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. 

So, who is the most important person in your office? 

 

In a large firm, this question may invoke thoughts of the founding partner or managing 

partner. The staff in the solo practitioner's office may believe the most important person 

to be the lawyer, while the lawyer may think of the office manager or the employee who 

makes sure that the bills go out each month. The new lawyer, brimming with confidence 

and excitement about law practice, may think (but, hopefully, would not say) "it's me." 

But no matter what size of law firm is involved, the most important people are the 

clients. For without the clients, there really is no private law practice. 

 

(Yes, I know that many of you reading this immediately answered this question correctly 

and would have even without the obvious clue by the title.) 

 

Hopefully all law firm personnel understand that a commitment to excellent client 

service and communication is in an integral part of operations of the successful Twenty-

First Century law firm 

 

What creates satisfaction? 
 

In our dealings with others we all know what we are satisfied and when we are 

dissatisfied.  In most endeavors, we are generally satisfied when we get what we 

expect. (Well, that may not be true for the hard-core pessimists, and for some of them, 

not being satisfied is actually what they do want.) No law firm would intentionally try to 

dissatisfy their client base. On the other hand, when one’s expectations are not met, 

one is dissatisfied 

 

Yet law firms often find that they need a more sharpened focus on client satisfaction 

models than other types of businesses. With most businesses, much of customer 

satisfaction can be measured by the bottom line. Satisfied customers purchase more 
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goods and services from the business. Lawyers by virtue of their training and 

responsibilities are primarily concerned with the successful completion of the legal 

matter at hand. Certainly a poor result will not make a client happy. But we find too often 

in the legal marketplace that a successful resolution of a legal matter does not 

automatically create client satisfaction. Indeed such factors as timeliness, 

communication methods, delays in returned phone calls, and perceived rudeness may 

overshadow a great legal result. 

 

If meeting expectations is a critical component of client satisfaction, then an initial and 

important element to the attorney-client relationship is to do your best to make sure that 

the client has realistic expectations. It may be tempting when the new client is retaining 

your services to err on the side of "closing the deal," but it is a poor long-term plan. 

When the client predicts an unrealistic result, it may be tempting to say "Well, retain us 

and let's see" or "Possibly." But be careful here. It is appropriate to explain that there 

are many undetermined facts and/or questions of law. But starting the attorney-client 

relationship with a client who believes that they are likely to get certain relief when that 

is not that case is going down the wrong path.  

 

You can leave predicting the future to the psychics. But you can't leave a new client with 

a false belief. 

 

Equally important are client expectations about how the 

attorney-client relationship will be managed. Modern 

technology allows us to be available to clients around the 

clock. That might even be acceptable if you have only one 

really well-paying client (who would have to sleep and 

have a life of their own.) All of us need down time and all 

of us have shifting priorities. Our clients need us to be 

there for them when it is required, but not on every whim.  

 

Let us direct you to some great resources. 
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Patricia A. Yevics, Director of Law Office Management for the Maryland State Bar, has 

a great article entitled "Taming the Beast: Managing Client Expectations in a 24/7 

World" in the June 2006 issue of GPSolo magazine. It is online at 

http://tinyurl.com/nd4pe . She has great advice on establishing client's expectations 

about communications with your office. 

 

The great folks at PracticePRO have a great feature on dealing with the difficult client. It 

has four parts, including a fourteen page paper on the topic by Carole Curtis. There are 

also two extremely useful forms in MS Word format. One is an "administrative" 

document outlining how the law firm operates, including many topics such as hours of 

operations, how to make appointments and why you shouldn't just "walk in" to see your 

lawyer. The other document is also in Word format and details billing rates and 

practices in plain English. (Well, Canadian.) It is hard to overstate how beneficial these 

documents could be if customized to your practice and given to every client.  

 

I would strongly suggest that you visit the PracticePro site and download all of these 

documents.  The web address for this content is 

http://www.practicepro.ca/practice/DifficultClients.asp . 

 

We suggest that you read all of the information that is 

provided in this paper or referenced in this paper and then 

schedule a meeting with your staff and discuss how you 

help your new clients have realistic expectations. With the 

guidance of the forms noted above and your own experiences, 

draft handouts that will be given out to every new client in your two largest 

areas of practice. Implement the policy and set a review date for six months from the 

meeting so you can see how you are doing. 

 

http://tinyurl.com/nd4pe
http://www.practicepro.ca/practice/DifficultClients.asp
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Careful Screening of Clients 
 

Veteran lawyers have learned which clients to avoid representing.  Here are some 

warning signs of potential problem clients.  When a potential client exhibits several of 

these warning signs, it is appropriate to ask yourself whether you should represent them 

at all. 

 

1. The client says “Money Is No Object! It is the principle at stake.” 

2. The client has had previous lawyers involved in this matter. 

3. You are being consulted on the eve of a critical deadline that the client is known 

about for some time. 

4. The client owes money to his or her previous lawyers and/or expresses 

dissatisfaction with them. 

5. The client is reluctant to sign a retainer agreement and has an excuse as to why 

the full retainer cannot be paid immediately. (Never allow yourself to be placed in 

a position where you are more committed to a client’s matter than the client is.) 

6. The client has unrealistic expectations about the relief and/or results that they 

may be seeking. 

7. You have a "bad feeling" about this client that you just can't quantify. (Do you 

really want to spent months working with them?  Will a judge or a jury have the 

same reaction when the client's credibility is at issue?) 

8. The client didn't bring important, critical papers to the scheduled meeting with 

you. This is a clear promise of things to come at best and intentional deception at 

worst. 

 

Setting the Stage – Managing Client Expectations 
 

One simple rule of life is that we generally are pleased with the products or services that 

we purchase when the product or services meets our expectations and we are generally 

displeased when the product or service fails to live up to our expectations. 
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So one key to a successful client-centered law practice is for you to do your best to 

shape client expectations from the beginning of the attorney-client relationship.  

 

Clients will, of course want to pin the lawyer down on predictions about the ultimate 

result of litigation or the conclusion of a negotiation. Lawyers will want to stress the 

normal response time to client inquiries, preferred method for communications, the 

backup plan when the lawyer is unavailable and the speed (or slowness) of the process.  

 
Building the Client-Centered Law Practice 

 

The key in building a client centered law practice is designing systems to communicate 

with the client throughout the representation with the same thought and care that the 

substantive documents are prepared to achieve the client’s goals. 

 

Many of these are in the form of information packed transmittal letters keyed to each 

part of the process. 

 

This is not to suggest that all clients should be treated the same way or that the attorney 

client relationship can be handled by a series of form letters and documents. What is 

suggested is that there is a certain sameness to many of the things attorneys do each 

day. Automating these tasks leaves more time available for individualized attention to 

clients and their needs. 

 

These "form" communication letters with the clients can be designed with few variables. 

With a little thought and effort, a creative lawyer can determine where many "form 

letters" will assist in improving client communications. Use of a template allows one to 

create a "form letter" that looks like it was personally drafted for the client. Many lawyers 

experience the frustration of having to tell clients the same information repeatedly. This 

will always be a problem because many clients are under some degree of stress or 

emotional pain when they are initially discussing a case with their lawyer. Further, we all 

know that retention from orally material is never perfect. Clients are often dealing with 



 7 

unfamiliar terms and concepts. Good form letters can reinforce the advice or 

instructions given to the client and allow the client a handy reference guide when there 

is some confusion. 

 

For new consumer clients in particular, one might consider a new client packet.  This 

could include a file folder with the attorney's name and contact information stamped 

inside and a copy of the signed retainer agreement plus other information about the 

particular type of legal matter. This material need not be in 8 ½” by  11” format with a 

staple in the upper left-hand corner. Trifold brochures or booklets may well be more 

reader-friendly and less intimidating. 

 

 

Communication is King 
 
What constitutes effective client communications in the 21st Century? 

 

We have more tools to communicate with clients. Does that mean that we have better 

communication now? 

 

A few years ago, I developed a program called The Client-

Centered Law Practice, I presented this program at many 

county bars across Oklahoma, at an Oklahoma Bar 

Association Annual meeting and even at the ABA 

TECHSHOW. There was also a two-part series published 

under this title in the Oklahoma Bar Journal. (January 17, 

2004 and February 14, 2004.)   

 

You can find these papers here:  

http://www.okbar.org/members/map/articles/client1.htm  and here 

http://www.okbar.org/members/map/articles/client2.htm   (You can also find my directory 

of marketing articles here: http://www.okbar.org/members/map/marketingarticles.htm  
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I believe that there are some very important points from that article to bear in mind as 

we discuss client relationships and client communications:  

 

“When Perception is Reality” 
 

“Implementation of a client-centered law practice rests on the understanding that 
the client is the sole judge of how good your law firm service was for their 
situation. You know you cannot please everyone. Many clients will be unhappy 
about having to be involved with the legal process. Many clients were forced to 
hire a lawyer due to events outside of their control. They may believe that they 
did everything right or "should" have the right to behave as they did. They may 
have a bad attitude.  However, all of that does not matter. They are the sole 
judges of your practice for their matters as surely as the trial judge is the sole 
decision-maker when ruling on your case in litigation. The only difference is that 
with disgruntled clients, there is no appeal. So their perception is truly your reality.   
It is the clients' perceptions that will result in either future referrals or, perhaps, a 
future bar complaint.  
 
“Clients tend to base their perceptions of their lawyers on many things that were 
not covered in law school. Your brief may have been letter perfect and opposing 
counsel may have had an inaccurate statement of the law, but this may blow right 
by the client. On the other hand, if the receptionist is abrupt or you always sound 
like you are trying to get rid of your clients when you are talking with them on the 
phone, that they will remember!  
 
“Just as in the example of poor service in the 
restaurant, things that may be accorded great weight 
are the tone of a receptionist's voice, the amount of 
time a client is left on hold on the phone, the 
promptness of returned phone calls, the physical 
appearance of an attorney's office, or how quickly 
copies of pleadings and correspondence are routinely 
mailed to the client. Such factors may contribute more 
to your client's perception of the quality of services 
rendered than matters lawyers are trained to consider 
important.” 

  

(From The Client-Centered Law Practice - Cited above) 

 

The fact that the clients judge us on our communications and client service is important 

to understand. We want our clients to be satisfied and appreciative. We want them to 
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refer us business. We want them to return to us with their new business.  In today’s 

terminology, we want our offices to be user-friendly. Therefore it is important that we set 

appropriate client expectations and fulfill our clients’ needs and expectations by 

communicating the good job that we are doing for them. 

