

#SetTheBarHigher 

#SDLaw 

#naBEmore, #naBEknowledge 

#naBEconnected 

#nabecomm19 

#leapyearbaby/#birthdayproject 
#dayitFORWARD 
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#Fail 
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Best of the Bars 
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Nashville Bar 
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Promoting Events and Programs 
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Indy/Knoxville 
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Increasing Engagement 
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Highlighting Members     
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San Diego County Bar
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San Diego County Bar 

Idaho State Bar 

Wisconsin Bar 
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Video 

San Diego County Bar 
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Colorado Bar – Spilling the Tea 

Maryland Bar 
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Have Fun 
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Texas Young Trial Lawyers 
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Tips & Tools 
• Canva 
• Unsplash/Other stock art sites 
• Bitly 
• Animoto 
• Buzzsumo 
• Schedule in advance (but be mindful) 
• Over (memes)/Other graphics 
• Use phone or mobile device to manage 

multiple accounts 

42 

21 

California Lawyers Association 2019 Bar Leaders Conference



43 

Questions? 

Karen Korr 
Karen@FullKorrPress.com 
@fullkorrpress 
www.fullkorrpress.com 
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