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By Kimberly Alford Rice

Interested to learn what inspired Adam Severson to become president of the 
legal marketing global professional association of Legal Marketing Associa-
tion, I recently posed a series of questions in order to gain his thoughtful 

insights. Below are Adam’s responses:
Q. What inspired you to join LMA leadership?
A. LMA has been a critical component in my development over the years. As 

we encourage our attorneys, “get involved.” My volunteer involvement in LMA, 
whether as a Chapter President, Annual Conference Co-Chair, Committee Member 
or Board Member, has led to new opportunities for growth. Serving in a leader-
ship role fuels my passion for constant improvement and provides an opportu-
nity to give back. 

Q. In your year as LMA President, what are your top three platform objectives?
A. I purposely don't have a personal platform, as LMA goals are the organiza-

tion’s and not my own. That said, we have several key areas we are working on: 
1. Education. We recently hired a new Education director, Holly Amatangelo. 

Holly and our team are collaborating to develop a body of knowledge, 
evaluate our educational offerings, and continue to create programming 
that is relevant to our members. 

2. Organizational Structure. We established a task force to evaluate our ex-
isting structure and service model. They will provide recommendations 
to ensure the long-term vitality of the organization. This grew out of our 
2014 One LMA task force that took a deep dive with chapter boards to see 
how we can better work together for continued relevance and increased 
member value. 

3. Chapter Services. Our Chapters are the lifeblood of the organization. We 
are continuing to seek ways to enhance and improve the services and com-
munications value to our chapters.

By Jim Durham

Over 30 years ago, Bill Flan-
nery introduced the legal world 
to the concept of “large account 
management.” Three decades 
later, the concept finally seems 
to be taking hold in law firms. 
Much of the credit should go to 
the law firm leaders who have 
recognized the value of organiz-
ing lawyers — and firm success 
— around clients. They know 
that managing key client rela-
tionships professionally leads to 
improved client service, client 
retention, revenue growth and 
better referrals.

What Is Large 
account ManageMent?

The concept of large account 
management (often called a 
“Key Client Team” program) 
sounds complicated and unfo-
cused if you do not fully un-
derstand it. While the concept 
of “sales” sounds so simple: “I 
have something I want you to 
buy. Here it is. What do you 
think,” it is fair to say that large 
account management is actually 
the purest and most effective 
form of selling. 

In addition to enlightened 
management, some of the impe-
tus for an increased focus on key 
client teams has actually come 
from clients. Many companies 
are now asking their law firms 
for more than just price conces-
sions — they are looking for 
firms to partner with them in a 
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By Terry M. Isner

The modifier “social” is supposed 
to separate social media from other 
forms of marketing and PR. But the 
tactic’s social aspect is also the part 
that either prevents us from using it 
or from using it as the two-way com-
munication tool it’s supposed to be. 

I am guilty of the latter. I find that 
I push out updates like I am Ash-
ton Kutcher and everyone is waiting 
to see what I eat next. Obviously, 
that works for Kim Kardashian and 
other celebrities, but for us average 
Joes, who really cares? We may have 
the sharing part down, but are we 
following through by listening and 
responding to create the experience 
of a conversation, instead of just 
making statements? 

There is a handful of social media 
experts in the legal industry who are 
doing it right, spending their days 

creating dialogues by sharing infor-
mation that fosters reactions and fol-
lowing up with responses. But most 
of what I see only goes one way. 
While you might be reaching your 
audience with good and helpful in-
formation, you aren’t fostering brand 
loyalty by just talking. You also need 
to listen and be present.

rethInkIng socIaL MedIa 
for LaWyers  

The purpose of social media is to 
build brand awareness and custom-
er loyalty by connecting and com-
municating with your audiences. 
That said, everyone on social me-
dia is trying to do exactly this all 
the time. That makes social media 
a very noisy and crowded venue, so 
if it’s used without some mastery of 
the tool, your message is likely to 
fall on deaf ears. 