 

Here are some ideas: 

 

1. The Twenty First Century Law Office should be able to communicate with the 

clients in whatever method they choose.  Some clients will want to receive paper 

and the traditional methods will be best for them. (If you represent many non-

sophisticated consumer clients, I recommend investing in an inkpad and a stamp 

that says something like “For your information only, no response required” so that 

you can routinely send them copies of correspondence without getting calls from 

confused clients thinking that they got the wrong letter.) Some clients will like e-

mail. Others may like to primarily to talk on the telephone with you, which is fine 

as long as they are willing to pay for it and you still document important issues in 

writing.   

  

2. The Twenty First Century Lawyer should help set client expectations as to 

communications and deal with unrealistic expectations at the initial client 

interview. Just because it is possible to respond to an e-mail within a few 

seconds does not mean that this is always a good idea, particularly (as many of 

us have learned) if the e-mail triggers an emotional reaction. You need to bring 

this issue up with clients before they send the first e-mail. Inform them that they 

will likely have to wait for a response to e-mail and while there may be times 

when they get an immediate response from you, but that will be the exception 

rather than the rule. You may be in court most of the day some days and that 

generally, except for an emergency; you try to deal with things on a “first in, first 

out” basis. 
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3. The Twenty First Century Lawyer will seek the client’s input on reporting 

frequency.  Frequency of communications expectations should be established as 

well. Some will want regular updates. Others do not want to be bothered unless 

there is news.  (But even those clients will likely appreciate, and deserve, at least 

quarterly status reports.)  

 

4. The Twenty First Century Lawyer will discuss appropriate delegation. Clients who 

have little prior experience with legal services should be told about the law firm’s 

staff and associates and how they are to be involved in the matter. It is particular 

important to stress to clients that their receiving messages from a paralegal, for 

example, is not an indication that the lawyer is not involved but an appropriate 

client cost containment tool. 

 

5. The Twenty First Century Lawyer will guard client confidentiality in 

communications. This means being aware of the security limitations of e-mail and 

guiding the client as to whether all, or any, e-mail communications are 

appropriate in their matter. In my opinion, the lawyer has to step outside of the 

rigid boundaries of legal advice sometimes and let a client know that deleted 

doesn’t always mean deleted and that an e-mail from person A to person B may 

be stored for some time on several other computers along its way over the 

Internet.  Fax communications are another important issue. There are dangers in 

just recording a fax number in a client information sheet without noting whether it 

is a private fax line or a group fax shared with all of the client’s co-workers. One 

needs to clearly cover with the client the dangers of mobile phone 

communication, stressing the need for care when either lawyer or client is talking 

on a mobile phone where the conversation can be overheard by others. It is your 

obligation to protect the client confidences even when the client may not have the 

foresight to appreciate all of the dangers. 

 

6. The Twenty First Century Lawyer will be able to receive and read digital files in 

any format that the client wishes. For most lawyers, these means that a universal 
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file viewer like Quick View Plus (http://www.avantstar.com  $35-$39) is a must 

have utility, particularly if you deal with international clients. It generally means 

that outbound documents that are e-mailed to client should always be saved in 

PDF format so that the client can use any computer (even a home computer with 

sparse software) to open and view the file. WordPerfect users can make use of 

its “publish to PDF” function. Word users need to buy Adobe Acrobat or an 

inexpensive third party PDF printer like PDF 995 or CutePDF. (I have to note 

here that Adobe Acrobat 8 Professional is a great piece of software with many 

features of use to lawyers like redaction, Bates stamping and built-in optical 

character recognition.) 

 

7. The Twenty First Century Lawyer will instruct his or her staff in the policies 

concerning client communication and response time. Once the client 

expectations for communication have been set, the lawyer needs to make sure 

that the staff understands them, particular if they deviate from the normal 

procedures. 

 

8. The Twenty First Century Lawyer will seek client feedback on how well the client 

believes communications were handled with an eye to improving the office 

processes in the future. The Twentieth Century lawyer might not have had to 

concern himself or herself with client surveys, exit interviews and other feedback 

processes. But the Twenty First Century lawyer appreciates that there is not an 

inexhaustible supply of good clients who will pay their bills. Marketing for new 

clients is an inexpensive and time-consuming process. So it is far better to hold 

on to the clients you have and to obtain their referrals and return business. 

Prepare a brief client satisfaction survey and provide it to some, if not all, of your 

clients when their matter is concluded. The anticipation of the results may be a 

bit painful, but nothing but good can come from it. Either you will get a good 

report or you will have the opportunity to correct things or at least apologize 

before they tell everyone in town they were unhappy with you or decide to send a 

letter to the General Counsel’s office.  

http://www.avantstar.com/
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Client communication is now a critical function of the modern law office. You must 

prepare to execute this function in the same professional way you prepare the 

substantive side of cases you handle. Prepare “form letters” for client communications 

at various stages of the matter in the same way you use office forms for contracts and 

pleadings. Do not just send a one sentence letter reminding a client of a court hearing 

when with a little effort you can send a two page letter starting with that first sentence (in 

bold) which also includes reminders and instructions. 

 

 

Summary 
 

The best way to have satisfied clients is to do 
what you said you would do for them, within 
the time frame you said that you would do it 
at a cost that is in line with your predictions 

and to always keep good lines of 
communication open with them. 

 

It sounds easy when it is said like that.  But we all understand that many conflicting 

demands on a lawyer’s time and how easy it is to not get that project completed until 

Friday when you said you have it done on Tuesday.  In those always better to under-

promise and over-perform.  If you have trouble making deadlines for clients, then 

perhaps you need to give yourself more time such as by adding on an additional day or 

two to the time frame in which you think you would be able to deliver the completed 

work. 

 

      



Example Only--Tailor this questionnaire to your practice. 
 
 
      Date 
 
Ms. Mary Smith 
123 Main Street 
Hometown, USA 12345 
 
Dear Mary: 
 

I want to take a moment to personally thank you for allowing my fIrm to be of service 
to you in your recent [enter legal matter, divorce, traffic. PI suit, etc.]. Please know that I 
appreciate your business and your friendship. 
 

I hope this legal matter was concluded to your satisfaction. While we have concluded 
the legal matter, there are several steps you should take as a result of this legal matter: [enter any 
further steps the client should take].  
 

In addition, you should keep your copies of the documents relating to your case is a 
secure place where you can locate them if necessary. We will not take any more action on your 
behalf. If you have any questions, please let us know. 
 

As an attorney, I strive to give the best possible service to all of my clients. In order to 
help me improve my ability to help others, would you take a few minutes to complete the 
questions below and return them in the enclosed envelope? Your assistance in this matter will 
help me ensure that I am meeting the present and future needs of my clients. 
 
Thank you again for your confidence in the services of my law firm, and thank you for taking 
time from your busy schedule to complete the enclosed questions. Let me know if I may be of 
assistance to you again in the future. 
 

Very Truly Yours, 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 

 
 
 CLIENT SERVICE QUESTIONNAIRE 
 (YOUR FIRM NAME HERE) 
 

Please take a few moments to answer the following questions by marking the box next to the 
response that best reflects your experience with our office.  Please feel free to add your individual 
comments at the end of the questions.  The questionnaire is anonymous unless you chose to include 
your name here: __________________________________ 
 
1. How did you learn of our firm: 
 

 From a friend. 
 Personally know attorney or staff member in firm 
 Advertising in phone book/yellow pages. 
 The recommendation of another attorney. 
 Other circumstances; please explain:_____________________________________  

           _______________________________________________________________________ 
 
2. Please rate the following areas regarding our firm: 

          Very       Somewhat   Somewhat          Very 
        Satisfied    Satisfied    Dissatisfied    Dissatisfied 

Lawyer's understanding of your  
 case and goals after first consultation                    
Communication with lawyer throughout your case                   
Communication with staff throughout your case                   
Lawyer's legal advice and counseling                    
Service and effectiveness of staff members                   
Final resolution of your case                     
Reasonableness of attorney fees                    
Understandable and timely legal bills                    
Convenience and location of office                     
 
3. Would you recommend our services to your family, friends or colleagues: 
 

 Yes    No  Uncertain 
 
   If you would not recommend this firm to another person, please state your reasons,   
especially if not detailed elsewhere in these questions: 



 
 
 
 
4. What could the firm do to be more responsive to your legal needs? 
 
 
 
 
 
5. Do you have any suggestions on how we could improve our written and verbal 
communications (telephone calls, correspondence, personal meetings) with clients? 
 
 
 
 
 
 
6. If there was one thing you could change about the legal process you were involved in--
whether in our office or the legal system, what would it be? 
 
 
 
 
 
 
7.  What suggestions do you have for improving the way we charge for services and our billing 
process? 
 
 
 
 
 
8.  What suggestions do you have for improving the way our office staff assisted you? 
 
 
 
 
 
 
9.  What additional services could we offer to make your legal representation more complete? 
 
 
 
 
 



Thank you for completing this questionnaire!  Please use the attached envelope to return the 
completed questionnaire to my office.  Please let us know when we can be of service to you in 
the future. 
 



Collaboration tools allow lawyers to engage 
with clients more frequently, practice 

virtually, offer unbundled services, and 
streamline tasks. These inexpensive tools 
offer video conferencing, web meetings, 

document review and file sharing, 
document signing and project management. 
The presenters will cover the features and 

functions of the tools as well as how to 
assess the products with an eye for ethical 

responsibility and client confidentiality.

Collaboration 
Tools for 
Lawyers

Catherine Sanders Reach, Director                      
Law Practice Management and Technology 
Chicago Bar Association 
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Introduction

The Internet has removed barriers such as time and place for lawyers and clients 
working together on documents, projects, and matters.  In the past email revolutionized 
how information was shared, disseminated and updated. Flash forward and cloud 
computing has now opened online collaboration to synchronous and asynchronous 
work anywhere, from a device that fits in the palm of your hand. The level of 
sophistication goes well beyond sharing documents, extending to tasks, brainstorming, 
social interactions, and more. With great power, however, comes great responsibility. 
Lawyers should be careful in addressing how to employ these technologies with best 
practices for security and confidentiality when dealing with confidential client data. 

Ethics

Online collaboration takes place in “the cloud”. While few states have tackled cloud 
computing ethics opinions directly, many have provided some guidance on using cloud 
services indirectly. The ABA Ethics 20/20 Commission has proposed adding a new 
paragraph to the existing model rule on confidentiality, to require reasonable efforts to 
prevent inadvertent disclosure of, or unauthorized access to, confidential information 
including information in electronic form. The Commission has also proposed clarification 
to the lawyer’s duty of competency to include a duty to remain aware of the benefits and 
risks associated with technology.  

