Lighting the Internet on Fire

Creating a Web Site and Using E-mail
to Attract Clients and Potential Clients

BY DANIEL J. SIEGEL

irtually every lawyer has a listing

in the phone book. Certainly, every

law firm has a listing in the phone

book. If I would even suggest that
firms forgo their listings, most lawyers
would say I was crazy. Why? Because a
phone book listing is one of the most basic
pieces of marketing you can do. After all, if
clients or potential clients want to find you,
they will look in the phone book, right?
Well, maybe, but nowadays they are more
apt to turn to the Internet. According to an
October 2005 report by the Pew Internet &
American Life Project, sixty-eight percent
of American adults, or about 137 million
people, use the Internet. That's a huge mar-
ket of potential clients.

Despite these overwhelming numbers,
however, many lawyers and law firms have
no presence on the Internet. Some do not
have a Web site, while others do not use e-
mail. One Pennsylvania-based bar associa-
tion estimates that one-third of its mem-
bers do not have e-mail addresses. That is
an astounding statistic. In this day and age,
clients and prospective clients expect you to
have a Web site and, if you do not have one,
you risk being perceived as completely out
of touch with life in the twenty-first centu-

1y.

SETTING UP A WEB SITE

Why are so many attorneys averse to
using the Internet? They provide many
explanations, but in reality they are offering
nothing more than excuses. In today’s tech-
nology-driven world, there are few valid
reasons why any private law firm would
choose not to have a Web site and e-mail. A
Web site has become nearly as basic a mar-
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keting tool as a business card, and e-mail
use is far more pervasive than fax machine
use. Thus, this article will outline why
every private law firm should have a Web
site, even if it is nothing more than an
online brochure, as well as e-mail address-
es for each attorney and your support staff.
In addition, I will dispel the myths that
being Web-enabled is either complicated or

expensive.

Generally, the excuses for why firms do
not have a Web site fall into a few cate-
gories:

m It is too expensive;

m They do not have Internet access; or,

® They do not know how to use this new-
fangled technology.

None of these excuses is valid.

NOT TOO PRICEY

Let's look at the cost argument first. You
hear it all the time—having a Web site is
expensive, It is, and it isn’t. Just like pur-
chasing an ad in the Yellow Pages, a Web
site can cost as much or as little as your
budget allows, and, like a phone book list-
ing, what you spend does not always corre-
late with the business you receive. Some
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firms set up a Web site for literally pennies
and generate lots of business, while there
are firms that spend hundreds of thou-
sands of dollars for the most technological-
ly advanced Web site, only to discover that
it is generating virtually no business.

When you commit to setting up a Web site,

you are really talking about two compo-
nents—the hosting (the cost of storing the
Web site on an Internet-accessible comput-
er) and the design (its appearance and con-
tent).

Web hosting is not expensive (although
you can pay a lot for it if you really want),
and your firm does not need to have
Internet access in order to have a Web site.
Virtually all Web sites are hosted by com-
panies that specialize in Web hosting, and
all of the content is generally stored on the
host company’s servers. For example, one
of the larger hosting companies will store
up to a 5,000 megabyte Web site for just
$2.99 per month. To give you some idea
how much storage that is, a twenty-five-
page Web site might use three or four
megabytes, which means that a 500-page
Web site, which is far larger than most
small or mid-sized firms have, will use
only a fraction of the allotted space. And
the $2.99 price includes registering the
name (the www.com Internet address),
hosting the Web site, 500 e-mail addresses,
and free technical support twenty-four
hours a day, seven days a week. That is alot
of bang for the price of a cup of designer
coffee.

While other companies may charge
more to host your Web site, they will prob-
ably provide additional value-added servic-
es. For example, a hosting service can track
the number of hits (visitors) to your site
and tell you from where they came. This
type of information is very important when
evaluating the effectiveness of the site.