I want to disclose that, from time 
to time, I do question the value of so-
cial media as a legal marketing tool. 
Lawyers and legal marketers are busy 
people; law firms often have minimal 
support staff; and marketing expens-
es are often viewed as overhead rath-
er than investments that could lead to 
a solid return. This means that some 
professionals are reluctant to invest 
the necessary time, energy and cre-
ative thinking required to develop a 
successful social media initiative. In 

these situations, getting buy-in from 
your attorneys is a losing battle. 

If you find yourself struggling to 
convince your lawyers of the value 
of social media, don’t force the is-
sue. Odds are the minimal effort 
they’ll put forth won’t result in any 
significant impact. 

Maybe it’s time to look at social 
media differently — not as a “must 
have,” but more as a strategic tool 
that you use to achieve a set of 
clearly defined goals. After all, it 
could be argued that social media 
is the new advertising and, like ad 
strategies of yesterday, there are 
target audiences from which the 
campaign is designed to inspire ac-
tion. The difference between social 
media and advertising is that your 
target audiences can now talk back. 

During the pre-Internet days, we 
spent a lot of time and money on 
designing ad campaigns and re-
viewing circulation and readership 
demographics. These same steps 
can very easily be applied to a so-
cial media campaign. What I suggest 
is this: Let’s not over-think the social 
strategy component of social media. 
Let’s instead try to use social media 
as a creative branding tool and al-
low the social aspect to occur or-
ganically. If you invest the time into 

meaningful way (in some cases soft-
ening the discount demands). Cli-
ents are demanding greater value, 
which means they want their firms 
and lawyers to help them make 
money, save money, look good and 
sleep better. When I was a consultant 

over a decade ago, one of my “prod-
ucts” was a program that taught 
lawyers and firms how to propose 
true client partnering relationships 
to clients. The firms that actually 
followed the partnering blueprint 
saw measurable results in revenue 
gains, profitability and more refer-
rals. (The most extreme example is 
a company for whom a firm was do-
ing about $250,000 worth of work; 
they established a client team that 
managed the relationship thought-
fully and strategically. Seven years 
later the billings for that client had 
grown to $20 million). 

the partnerIng process
The partnering process blueprint 

is not complicated; it involves re-

search on the company, industry, 
and key contacts; internal communi-
cation protocols; regularly scheduled 
client communication; participation 
in the firm’s thought leadership; in-
dependent client feedback, and a 
commitment to continuous improve-
ment and increasing value. 

The fear of “selling” still exists 
throughout much of our profession. 
The view that selling means being 
pushy and annoyingly insistent runs 
deep for many lawyers who have 
experienced a lifetime of bad sales-
people trying to get them to buy 
things they do not want or need. 
Shifting the lawyer mindset from 
selling to “serving” may sound like 
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socIaL MedIa scene

How Social Are  
Your Social Media  
Activities?

An award-winning legal marketer, 
Terry M. Isner serves as President 
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developing a well-planned and well-
executed campaign, I believe the so-
cial part will happen naturally.

creatIng a WInnIng socIaL 
MedIa caMpaIgn 

There is no better example of a 
brand that effectively used social 
media to organically stir up conver-
sation than Oreo’s Super Bowl XLVII 
tweet from 2013. During the game, 
at 8:38 p.m. to be exact, the Super-
dome in New Orleans experienced 
a sudden blackout. Identifying a 
prime opportunity to participate 
in an international conversation, 
Oreo’s marketing personnel imme-
diately went into action to develop 
a creative campaign with the hope 
that social media users would make 
the promotion go viral. What result-
ed was a simple yet elegant image 
that the brand tweeted out from its 
official Twitter handle. 

In the image, an Oreo cookie is 
framed by a spotlight and surround-
ed by darkness. Across the bottom 
of the image reads the text, “You 
can still dunk in the dark,” accom-
panied by a stylized Oreo logo.

The campaign was incredibly suc-
cessful, with the image being retweet-
ed 10,000 times in just one hour. But 
why was it so successful? After all, 
what is so innovative about an image 
of a cookie? The answer is a combina-
tion of creative thinking and agility. 