Other ethics opinions that touch on the tenants of cloud computing generally agree that 
lawyers should maintain reasonable care in evaluating the services of a cloud or third 
party provider.  The ABA Legal Technology Resource Center maintains a list of cloud 
ethics opinions with a summary and links to the opinions at www.lawtechnology.org.

Online Collaboration Tools

Video Conferencing/Web Meetings

Join.me  

From LogMeIn, Inc. comes Join.me (https://join.me) is a super simple screensharing
tool, which allows you to quickly share your screen with up to 250 people at once.  The 
free version provides screensharing, chat, a toll phone conference number, share 
control and monitor selection (for those with multiple monitors) and you don’t have to
register so no username and password to remember.  To share your screen simply go 
to the website, and click “Share”. You will need to download an .exe file and once that is 
done you will see the control panel and a 9 digit number. Then invite anyone to also go 
to join.me, but instruct them to enter the 9 digit number where it says “join”.  The 

http://www.americanbar.org/groups/professional_responsibility/aba_commission_on_ethics_20_20.html
http://www.americanbar.org/groups/departments_offices/legal_technology_resources/resources/charts_fyis/cloud-ethics-chart.html
http://www.americanbar.org/groups/departments_offices/legal_technology_resources/resources/charts_fyis/cloud-ethics-chart.html
http://www.lawtechnology.org/
https://join.me/
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participants do not need to download anything, and even though it is Flash based there 
are apps for iPhone, iPad and Android – and they work! The pro version costs 
$149/year of $19 per month and includes presenter swap, meeting scheduler, meeting 
lock, user management, international conference lines and more.  Join.me uses 256 bit 
SSL encryption and does not leave traces on the shared machine or recipients.  The 
current beta version is also adding VoiP.  This is a really useful, fast, and free tool for 
showing someone your screen in an instant.  

FreeScreenSharing 

From the people who gave you freeconferencecall.com comes FreeScreenSharing.com
http://www.freescreensharing.com/).  After a free registration, you can start a meeting 
that provides a remarkable amount of features for free.  Of course there is a built-in toll 
phone conference, as well as an attendees list by name, and chat feature. You also get 
a customizable “lobby” with logos and pictures, a meeting title, contact information and 
uploaded documents for your guests to see when they arrive.  To invite people to attend 
your meeting simply copy and paste the meeting ID and link, as well as the audio 
conference number into an email.  Screensharing features include choosing to share a 
screen or a specific application, as well as which monitor to share.  You can switch 
presenters too.  You can have unlimited free meetings with up to 96 participants for up 
to six hours per meeting.  There is no “pro” or fee-based version of this tool, and it does 
not appear to be ad supported.  The connection is https (SSL security).  

Watchittoo 

Watchittoo (http://watchitoo.com/) is a live streaming video collaboration platform that 
lets up to 25 meeting participants collaborate in a virtual video conference environment 
around a document or media file, as well as screensharing.  There are no downloads, 
although it does require Flash to run.  While there is a free limited 30 day free trial, 
plans range from $40 per month to $60 per month.  Premium features include a toll free 
audio bridge, recording, embeddable code for your website,  analytics and more.  While 
other web conferencing sites offer some limited video collaboration, Watchittoo allows 
more simultaneous collaborators, with a display that auto-adjusts to show who it talking, 
etc.  VentureBeat described it as the “best of WebEx and live streaming”.

Oovoo 

Oovoo (www.oovoo.com) is a free video conferencing service for 12 way video chat. It 
requires a download (Windows, Mac, iOS, Android) to participate in HD quality 
videoconferencing.  The free version is ad supported and has no security settings. 
There are premium offerings which provide priority support, as well as screen sharing, 
reporting tools, recording, send files, and chat. The Premium version is $30 for a year.  
Necessary equipment includes a webcam, speakers and a microphone.

http://www.freescreensharing.com/
http://watchitoo.com/
http://www.oovoo.com/
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Google + Hangouts 

One unique feature of Google’s social network “Plus”, is a real time video chat 
collaborative space for up to 9 people at a time.  Features include screensharing, 
GoogleDocs editing, and Sketchpad access for drawing. Hangouts on Air let you record 
directly to YouTube and broadcast a hangout.  To participate you’ll need a Google 
account (naturally), as well as a plugin for Google voice and video.  Google+ Hangouts 
are not for confidential client discussions, but can be a quick way to work with co-
presenters, host a marketing event, and engage your audience with Google+. 

Document Collaboration

Zoho Writer 

While Google Docs rightfully gets the lions’ share of attention for online document 
collaboration, ZohoWriter (www.zoho.com) has been competing in the space admirably.  
ZohoWriter matches GoogleDocs on most features, with some interesting additions 
such as Zoho Office for MS SharePoint. You can also work on documents in Microsoft 
Word and save them to your ZohoWriter account directly from the application.  Easily 
post documents to your blog with their built in WYSIWYG editor, and more.   

Online Scheduling

Google Calendar Appointment Slots 

If you use Google calendar did you know you can create appointment slots so that 
people can schedule a meeting with you? You must set up time slots in your calendar 
that show availability (your entire calendar is not shared, just available appointment 
slots) and you can even title the appointment slots with something like “client 
consultation”.  The trick with appointment slots is that they get their own URL, which you 
can embed on a website or send directly to someone. The URL is available at the set-
up page that opens when you click on an appointment slot in your calendar. A visitor to 
that URL can easily set up an appointment with you and a new shared event on both 
yours and that person’s calendar will be created – as long as that person is using the 
Google calendar (always the rub with Google). 

GenBook 

Genbook (www.genbook.com) is an online scheduling tool that lets people schedule 
appointments with you right from your website by clicking a “Book Now” button. 
GenBook also provides information to those booking an appointment like services, a 
Google Map and more.  If you have multiple attorneys in the office GenBook can be 
configured to provide appointments for each one. GenBook has one way 
synchronization with your Outlook calendar  (and iCal, Google, etc.) so that you can 

http://www.zoho.com/
http://www.genbook.com/
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“accept” an appointment on GenBook and it will appear on your personal calendar. 
GenBook Solo is $20 per month, and Standard with unlimited staff members is $40 per 
month.

BookFresh 

BookFresh (www.bookfresh.com) is another online scheduling tool, similar in many 
ways to GenBook.  BookFresh also adds SMS (text) notifications when someone 
schedules an appointment, and reminders via text of upcoming meetings. BookFresh 
does not sync with MS Outlook, only online calendars such as Google Calendar and 
iCal (though you can sync Google Calendar with Outlook). BookFresh also has a review 
function, so clients can provide reviews of your firm and people see them when they 
book appointments. BookFresh creates a “mini website” for your business for free, 
which may help with exposure online.  The free version is not functional enough for 
most lawyers, and the business plan is $20 per month. 

Enterprise/Project Management 

Yammer

Yammer (www.yammer.com) started as a kind of Twitter for enterprise, asking “what 
are you working on?” and billing itself as a free private social network.  Anyone from the 
same domain who signed up for an account could follow other people at that domain, 
and send short form updates. Yammer is restricted to only people with a verified 
company email address, which can be done by having the networked “claimed” by an 
admin. That admin can then add and remove users, and change configuration. As the 
service has gained popularity they have add many new features.  You can share files, 
create white pages for notes, polls, events, groups and much more.  You can post 
privately and publically (within your domain restricted network). While the free basic 
version is limited to a domain and people who are verified within it,  for firms who want 
more administrative control there is a $5 per user per month business version, and an 
enterprise version with premium integrations with SharePoint, TripIt, Salesforce, 
Exchange, Box.net, and more, as well as access from network login,  and unlimited 
external network collaboration. It has become a fully functioning internal social network 
with intranet functionality. 

PBWorks 

To say PBWorks (www.pbworks.com) is a wiki platform hardly does it justice. With a 
focus on law firms, PBWorks offers a variety of pre-configured workspaces including 
client extranets, dealrooms, a firm intranet, knowledge bases and more.  PBWorks uses 
a social model, with each user logging in to see her dashboard with activities, new 
messages, uploaded documents and other pertinent information. From there the 
product is infinitely configurable but includes document sharing, whiteboards, 

http://www.bookfresh.com/
http://www.yammer.com/
http://www.pbworks.com/
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messaging, project management plotting, document editing/versioning, calendars, and 
more. Pricing is no longer available without contacting a sales person, and they number 
among their clients Bracewell & Giuliani and the USPTO.  This is a powerful, 
customizable completely cloud-based platform. 
 

Asana 

Asana (http://asana.com/) is a free shared task list for teams. You can invite up to 30 
members to a workspace and share tasks and priorities in a simplified heart-of-the-
matter approach to project management. Asana was created by two former Facebook 
employees (Dustin Moskovitz was Mark Zuckerberg’s business partner and roommate), 
and means “yoga pose” in Sanskrit.  The products is a web based “to do” list that lets 
people create tasks, prioritize them, assign them to colleagues, and follow the work as it 
gets done. Instead of individuals maintaining personal to-do lists Moskovitz aimed to 
help work groups create a “single version of the truth” wherein everyone could see what 
others were working on, and where they were in the process. For a law firm, where a 
team is all functioning to accomplish tasks that meet a common goal, this approach 
might make a lot of sense.  Or say, a lawyer working on complex estate planning 
documents with a client, advising on the opening of a business or many other legal 
functions.  Asana integrates with MS Outlook, Google Calendar and Apple iCal, has 
mobile apps, and all interaction is through SSL. 

Basecamp 

Basecamp (http://basecamphq.com/) from 37Signals is the grandmother of web-based 
project management tools. Simple interface, rich but not overwhelming feature set, and 
reasonable pricing have keep this tool available for many years. The website claims 
National Geographic, Patagonia, and Polycom as clients. They have a free plan (1 
project, 2 writeboards, 10MB storage) up to the Max plan at $149 per month with 
unlimited projects, 75GB of storage and unlimited users. Again users login to encounter 
a dashboard, showing them activities on their current projects, including messages, new 
files, due dates and outstanding tasks. Setting up a project is easy, simply choose 
participants (including different levels for internal and external collaborators), then 
create milestones and then tasks with deadlines for each milestone. Basecamp lets 
users track and report time, and provides basic reporting.  Basecamp, because of its 
popularity, has many integration partners and add-ons, including a full range of mobile 
compliments. 