But the real cost of a Web site is in the
design. How much information you pro-
vide is your decision. If all you want is a
Web site with only basic information about
your firm, the cost to set up that type of site
should be comparatively small. In this type
of site, which is adequate for many firms,
you would include the name of the firm,
the location of its offices, the names of the
attorneys, and the areas in which the firm
practices. Even if that is your entire Web
presence, you will still be providing clients
and prospective clients with more informa-
tion than they could have ever obtained
from reading a Yellow Pages ad. In addi-
tion, if you are moderately tech savvy, you
can probably set up this kind of site your-
self, although 1 do not recommend the do-

it-yourself approach.

On the flip side, you can create a more
elaborate custom-designed site that
changes daily, contains detailed data about
your firm, and copies of all of the articles
and other impressive stuff you do. Some
Web sites, such.as the Philadelphia Bar
Association’s (www.philadelphiabar.org)
offer the ability to have “live” feeds of news
and other information. Others contain
flash (fancy) graphics or streaming video
(essentially online movies) or other addi-
tional features. If you spend enough
money, your Web site can include almost
every bell and whistle imaginable.

In between the basic and the fancy is the
middle of the road, a category that encom-
passes most Web sites, not just those of
law firms. These sites are frequently creat-
ed from templates—stock designs—and
then modified for a particular customer’s
needs. The choice is yours.

WEB DESIGNERS

Regardless of how extensive your Web
site, you should probably hire a profession-
al to design it. First, most lawyers are not
designers, and creating a Web site is a skill
just like cross-examination is. Second,
there is more to a Web site than meets the
eye. Web sites are written in computer
code, generally known as “html.” Go to any
Web page, click on the “View” tab, and
then click on “Source.” What you will then
see is the actual computer code for that
page. Do you really want to try your hand at
creating that?

In addition, there is more to having a
Web site than a great design. Your content
must be informative, easy-to-read and, if
you are trying to get new clients, encour-
age visitors to retain your services. There
are also behind-the-scenes things, like
Titles and MetaTags and Keywords, which
are vitally important if you want your Web
site to show up prominently when poten-
tial clients search on Yahoo! or Google.
And you have to know how to submit your
site to the search engines, Not surprising-
ly, law schools do not teach these skills.
There are numerous Web design compa-
nies. The big @p]ayers in legal pul&lish-
ing, LexisNexis /Martindale-Hubbell " and
Thomson West, offer Web design market-
ing services, and there are numerous
other companies that offer similar services
for lawyers. Look around, compare prices
and obtain recommendations before hir-
ing a Web designer.

USING E-MAIL
Now, let’s look at e-mail. It is simply no

Download Bar Podcasts

The Philadelphia Bar Association is now
offering original podcasts that can be
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downloaded from
the Internet and
played on your
computer or MP3
player.
~ Programming
includes guest
speaker remarks
DO dcaStS and short subjects
in categories such
as “Major Events," “Speaker Programs;’
“Member Benefits;," “Career Corner,” “Hot
Interviews With VVery Cool People” and
| more. To subscribe to one or more free
podcasts, visit philadelphiabar.org.

File Too Large to E-mail?

Sending files as attachments to e-mails can
be a problem when the attachments are
larger than 7MB. What if you want to e-mail
your colleague a file that is up to 1GB and
you don’t have access to an FTP server?

YouSendlt is a free service that allows
you to do just that. Rather then sending the
file directly to your
intended recipient,
you upload the file to
YouSendIt, with the
e-mail address of the
final recipient.
YouSendIt automati-
| cally sends out an
| e-mail, informing the
| recipient that you
have sent a file to

: ' pick up.
This is how it works:

1. Choose to whom you want to send
a file. It can be anyone with an e-mail
address. You can specify multiple e-mail
addresses separated by commas.

2. Select a file to send. You can send
photos, audio, documents or anything else.
Your file will be stored by YouSendIt without
ever filling up your recipient’'s mailbox.

3. Click on Send. YouSendIt will automati-
cally e-mail your recipient a link to your file
stored on its server. Your file will be deleted
after seven days.

With YouSendlt.com there are no pass-
words to share, no software to install, no
accounts to create and no full mailboxes.
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