First, Oreo’s marketers were savvy 
enough to recognize an opportu-
nity when it presented itself. Twit-
ter has become the social network 
of choice for individuals to partici-
pate in large-scale conversations. If 
something happens in the national 
or international media, you can bet 
it will have a presence on Twitter 
within minutes. Oreo decided to 
participate in the large-scale conver-
sation of the Super Bowl blackout 
knowing that anyone following Su-
per Bowl-related conversations on 
Twitter — a number that likely tal-
lied in the millions — would almost 
certainly see the campaign. 

Second, timing is everything, par-
ticularly on social media, where the 
churn of new content can occur 

within seconds. If Oreo had posted 
its campaign even an hour later, it 
would have missed the window of 
opportunity. Fortunately, the com-
pany had the ability to act fast. As 
AdAge reported, the agency behind 
the Oreo image gathered in a war 
room during the Super Bowl and 
designed, captioned and approved 
the idea within minutes. 
adaptIng to a socIaL WorLd 

As Oreo demonstrated, one size 
does not fit all when it comes to so-
cial media. Law firms and lawyers 
have to take the basics and manipu-
late them in creative ways to achieve 
their goals. Not every practice or at-
torney is cut out for social media, 
and, frankly, that is OK. But there are 
some law firms, practices and attor-
neys for whom social media presents 
an incredible opportunity — one 
that could help them rise above the 
noise and achieve success. 

I do want to make one disclaim-
er here regarding LinkedIn. That is 
the one social network on which 
you should be present — although I 
think it is nothing more than a giant 
online Rolodex. But it is where peo-
ple go to find information during the 
hiring process. So regardless of your 
comfort level with social media, I 
think being a legal professional in to-
day’s world does necessitate creating 
a LinkedIn profile. To that end, when 
you do create your profile, I encour-
age everyone to present themselves 
honestly and strategically while also 
regularly updating your profile to 
keep your information current. 

But back to using social media 
more creatively. To do so, I suggest 
we focus on those channels not used 
as much in the legal profession, such 
as Facebook, Twitter and Instagram. 
Although Twitter is the noisiest and 
most crowded social network, it can 
be a great tool for spreading your 
message, as Oreo demonstrated. 
However, that can only happen if 
you look to social media as a stra-
tegic resource and not with the “do 
or die” mentality that so many social 
media experts seem to promote.   

So how can law firms take the 
Oreo approach to social media? Af-
ter all, law firm brands are not near-
ly as recognizable as that of one of 
the country’s most beloved cook-

ies. While social media is not suited 
for every firm, it does work well for 
practices, attorneys and boutique 
law firms that concentrate on spe-
cific niche areas. 

Consider the example of an asso-
ciate at the Chicago-based law firm 
of Freeborn & Peters LLP, where, as 
member of its Food Industry Team, 
he has implemented a creative and 
highly productive social media cam-
paign. His strategy is based on sever-
al acute insights into the behavior of 
his target customers: fruit and vege-
table farmers. The attorney sends out 
bankruptcy alerts to agricultural pro-
ducers who need to know — and act 
swiftly — if one of their customers 
is experiencing financial distress. Us-
ing Twitter, he can reach these deci-
sion-makers via their mobile devices, 
even if they are tending to crops in 
the field. Often, their very next ac-
tion is to give him a call.

But he also needs people to fol-
low him, so he has made a practice 
at major agricultural trade shows 
to visit each display booth and to 
“tweet out” pictures of the major 
produce vendors. They respond reg-
ularly by retweeting and following 
him, driving his social media audi-
ence even higher. The results of this 
simple and effective approach to so-
cial media include 10% year-on-year 
growth in his book of business.
concLusIon

Of course, getting visitors to view 
and interact with your content is just 
the first step. Just like any sales cycle, 
there’s a process. After the initial in-
teraction on the part of your audi-
ence, it is up to you to take the next 
step. Follow up with a direct com-
munication. Initiate a conversation. 
Directly share information that you 
think will be relevant to that individ-
ual’s interests. The goal is to gauge 
success not solely on interactions but 
on the quality of these interactions. 

While such an immersive social 
media strategy won’t work for every 
firm, every practice or every attor-
ney, it will work for a lot of them. So 
let’s rethink how we use social me-
dia. Let’s see it as the two-way com-
munication tool it is. Let’s get better 
at being social. 

Social Media Scene
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