Trello 

Trello (https://trello.com/) is a list makers dream. If you are constantly keeping lists of to-
do items, Trello helps you organize those lists into share-able “boards”.  Each list is 
made up of “cards” or tasks.  Each card can have attachments, assignments and due 

http://asana.com/
http://basecamphq.com/
https://trello.com/
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dates, checklists, embedded videos, and more. You can assign cards to the individuals 
you invite.  Trello traffic runs over SSL, and is free.   

Note/Information Sharing 

Evernote 

Evernote (www.evernote.com) is a note taking tool that helps you keep track of 
information gathered from anywhere in one repository.  Text notes, voice notes, 
websites, documents, email, links – whatever you want to save you can put it in 
Evernote, saved to folders and tagged. One feature of Evernote is the ability to share 
notes with someone else. This could be especially handy for sharing research and 
information with other lawyers or your clients.  In the web interface (Evernote has a 
desktop application, web version, and mobile apps that all stay synched) simply create 
a new notebook and then select the arrow to retrieve the menu to reveal “share this 
notebook”.  You can then invite specific individuals via email to share the Evernote 
notebook. If you have the free version of Evernote you can only share in “view” mode.  
For Premium subscribers you can give modification privileges. For additional security 
you can require that the recipient log into Evernote to view the notebook. 

Evernote also lets you share specific notes with your social media profiles. If you 
capture an interesting article you can then share it with one click to Facebook, Twitter, 
email, or create a link to the note for your blog. 

MS OneNote

MS OneNote (http://office.microsoft.com/onenote/) is part of the MS Office suite (as of 
Office 2007), but can be purchased for $80 from retailers. OneNote is similar to 
Evernote and allows end users to capture, create, organize, share, and reuse content. 
Think of it as a series of spiral bound notebooks with pocket dividers. You can create 
notebooks containing folders, subfolders, and pages. 

The pages in this program are “unlined” so that text, audio or video can be dropped in 
anywhere, allowing the user maximum control and providing a digital version of a real 
notebook. Users can add text, clip web content, clip any content from any MS 
application, insert text, audio and video files, convert handwritten notes from a table to 
text, and much more. You can record audio directly into OneNote, while it syncs your 
notes. You can export OneNote text to MS Outlook as a Task, and share portions of 
OneNote over a network or on the web through Windows Live – even if the other 
participant doesn’t have OneNote. Users can flag notes, import content in multiple 
formats, even import MS Office Calendar events to create a notebook or page around 
the event. MS OneNote has more functionality than Evernote primarily due to its tight 
integration with MS Office, and attorneys may find this electronic equivalent to a trial 
notebook or a matter management tool. 

http://www.evernote.com/
http://office.microsoft.com/onenote/
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MS OneNote has mobile apps for Android devices, as well as iPads and iPhones. It is 
an incredibly robust tool for lawyers. MS OneNote offers a 60 day free trial.

Document Sharing 

Box 

Box (www.box.com) has many options from personal to enterprise for document 
collaboration. Box lets you store files and folders in online workspaces, then share the 
document by sending a link.  Business for Box plan users can get granular control over 
who views and edits files, and share folders that are synced with files on your desktop
computer. Share with internal and external users.  Box for Business also offers 
document management tools, project collaboration, a sales portal, and mobile access.  
Box integrates with Google Apps, Salesforce, SharePoint, EMC Documentum, as well 
as a free add-on for MS Office to open, save, and share files from within the native 
application. Business plans cost $15 per user per month and can have from 3 to 500 
users with 1000 GB of storage. Security is a priority for Box, with encryption in transit 
and at rest (enterprise only), and datacenters that undergo security audits and strict 
access controls. 

Practice/Document Management

Clio Connect 

ClioConnect (www.goclio.com) is practice management SaaS  that offers secure
collaboration with clients to share documents, communication, and allows clients to view 
and pay invoices. Simply choose which information to share with the client, and then 
they can be set up with a username and password.  Lawyers can see when a client 
access a document or message, or paid a bill.  Clio costs $49 a month for attorneys and 
$25 for support staff.  ClioConnect is included in that cost.   

NetDocuments 

NetDocuments (www.netdocuments.com) is an online document management 
application. The tool offers a central, searchable repository for law firms to store files 
that are accessible online and through mobile devices. Security is high priority for 
NetDocuments, whose target markets include law firms and financial institutions. 
NetDocuments offers extranet services as an add-on, such as deal rooms, to firms 
already using traditional (non-cloud) DMS.  However, NetDocuments offers unlimited 
extranets in the NetDocuments Professional Edition ($38 per user per month) making it 
a seemless process to share select documents with select clients as part of the 
workflow.  End users can create a ShareSpace for clients without IT administration.   

http://www.box.com/
http://www.goclio.com/
http://www.netdocuments.com/
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MyCase 

MyCase (www.mycaseinc.com) offers client integration into the core function of the 
software. Clients can be given access to all details of their cases and matter, with a 
private, secure portal for shared calendars, documents, and bills. Messages with clients 
can be sent and received through MyCase, and every item uploaded to the system can 
be commented on. MyCase is $39 for attorneys and $29 for staff/paralegals per month. 
Client accounts are unlimited.

LexisNexis FirmManager  

LexisNexis FirmManager (http://www.firmmanager.com/) comes with the Client Center 
where clients can view documents, appointments, and tasks. You can exchange 
messages with clients, and with granular and client-specific logins and privileges you 
can even extend sharing to opposing counsel. LexisNexis FirmManager is a web-based 
practice management tool, costing $50 per user per month.  Firms using the LexisNexis 
Site Essentials, Site Edge and Site Exclusives website packages get the Client Center 
as part of the site, extending the law firm website with a client portal. 

Adobe Acrobat Review Workflow

Adobe Acrobat 9.0 and up offers many opportunities to collaborate with others on PDF 
documents. Collaboration allows lawyers to share documents with others while 
maintaining the original file in its native format. Recipients can use commenting tools to 
markup the PDF and then return the document with comments for consideration. If 
applicable, these comments can then be incorporated into the original MS Word 
document and incorporated through the track changes feature. Adobe has a number of 
ways for people to collaborate on PDF documents. Some review methods require the 
user to have a supported email application, such as Lotus Notes or MS Outlook in order 
to function. Recipients of PDF documents to review need only have the free Reader in 
order to add comments or edits.

Send for Review  

The simplest way to share a document is to send it via email, using the method of 
selecting the file as an attachment. If the reviewer will be using the free Reader, the 
PDF document will need to be saved with permissions to allow commenting and the 
recipient must have at least version 9.0 of the free Reader. From within Adobe Acrobat 
9.0 users can choose from the “Review and Comment” toolbar to send a file for review, 
or in Adobe Acrobat X use Comment – Review – Send for Shared Review menus.
Following the instructions a file is sent via email. The recipient is invited to review the 
document, and commenting is automatically enabled in the Reader. The recipient can 
comment and markup the document and return. The document originator can collect 
comments from multiple parties, incorporate all comments into the master document, 

http://www.mycaseinc.com/
http://www.firmmanager.com/
http://www.lexisnexis.com/law-firm-marketing/feature/client-center/
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view comments by type, reviewer, and status. A reviewer tracker feature lets you see 
what reviews you have participated in, and what reviews you have initiated.  
Alternatively the document can be shared via a network, SharePoint, or on 
Acrobat.com. 

Sharing and Incorporating PDF Comments  

Shared review increases the functionality of a review session, by allowing multiple 
reviewers to comment on a document by placing the document on a shared network 
drive, a SharePoint workspace or on the web via a webdav or extranet through the 
“Review and Comment” toolbar in Adobe Acrobat 9.0. This works best for groups of 
people on the same network. People are then invited to review the document and 
changes are incorporated in real time. The requestor is notified of comments, even if 
she does not have the document open. Reviewers can be tracked and reviews can be 
sorted by a variety of fields.  

Acrobat to MS Word Round Trip  

Once a review has taken place, comments and changes can 
be incorporated into the original MS Word document, if 
applicable. From the PDF document in Adobe Acrobat 9.0 
Pro, choose “Export Comments to Word” from the Review and 
Comments toolbar. In Adobe Acrobat X choose the option in 
Comment – Review – Comments List then look in the options 
for “Export Comments to Word” (Figure 1). Changes to text 
can then be accepted or rejected using the MS Word 
functions in “tracked changes”.

If the original Word document has been changed since the 
PDF was sent for review this function will not work. 
Additionally, the PDF file must be “tagged” during the 
conversion process, so the original Word document must be 
converted to PDF using the Acrobat conversion toolbar,
versus printing to PDF.

Conclusion

This paper merely provides a sampling of the ever increasing tools available for online 
collaboration. Law firms should be careful when choosing providers when the 
information involves privileged or confidential information to make sure adequate 
security is employed. That said, there are a growing number of great tools to help 
lawyers work with collaborators – inside and outside the firm, clients, opposing counsel, 

Figure 1
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consultants and more – in a seamless and secure environment. This is a growing area 
of innovation, so we are really at the cusp of great things to come. 



 
Getting to Wow! 

Improving Satisfaction One Client at a Time 

By 

Reid F. Trautz 
 
"Quality in a product or service is not what the supplier puts in. It is what the customer gets out 
and is willing to pay for. A product is not quality because it is hard to make and costs a lot of 
money, as manufacturers typically believe. This is incompetence. Customers pay only for what 
is of use to them and gives them value. Nothing else constitutes quality." 

--Peter Drucker, Management Guru 

 

 
In today’s consumer-driven environment, clients expect quality legal abilities 

as the starting point for their attorney-client relationship. When you agree to 
represent a client, they presume you will provide an acceptable legal result–not 
always a win, but results within the scope of their expectations. In addition, clients 
now demand legal service, not just results.   
 

Contemporary market research shows that service is the primary component 
of client satisfaction. Clients want quality service throughout the entire legal process. 
They want the opportunity to be timely informed and involved with their future. They 
want their questions answered promptly, your office to be convenient, your staff to 
be competent and friendly, and any results or important development conveyed 
almost the moment you receive it. 
 

Why is this stuff so important? Because legal services are intangible.  There is 
no product a client can touch, feel and smell like a new car, house or computer. To 
make up for the lack of things tangible, lawyers need to emphasize service.  
 

These are the keys to a successful client experience–from the client’s 
perspective.  And from the lawyers perspective? A happy client is a paying client. A 
paying client is a loyal client. A loyal client refers business. Address these common 
needs of clients and it will make a positive and profitable lawyer-client relationship 
for you as well. 
 

Before rushing off to make clients happier, let’s spend a bit of time looking at 



the psychology and dynamics behind effective client service. Knowing what clients 
are looking for can help focus our efforts on improvements to our client service 
system.    
 



The Principles of Building Rewarding Client Relationships 

 

 

1.   Nothing is more important than building a client relationship of trust and respect. 

 

 A client that knows and trusts you will rarely complain or sue you. 

 

 Only make promises you know you can deliver. Deliver more than you promise. 

 

 Be objective. Give all clients an honest assessment of their situation. 

 

 A client who feels appreciated is cooperative, pays their bills, and refers new 

business. 

 

 

2.  Communication is the key to building trust and respect. 

 

 The goal of communication is for the client to feel safe, understood, and 

cared for. 

 

 Reduce uncertainty by explaining matters thoroughly. 

 

 A lawyer who is accessible to clients is far more valuable than one who is 

not. 

 

 A lawyer who communicates with clients will become a trusted advisor. 

 

 

3.  Choose your segment of the marketplace. Step out of it only when you are 

prepared to meet the demands of that new market. 

 



 Not all clients are equal. Some demand more, others require less.  

 

 The key is to select clients whose service expectations are equal to their 

payment expectations. (You don’t find Wal-Mart prices at Nordstrom, or 

Nordstrom service at Wal-Mart.)   

 

 Select clients that will respond to your ability to serve them, communicate 

with them, and build an expected relationship with them. 

 

 

4.  Delivering service outside of your market segment causes increased risk. Risks of 

complaints, failure to pay, dissatisfaction and disloyalty. 

 

 Consider dismissing any current clients that place you at risk. Follow all 

ethics rules if you do decide to dismiss any clients. 

 

 Review your intake process to weed out potential problem clients.  

 

Twenty Client Satisfaction Tips 

 
To implement these principles, and meet client service expectations, firms 

may wish to incorporate the following tips into their client service system.  Use these 
tips to make selective changes to your client service system to improve the client 
experience, and make your practice more rewarding with less risk. Don’t try to make too 
many changes at once, but resolve to make improvements over time. 
 

1. Schedule a thorough review of your new client welcome process.  Step by 
step, how does it look from the clients' perspective? How can you improve the "little 
things" that differentiate your business? Replace paper cups with china mugs, 
improve your intake forms, provide a “New Client Information Packet” with your 
business cards and other informative documents. 

 
2.         Develop a reputation for not tolerating any nonsense around getting paid for 
your work. Make sure you fulfill your part of the bargain by setting fair and 
reasonable fees that have been fully and carefully discussed in advance and 
throughout the course of the file, and then insist that the clients meet their 



obligations to you. Don’t cut deals. Don’t accept excuses. Subject to your ethical 
obligations, don’t keep working for clients who fail to pay. After a while, you will find 
that clients who don’t want pay your bills will screen themselves out of your client 
base. Remember, it is a myth that it is always better to have more clients; what is 
critical to success is to have more of the right clients. 

 
3. Charge an initial consultation fee. It sets expectations of paying for the 
representation. At the end of the consult, you can choose to apply the consult fee to 
the first bill or your flat-fee. If you choose not to accept the client, you can opt to 
return the check provided before the consultation. 

 
4. Communication is the key to a successful client relationship. From the 
moment the client first contacts the firm, through the initial intake, and until the file is 
closed. Make sure the client communication process has multiple opportunities to 
update the client; use forms and form letters to make it more efficient (and less-
costly) to frequently communicate with clients. 

 
5. It is up to you to take the initiative to discuss fees and costs (disbursements) 
openly, candidly and comprehensively, preferably at the first interview. Don’t 
sugarcoat what the work will really cost to rope in the client. You are just planting a 
land mine in the middle of your relationship, and sooner or later it will explode. 

 
6. Spend enough time at the beginning of the relationship to find out if the client 
is able and willing to pay a reasonable fee for the legal work they want done. If they 
aren’t, say, “For your sake, I am glad I found that out before I did the work and ran 
up a larger bill than you wanted to pay for the services you need.” 

 
7. Avoid bargain-hunters. They won*t appreciate lower fees; in fact, they will 
probably think your fees are too high, no matter how much you cut them. And don’t 
do loss-leaders: they create expectations that you will continue to charge low fees, 
which is inconsistent with your intention to charge your regular fees in the future. 

 
8. Send a client satisfaction survey to all clients. There are on-line services that 
offer free trials on a limited basis, such as Zoomerang and Survey Monkey.  
 
9.      This may surprise you, but not every client deserves full service treatment.   
Some clients just can't be satisfied no matter how hard you work.  The harder you 
work for one client, the less time you have to work for clients who appreciate your 
services.   In fact, you can dig a pretty deep hole trying to please every client.  So for 
those few clients who seem impossible to please, evaluate the reasons the client is 
dissatisfied.  

 
10. Reduce all your fee arrangements to writing. If the fees will be a significant 
amount (in the client’s eyes), get the client to sign a fee agreement. The fee 
agreement should outline the scope of the services to be provided, their timing, how 
the fee will be calculated, what costs will be charged and the terms of payment. 

 



11. Set appropriate fees. Have empathy for clients, but that does not equate to 
setting fees so low you lose money. 

 
12. Value Bill: There are some tasks we may charge to a client, but choose not to 
charge for one reason or another–maybe it took less time than we thought or we 
had a new associate take much longer to do it. That may be the right decision, but 
the task or event provided some value for the client. Instead of writing it off and 
ignoring it, add it as a “No charge” item on the client bill.  Let them see that they are 
getting more service than promised. That adds value in the eyes of the client.  

 
13. Get to know your clients. Show them that you care about them and their 
problems. If you have business clients, get to know their businesses and the 
industries in which they operate. Get to know their people. Read their annual 
reports. Find out if they have websites and familiarize yourself with the information 
on them. 

 
14. Develop your listening skills. Learn how to encourage your clients to talk and 
how not to interrupt. Learn how to communicate attentiveness. Use appropriate 
body language. Learn how to be still. Don’t play with paper clips. Don’t gaze out the 
window. Don’t allow interruptions. 

 
15.        Promptly return all client phone calls–the same day or within 24 hours.  If 
you cannot, assign a person from your office to make an interim call to the client to 
attempt to facilitate the communications 

 
16. If unanticipated developments in a file mean that your fee is going to exceed 
your client’s expectations, discuss the increase openly and candidly at the earliest 
opportunity so the client can decide whether to bail or continue. Don’t assume that 
because it is evident to you that the additional work is needed and should result in a 
higher fee, it is evident to your client. 

 
17. Show your clients how hard to work for them. Demonstrate effort. However, 
you don*t want to make a major production out of everything you do. Use common 
sense and good judgment when implementing this tip. 

 
18. Bill regularly. If you send your bills to clients on a regular basis they are more 
likely to pay them on a regular basis. Sporadic bills are not taken as seriously as 
bills that arrive at the same time each month. 

 
19. Make your bills clear and informative, with a format and layout that is easy to 
read. Ask a several clients, your spouse or other non-lawyer to review several 
samples of your bills--redacted, of course! Is the wording free of jargon? Can they 
understand how the amount of the bill was calculated?  Your goal should be to 
produce bills that are perceived by your clients as fair. Clients are more likely to pay 
bills they think are fair. The larger the fee, the more care should be taken in 
describing work you have done. “Services Rendered” or unsubstantiated terms like 
“Research” should never used on a legal a bill. 

 



20. Don’t worry if you some mistakes in evaluating your clients. Move on and 
resolve to do better next time. Remember, good judgment comes from 
experience, and a lot of that comes from bad judgment. 

 
 
 
The Added Benefit of Superior Client Service 
 

If you have provide  client-centered service as part of your overall delivery of legal 
services you will create a group of satisfied client who will become your greatest 
source of new business. You will no longer be a marketing force of one or several, 
but of many.  Loyal client referrals can provide quality clients that money cannot 
buy.  Over time, the personal referrals from clients, friends and family will allow you 
to diminish your marketing efforts to reach potential new clients, but you will still 
have to have a well-managed practice that will help earn and maintain the trust of 
the personally-referred clients. 
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Introduction 
 
Everywhere you look people are using technology. Smartphones, eReaders, and iPads surround 
us. You can’t watch good old TV without being bombarded by commercials for websites, games, 
and more technology. Consumers are accustomed to going online to look up and share 
information, shop, pay for goods and services, chat, game, and well – just about everything else. 
No matter what type of clients you may serve it is likely that they expect to be able to use the 
same technologies they are accustomed to when they are working with you. Below are a few 
suggestions, at multiple price points, that incorporate technology into your workflow and provide 
your clients with enhanced – and possibly expected – options.  
 
Location, Location, Location 
 
Where ever you meet clients, whether that is a traditional brick and mortar office or a rented 
conference space, consider creating a Google Map for your website, blog or email signature to 
help your clients find you. Simply go to maps.google.com and type your address into the search 
box. Click on the “link” tool on the upper right side and you can grab a link to the map, or get the 
code to embed it into your blog or website. However, consider taking it one step further by 
creating a customized map that shows not only your meeting space, but also other locations that 
may be useful for your clients. Based on your practice area and your clients’ needs there may be 
some logical paths that you can map out to help your clients. For instance a family law practice 
could create a map that shows your law office, family court, child services, and the social security 
offices.  Be creative – perhaps you could provide a map to your office, a local coffee shop, a 
scenic overlook or the nearest place to get gasoline. Think what would help your clients and 
create the map. It is easy to create the custom maps.  Login to Google, go the maps page, click on 
“my maps” and watch the video tutorial for instructions on how to set it up. Also don’t forget to 
add your business address to Google Places for free. At the very least perform a sanity check on 
the major direction sites on the web – Google Maps, Yahoo Maps, Mapquest and Bing – to make 
sure that your address and directions are clear and mistake free. If you do find that the directions 
would have your clients driving down a dirt road you can contact the vendors to update the 
directions.  
 
Google offers a couple of free tools to boost your web presence. One is Google Profiles, which 
lets you provide a publicly available profile that includes pictures, hobbies, personal and 
professional interests. You can link to your webpage, blog, LinkedIn profile or anything else you’d 
like to share. Profiles is free, and is an easy way to boost your Google ranking. Another free tool 
from Google is Google Places,  that lets you add your firm to Google Maps and create a local 
business listing. Google reminds you: “It's a good idea to create a Google Places account using an 
email address that you don't mind sharing with others or passing along, in case you wish to 
transfer ownership of your listings.”  Additionally take advantage of similar local profile listings 
from Yahoo! Local Search, Bing Business Portal, and Yelp.   
 
 

https://profiles.google.com/
http://www.google.com/local/
http://www.google.com/support/places/bin/static.py?page=guide.cs&guide=28247
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http://listings.local.yahoo.com/
http://www.bing.com/businessportal
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Caring and Sharing 
 
How would your clients react if you sent them news items of interest? For instance, if you sent an 
article about a new automotive plant moving into the area to a client that provides recycled 
aluminum? Or alert a client to legislation or regulatory actions affecting her business?  A 
proactive, informational update can be helpful to your clients, and keep you top of mind. Setting 
up alerts is easy. Simply go to Google Alerts and type in your keywords.  Have the alerts sent to 
you by email or RSS feed for screening, then forward as appropriate to your client. Did you know 
that you can share iGoogle tabs? If you subscribe to a number of industry related blogs and news 
outlets you can combine them in a tab on iGoogle and share that tab with your client. In the 
iGoogle tab click the carat (down arrow) and select “share tab” to email your client an iGoogle 
gadget that lets them add the tab to their own iGoogle page.  Be creative and think about how 
you can share valuable information with your clients. This takes much less time (think 
automated!) than maintaining a blog, and can be tailored to a specific client, rather than broader 
focused newsletters.  
 

Evernote 
Evernote (www.evernote.com) is a note taking tool that helps you keep track of 
information gathered from anywhere in one repository.  Text notes, voice notes, websites, 
documents, email, links – whatever you want to save you can put it in Evernote, saved to 
folders and tagged. One feature of Evernote is the ability to share notes with someone 
else. This could be especially handy for sharing research and information with other 
lawyers or your clients.  In the web interface (Evernote has a desktop application, web 
version, and mobile apps that all stay synched) simply create a new notebook and then 
select the arrow to retrieve the menu to reveal “share this notebook”.  You can then 
invite specific individuals via email to share the Evernote notebook. If you have the free 
version of Evernote you can only share in “view” mode.  For Premium subscribers you can 
give modification privileges. For additional security you can require that the recipient log 
into Evernote to view the notebook.  
Evernote also lets you share specific notes with your social media profiles. If you capture 
an interesting article you can then share it with one click to Facebook, Twitter, email, or 
create a link to the note for your blog.  
 
iGoogle 
iGoogle is Google’s personal portal, or a user’s Google Homepage. You can use it as a feed 
reader, or install gadgets like local weather, Google Alert notifications, social sites and 
more.  Users create tabs to categorize content and these tabs can be shared with other 
people. Even if the person has never set up the Google homepage, it is likely they have a 
Google account so it will open properly.  You can set up an information portal to share 
with a client or colleague, and in turn they can contribute. 
 

 
 

http://www.evernote.com/


Status Symbol 
 
Most airlines and travel websites offer customers the option to get flight status updates via 
email, voice or text.  Doctors’ offices will email, text, or leave voicemail about upcoming 
appointments. Why don’t lawyers? When engaging with a new client, or taking on a new matter 
with an existing client, discuss communication preferences. This is a good time to discuss 
methods for exchanging confidential information, and generally discuss their communication 
preferences. Why not provide an option for them to opt-in to get reminders about upcoming 
appointments via voicemail, text, or email? While there are a number of arguments about 
attorneys communicating with clients via text messaging due to its short form and insecurity, a 
text reminder about an upcoming meeting may be just what the doctor ordered.  
 
Check Please! 
 
There are a number of ethics opinions about lawyer’s accepting credit cards for payment. 
However, most jurisdictions will allow lawyers to accept credit cards for fees for services 
rendered. If you are already sending invoices electronically, consider this the next step to getting 
paid. While there are costs associated with taking credit cards, the benefit and ease of use for the 
client – as well as often resulting in getting paid faster – makes this an option worth exploring. 
Law firm merchant accounts such as Affiniscape or LawCharge are set up to serve law firms 
specifically.  They will deposit all retainers into your IOLTA and take any fees or chargebacks from 
your operating account.  For earned fees some options include PayPal, although as with any 
major operator PayPal enjoys its share of criticism as a vendor.  Many merchant account vendors 
now provide a web portal to allow payment through the web, and companies such as Google and 
Square provide technology to accept payment via your smartphone. Weigh your options, shop 
around, consult your ethics rules, but do consider taking credit cards. Clients often get cash back 
and awards for credit card use, so paying you also pays them!  
 
 
For Your Eyes Only 
 
The confidentiality of client information is an ethical foundation. While email has been accepted 
as a communication tool, the ABA’s Formal Opinion 99-413 states that “a lawyer may transmit 
information relating to the representation of a client by unencrypted e-mail sent over the 
Internet without violating the Model Rules of Professional Conduct” it follows that up with the 
caveat that “a lawyer should consult with the client and follow her instructions, however, as to 
the mode of transmitting highly sensitive information relating to the client’s representation”. In 
addition to ethical duties some states, such as Massachusetts, have statutory requirement to 
encrypt certain types of information in transit. Discuss with your clients options for adding extra 
security to electronic communication, such as employing encrypted email and document transfer 
through services like Dialawg, Rpost, or ZixCorp. Make sure that the encryption tool is easy to use 
for both the sender and recipient. Your clients will appreciate your extra efforts to keep their 
information safe and secure.  

http://www.affiniscapemerchantsolutions.com/associations/7037/files/LFM/index.html
http://lawcharge.com/


 
Sign Here  
 
You probably ask your clients to sign documents. Depending on your practice area, lots of 
documents. In addition to signatures those documents also require certain fields to be filled, 
initialed, and signed. For some transactions this could include multiple signers in a certain order. 
The tools, until recently, employed to accomplish this workflow may have included traditional 
mail, email, scanning, faxing – only to find that someone forgot to initial a document and it must 
go out again. Enter the e-signature solutions. New tools on the market make this process much 
easier for your clients – and you – to get the job done. Companies like DocuSign and 
RightSignature make it easy to upload documents, mark required fields and signature blocks, 
send to signers and reviewers, and ultimately allowing clients to “sign” the document with a 
mouse or stylus similar to signing for an express package from UPS or FedEx.  These companies 
are developing apps for iPad-like devices, as well as iPhones. As with any technology used to 
share confidential information make sure you are comfortable with the security and privacy that 
the vendor has in place, and consider regulatory requirements for certain types of documents. 
That said, many lawyers have found ways to make these services work for them and their clients.  
 
 
Make Mine To Go 
 
More often than not documents fly fast and furious between lawyers and clients. Many of these 
documents are sent via email. Email is an imperfect way to transmit documents as it creates 
copies of the document on both the sender and recipient’s local machine and servers. It can lead 
to problems with version control, “lost” documents and general confusion. An option is to 
provide secure online access to your clients to access their documents. The attorney uploads the 
documents she wants to share with the client and the client accesses them via secure login. The 
benefit to the client includes having all the documents for a matter in a single repository, with the 
attorney taking responsibility for document management. The client does not have to wait for 
the attorney to email a document, and can access when it convenient to him. The attorney can 
update the document and replace it, thus eliminating concerns over versions. There are many, 
many ways for attorneys to incorporate a secure client document repository.  Practice 
management SaaS vendor Clio offers ClioConnect as part of the feature set. Online document 
management provider NetDocuments offers some limited client document sharing, or offers full 
scale extranets as an add-on. Virtual law practice turn-key products such as DirectLaw and VLO 
count this type of functionality as a key feature. Xerdict Group and PBWorks offer legal extranets 
and deal rooms. There are many options and many price points, but the high availability of these 
products suggest that online client document repositories offer logical benefit to clients, and 
their attorneys.  
 

Box 
Box (www.box.com) has many options from personal to enterprise for document 
collaboration. Box lets you store files and folders in online workspaces, then share the 

http://www.box.com/


document by sending a link.  Business for Box plan users can get granular control over 
who views and edits files, and share folders that are synced with files on your desktop 
computer. Share with internal and external users.  Box for Business also offers document 
management tools, project collaboration, a sales portal, and mobile access.  Box 
integrates with Google Apps, Salesforce, SharePoint, EMC Documentum, as well as a free 
add-on for MS Office to open, save, and share files from within the native application. 
Business plans cost $15 per user per month and can have from 3 to 500 users with 1000 
GB of storage. Security is a priority for Box, with encryption in transit and at rest 
(enterprise only), SAS70 Type II Certification, and datacenters that undergo security audits 
and strict access controls.  
 
Clio Connect 
ClioConnect (www.goclio.com) is practice management SaaS  that offers secure 
collaboration with clients to share documents, communication, and allows clients to view 
and pay invoices. Simply choose which information to share with the client, and then they 
can be set up with a username and password.  Lawyers can see when a client access a 
document or message, or paid a bill.  Clio costs $49 a month for attorneys and $25 for 
support staff.  ClioConnect is included in that cost.    
 
NetDocuments 
NetDocuments (www.netdocuments.com) is an online document management 
application. The tool offers a central, searchable repository for law firms to store files that 
are accessible online and through mobile devices. Security is high priority for 
NetDocuments, whose target markets include law firms and financial institutions. 
NetDocuments offers extranet services as an add-on, such as deal rooms, to firms already 
using traditional (non-cloud) DMS.  However, NetDocuments offers unlimited extranets in 
the NetDocuments Professional Edition ($38 per user per month) making it a seemless 
process to share select documents with select clients as part of the workflow.  End users 
can create a ShareSpace for clients without IT administration.    
 
MyCase 
MyCase (www.mycaseinc.com) offers client integration into the core function of the 
software. Clients can be given access to all details of their cases and matter, with a 
private, secure portal for shared calendars, documents, and bills. Messages with clients 
can be sent and received through MyCase, and every item uploaded to the system can be 
commented on. MyCase is $39 for attorneys and $29 for staff/paralegals per month. 
Client accounts are unlimited. 
 
LexisNexis FirmManager  
LexisNexis FirmManager (http://www.firmmanager.com/) comes with the Client Center 
where clients can view documents, appointments, and tasks. You can exchange messages 
with clients, and with granular and client-specific logins and privileges you can even 
extend sharing to opposing counsel. LexisNexis FirmManager is a web-based practice 

http://www.goclio.com/
http://www.netdocuments.com/
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management tool, costing $50 per user per month.  Firms using the LexisNexis Site 
Essentials, Site Edge and Site Exclusives website packages get the Client Center as part of 
the site, extending the law firm website with a client portal.  

 
Work It! 
 
In some practice areas the clients act as partners with their attorneys, mutually working on a 
project and accepting active roles to get the job done. These projects often require tremendous 
coordination and communication. Project management tools, like BaseCamp, Zoho Projects and 
Huddle create an online platform that applies project management methodologies and best 
practices including time keeping, tasks, deadlines and milestones. These tools incorporate 
messaging, document management, wikis, calendars, even web conferencing to create a place to 
collaboratively work a project from beginning to end. Many offer a free trial, and offer integration 
with Google apps and portable devices.  
 

Asana 
Asana is a free shared task list for teams. You can invite up to 30 members to a workspace 
and share tasks and priorities in a simplified heart-of-the-matter approach to project 
management. Asana was created by two former Facebook employees (Dustin Moskovitz 
was Mark Zuckerberg’s business partner and roommate), and means “yoga pose” in 
Sanskrit.  The products is a web based “to do” list that lets people create tasks, prioritize 
them, assign them to colleagues, and follow the work as it gets done. Instead of 
individuals maintaining personal to-do lists Moskovitz aimed to help work groups create a 
“single version of the truth” wherein everyone could see what others were working on, 
and where they were in the process. For a law firm, where a team is all functioning to 
accomplish tasks that meet a common goal, this approach might make a lot of sense.  Or 
say, a lawyer working on complex estate planning documents with a client, advising on 
the opening of a business or many other legal functions.  Asana integrates with MS 
Outlook, Google Calendar and Apple iCal, has mobile apps, and all interaction is through 
SSL.  
 
Basecamp 
Basecamp (http://basecamphq.com/) from 37Signals is the grandmother of web-based 
project management tools. Simple interface, rich but not overwhelming feature set, and 
reasonable pricing have keep this tool available for many years. The website claims 
National Geographic, Patagonia, and Polycom as clients. They have a free plan (1 project, 
2 writeboards, 10MB storage) up to the Max plan at $149 per month with unlimited 
projects, 75GB of storage and unlimited users. Again users login to encounter a 
dashboard, showing them activities on their current projects, including messages, new 
files, due dates and outstanding tasks. Setting up a project is easy, simply choose 
participants (including different levels for internal and external collaborators), then create 
milestones and then tasks with deadlines for each milestone. Basecamp lets users track 
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and report time, and provides basic reporting.  Basecamp, because of its popularity, has 
many integration partners and add-ons, including a full range of mobile compliments.  
 
Trello 
Trello  https://trello.com/ is a list makers dream. If you are constantly keeping lists of to-
do items, Trello helps you organize those lists into share-able “boards”.  Each list is made 
up of “cards” or tasks.  Each card can have attachments, assignments and due dates, 
checklists, embedded videos, and more. You can assign cards to the individuals you invite.  
Trello traffic runs over SSL, and is free.    

 
 
Meet Up 
 
Scheduling meetings is often more of an art than a science. Calendars must be consulted; 
changes occur at the last minute, delays occur.  Online appointment calendars can help with 
some of these hurdles. Do you offer free consultations? Make it easy for potential clients to take 
the next step by instantly scheduling an appointment online. Make it easy for existing clients to 
schedule some time to meet. Looking again at the travel industry, your clients are used to being 
empowered by easy-to-use online booking for flights, hotel, and flights.  Online scheduling and 
appointment booking products like GenBook, Appointment Plus and BookFresh synchronize with 
your Outlook or Google calendar and display free/busy time to your clients and prospective 
clients.  By simply clicking on a button from your website or secure portal a client can select a 
free time, and set up an appointment. Some offer the ability to send automated appointment 
reminders to the clients, others let you reschedule and automatically send out the re-scheduling 
information. Most of the full function vendors provide a free trial, though they do charge a 
monthly fee to continue.  
 

Google Calendar Appointment Slots 
If you use Google calendar did you know you can create appointment slots so that people 
can schedule a meeting with you? You must set up time slots in your calendar that show 
availability (your entire calendar is not shared, just available appointment slots) and you 
can even title the appointment slots with something like “client consultation”.  The trick 
with appointment slots is that they get their own URL, which you can embed on a website 
or send directly to someone. The URL is available at the set-up page that opens when you 
click on an appointment slot in your calendar. A visitor to that URL can easily set up an 
appointment with you and a new shared event on both yours and that person’s calendar 
will be created – as long as that person is using the Google calendar (always the rub with 
Google).  
 
 
GenBook 
Genbook (www.genbook.com) is an online scheduling tool that lets people schedule 
appointments with you right from your website by clicking a “Book Now” button. 

https://trello.com/
http://www.genbook.com/


GenBook also provides information to those booking an appointment like services, a 
Google Map and more.  If you have multiple attorneys in the office GenBook can be 
configured to provide appointments for each one. GenBook has one way synchronization 
with your Outlook calendar  (and iCal, Google, etc.) so that you can “accept” an 
appointment on GenBook and it will appear on your personal calendar. GenBook Solo is 
$20 per month, and Standard with unlimited staff members is $40 per month. 
 
BookFresh 
BookFresh (www.bookfresh.com) is another online scheduling tool, similar in many ways 
to GenBook.  BookFresh also adds SMS (text) notifications when someone schedules an 
appointment, and reminders via text of upcoming meetings. BookFresh does not sync 
with MS Outlook, only online calendars such as Google Calendar and iCal (though you can 
sync Google Calendar with Outlook). BookFresh also has a review function, so clients can 
provide reviews of your firm and people see them when they book appointments. 
BookFresh creates a “mini website” for your business for free, which may help with 
exposure online.  The free version is not functional enough for most lawyers, and the 
business plan is $20 per month.  
 

 
Put Your Heads Together 
 
Communicating via asynchronous technology like email can sometimes result in a perpetual and 
time consuming loop of correspondence. When a situation needs to be resolved with discussion 
or language in a document needs to be worked out and finalized sometimes taking an in-person 
meeting is the quickest way to achieve the end. However, getting together for a face-to-face 
meeting can be difficult, especially when it includes travel – even just across town. However 
having a live meeting can be productive when trying to come to conclusions and make decisions. 
A phone call will sometimes suffice, but to collaborate on a document or give a presentation it is 
extremely limiting. Enter web conferencing tools. Web conferencing tools provide the visual 
stimulation and human elements of a live meeting, allowing attendees to make decisions and 
communicate in real time. There are many web conferencing services at many price points. Free 
services like Mikogo offer a lot of functionality, primarily useful for sharing a document on the 
screen and discussing it, or giving a presentation. However, other low cost services, add 
whiteboards, recording, and chat to the offerings. More expansive and expensive options, like 
Webex and Microsoft LiveMeeting, add videoconferencing and voice-over-IP. If you just need to 
see “eye to eye” Skype, Gmail and ooVoo will fill that need and all you (and your client) need is 
high speed internet and a webcam. Most of these services offer trials so next time you need to 
really connect with a client try scheduling a virtual meeting.    
 

Join.me  
From LogMeIn, Inc. comes Join.me (https://join.me) is a super simple screensharing tool, 
which allows you to quickly share your screen with up to 250 people at once.  The free 
version provides screensharing, chat, a toll phone conference number, share control and 
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monitor selection (for those with multiple monitors) and you don’t have to register so no 
username and password to remember.  To share your screen simply go to the website, 
and click “Share”. You will need to download an .exe file and once that is done you will 
see the control panel and a 9 digit number. Then invite anyone to also go to join.me, but 
instruct them to enter the 9 digit number where it says “join”.  The participants do not 
need to download anything, and even though it is Flash based there are apps for iPhone, 
iPad and Android – and they work! The pro version costs $149/year of $19 per month and 
includes presenter swap, meeting scheduler, meeting lock, user management, 
international conference lines and more.  Join.me uses 256 bit SSL encryption and does 
not leave traces on the shared machine or recipients.  The current beta version is also 
adding VoiP.  This is a really useful, fast, and free tool for showing someone your screen in 
an instant.   
 
FreeScreenSharing 
From the people who gave you freeconferencecall.com comes FreeScreenSharing.com.  
After a free registration, you can start a meeting that provides a remarkable amount of 
features for free.  Of course there is a built-in toll phone conference, as well as an 
attendees list by name, and chat feature. You also get a customizable “lobby” with logos 
and pictures, a meeting title, contact information and uploaded documents for your 
guests to see when they arrive.  To invite people to attend your meeting simply copy and 
paste the meeting ID and link, as well as the audio conference number into an email.  
Screensharing features include choosing to share a screen or a specific application, as well 
as which monitor to share.  You can switch presenters too.  You can have unlimited free 
meetings with up to 96 participants for up to six hours per meeting.  There is no “pro” or 
fee-based version of this tool, and it does not appear to be ad supported.  The connection 
is https (SSL security).   
 
Watchittoo 
Watchittoo (http://watchitoo.com/) is a live streaming video collaboration platform that 
lets up to 25 meeting participants collaborate in a virtual video conference environment 
around a document or media file, as well as screensharing.  There are no downloads, 
although it does require Flash to run.  While there is a free limited 30 day free trial, plans 
range from $40 per month to $60 per month.  Premium features include a toll free audio 
bridge, recording, embeddable code for your website,  analytics and more.  While other 
web conferencing sites offer some limited video collaboration, Watchittoo allows more 
simultaneous collaborators, with a display that auto-adjusts to show who it talking, etc.  
VentureBeat described it as the “best of WebEx and live streaming”. 
 
Oovoo 
Oovoo (www.oovoo.com) is a free video conferencing service for 6 way video chat. It 
requires a download (Windows, Mac, iOS, Android) to participate in HD quality 
videoconferencing.  The free version is ad supported and has no security settings. There 
are premium offerings which can extend the video calls to 12 users, as well as desktop 
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sharing reporting tools, recording, send files, and security settings. The Pro version is $30 
per month, and the Plus is only $10 per month.  OoVoo for Business is priced by per user, 
per month, and has an administrative console, more security options, and more. 
Necessary equipment includes a webcam, speakers and a microphone.  
 
Google + Hangouts 
One unique feature of Google’s social network “Plus”, is a real time video chat 
collaborative space for up to 9 people at a time.  Features include screensharing, 
GoogleDocs editing, and Sketchpad access for drawing. Hangouts on Air let you record 
and broadcast a hangout.  To participate you’ll need a Google account (naturally), as well 
as a plugin for Google voice and video.  Google+ Hangouts are not for confidential client 
discussions, but can be a quick way to work with co-presenters, host a marketing event, 
and engage your audience in Google+.  

 
What Does It Rate? 
 
Establishing and meeting expectations regarding communication methods and frequency will go a 
long way to ensuring that clients are satisfied with representation. At the end of a matter 
attorneys can employ techniques such as sending a client satisfaction survey, using easy online 
survey tools such as SurveyMonkey or Zoomerang. Gathering data about the success of 
communication and representation, despite the outcome of the matter, will help establish 
whether client’s needs are met. While the survey results may provide some negative feedback, 
prepare to use this as a learning tool for both evaluating new potential clients and serving 
existing ones in the future.  
 
Conclusion 
 
Think about how you can use technology to make it easier for your clients to work with you, and 
to provide better client service. Do scrutinize online services, considering your ethical and legal 
duties. Discuss with your clients what they’d like to see from you, and how you can make their 
experience better. Adapt to their needs, be open to suggestions and think about how harnessing 
technology can increase client satisfaction. 
 
 



 Harvey Mackay                                             www.harveymackay.com 
 
 

The Mackay 66 
Customer Profile 

It's critical to have information about your customer. Armed with the right knowledge, you can outsell, 
outmanage, outmotivate and outnegotiate your competition. Knowing your customer means knowing what your 
customer really wants. Maybe it's your product, but maybe there is something else, too: recognition, respect, 
reliability, service, friendship, help - things all of us care more about as human beings than we care envelopes. 
Once you attach your personality to the proposition, people start reacting to the personality, and stop reacting 
to the proposition.  

Use this questionnaire to develop a profile of each customer. Some of your resources for the information might 
include receptionists, suppliers, newspapers, assistants, trade publications, and the customers themselves. Look, 
listen, and learn all you can about the customer, both personally and professionally. You'll find topics for 
opening conversations, which can open doors for you and your company.  

Date __________________________  

Customer  

1. Name  

___________________________________________________________________________  

Nickname  

___________________________________________________________________________ 

2. Company name  

___________________________________________________________________________ 

3. Address  

___________________________________________________________________________ 

Home address  

___________________________________________________________________________ 
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4. Telephone:  

Business: __________________________  

Home:     __________________________  

5. Birth date: _______________________  

Place  

___________________________________________________________________________  

Hometown  

___________________________________________________________________________  

6. Height (approx.) _________________  

Weight (approx.) _________________  

Education  

7. High school  

___________________________________________________________________________  

Year graduated ____________________  

College  

___________________________________________________________________________  

Year graduated ____________________  

8. College honors  

___________________________________________________________________________  

Degrees  

___________________________________________________________________________  
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9. College fraternity/sorority  

___________________________________________________________________________  

Sports  

___________________________________________________________________________  

10. College extracurricular activities  

___________________________________________________________________________  

11. If customer didn't attend college, is he/she sensitive about it? _________  
 

12. Military service  

___________________________________________________________________________  

Discharge rank  

___________________________________________________________________________  

Attitude toward being in the service  

___________________________________________________________________________  

Family  

13. Spouse's name and occupation  

___________________________________________________________________________  

14. Spouse's education  

___________________________________________________________________________  

15. Spouse's interests  

___________________________________________________________________________  

16. Anniversary  

___________________________________________________________________________  
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17. Children, if any, names/ages  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

18. Children's education  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

19. Children's interests (hobbies, problems, etc.)  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

Business Background  

20. Previous employment: (most recent first)  

Company  

___________________________________________________________________________  

Location  

___________________________________________________________________________  

Title  

___________________________________________________________________________  

Dates ______________________  
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Company  

___________________________________________________________________________  

Location  

___________________________________________________________________________  

Title  

___________________________________________________________________________  

Dates ______________________  

21. Previous positions at present company:  

Title  

___________________________________________________________________________  

Dates ______________________  

22. "Status" symbols in office  

___________________________________________________________________________  

___________________________________________________________________________  

23. Professional/trade  

___________________________________________________________________________  

___________________________________________________________________________  

24. Offices held or honors  

___________________________________________________________________________  

___________________________________________________________________________  

25. What business relationship does he/she have with others in our company?  

___________________________________________________________________________  

___________________________________________________________________________  
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26. Who are they?  

___________________________________________________________________________  

27. Is it a good relationship? Why?  

___________________________________________________________________________  

___________________________________________________________________________  

28. What other people in our company know the customer?  

___________________________________________________________________________  

29. Type of connection  

___________________________________________________________________________  

Nature of relationship  

___________________________________________________________________________  

30. What do you feel is his/her long-range business objective?  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

31. What do you feel is his/her immediate business objective?  

___________________________________________________________________________  

___________________________________________________________________________  

32. What do you think is of greatest concern to the customer at this time--the welfare of the 
company or his/her own personal welfare?  

___________________________________________________________________________  

___________________________________________________________________________  

33. Does the customer think of the present or the future?  

___________________________________________________________________________  
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___________________________________________________________________________  

Special Interests  

34. Clubs, fraternal associations or service clubs (masons, kiwanis, etc.)  

___________________________________________________________________________  

35. Politically active? ______________________________________  

Party: ___________________________________________  

Important to customer?_____________________________________  

36. Active in community? How?  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

37. Religion _________________________________  

Active? _______________________________  

38. Highly confidential/sensitive items not to be discussed with customer (i.e.: Divorce, AA 
member, etc.)  

___________________________________________________________________________  

___________________________________________________________________________  

39. On what subjects (outside of business) does the customer have strong feelings?  

___________________________________________________________________________  

___________________________________________________________________________  

Lifestyle 

40. Medical history (current condition of health)  

___________________________________________________________________________  

 

7 



 Harvey Mackay                                             www.harveymackay.com 
 
 

41. Does customer drink? If yes, what and how much?  

___________________________________________________________________________   

42. If no, is customer offended by others drinking? 

___________________________________________________________________________  

43. Does customer smoke? If no, object to others?  

___________________________________________________________________________  

44. Favorite places for lunch:  

___________________________________________________________________________  

___________________________________________________________________________  

Dinner  

___________________________________________________________________________  

___________________________________________________________________________  

45. Favorite items on menu  

___________________________________________________________________________  

___________________________________________________________________________  

46. Does customer object to having anyone buy his/her meal?  

___________________________________________________________________________  

47. Hobbies and recreational interests  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  
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48. Vacation habits  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

49. Spectator sports interest: sports and teams  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

50. What kind of car(s)  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

51. Conversational interests  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

52. Whom does the customer seem anxious to impress?  

___________________________________________________________________________  

___________________________________________________________________________  

53. How does he/she want to be seen by those people?  

___________________________________________________________________________  

___________________________________________________________________________  
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54. What adjectives would you use to describe the customer?  

___________________________________________________________________________  

___________________________________________________________________________  

55. What is he/she most proud of having achieved?  

___________________________________________________________________________  

___________________________________________________________________________  

56. What do you feel is the customer's long-range personal objective?  

___________________________________________________________________________  

___________________________________________________________________________  

57. What do you feel is the customer's immediate personal goal?  

___________________________________________________________________________  

___________________________________________________________________________  

The Customer and You  

58. What moral or ethical considerations are involved when you work with this customer?  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

59. Does the customer feel any obligation to you, your company or your competition? If so, what?  

___________________________________________________________________________  

___________________________________________________________________________  

60. Does the proposal you plan to make to him/her require the customer to change a habit or take 
an action that is contrary to custom?  

___________________________________________________________________________  
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61. Is he/she primarily concerned about the opinion of others?  

___________________________________________________________________________  

62. Is he/she very self-centered?  

___________________________________________________________________________  

Highly ethical?  

___________________________________________________________________________  

63. What are the key problems as the customer sees them?  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

64. What are the priorities of the customer's management? 

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

65. Can you help with these problems?  

___________________________________________________________________________  

___________________________________________________________________________  

___________________________________________________________________________  

66. Does your competitor have better answers to the above questions than you have?  

___________________________________________________________________________  

(Attach pages for additional notes if necessary) 
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Electronic communications are a boon 
and a curse for attorneys. Many clients 

expect and prefer electronic 
communication and collaboration. 

However, there are ethical issues, such 
as protecting the clients confidentiality, 

maintaining privilege and duties to 
prospective clients to keep in mind. 

These concerns must be balanced with 
a lawyer's need to communicate with 

clients to avoid the common 
malpractice complaint regarding a 

client's perceived lack of 
responsiveness. 

Using 
Technology to 
Communicate 
with Clients 
      

Catherine Sanders Reach, Director                      
Law Practice Management and Technology 
Chicago Bar Association 
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Client Communication is Key 
 
Lawyers have an ethical responsibility to keep clients reasonably informed about the status of 
their matter, as well as promptly comply with requests for information, according to Rule 1.4 of 
the Illinois Rules of Professional Conduct (2010).  Despite this, disciplinary committees and 
malpractice carriers nationwide cite failure to communicate as one of the top reasons for 
complaints and malpractice claims. In fact, in the Annual Report of the Attorney Registration 
and Disciplinary Commission for 2011, failure to communicate constitutes 20% of investigated 
grievances. Neglect of the client’s cause accounted for the largest percentage of grievances at 
40%, which includes charges of delay, a perception of a lack of adequate representation, 
dissatisfaction with results, not knowing about the status of the legal matter, and the lawyer's 
alleged failure to follow the client's objectives or directives.  Many of these complaints can be 
reduced with consistent and effective communication. Lawyers can harness technology to more 
effectively communicate with clients, whether by using mobile technologies to keep on top of 
email and voicemail, harnessing the power of practice management or client relationship 
management systems, or keeping clients informed through the publication of a blog or e-
newsletter.  
 
 

21st Century Client Communications 
 
Technology offers both opportunities and challenges when communicating with clients. On the 
one hand it offers more, better ways to interact, educate, collaborate and communicate with 
clients. On the other, the challenges of managing the perception of being “on call” at all times 
and the expectation of immediate response can be difficult for any busy attorney. The best 
defense is a good offense in dealing with client expectations. When taking on a new client or 
opening a new matter with an existing client, an attorney has an opportunity to discuss and 
document the frequency and type of communication that works for both parties. Take the time 
to discuss up front how the client prefers to communicate. Different clients have different 
levels of comfort with technology and can let the attorney know what works best for them. 
Whatever the client’s preference make sure to meet the client’s expectations, rather than the 
opposite. Some lawyers offer a guaranteed response time, often within 24 hours. This 
guarantee must be achievable, and may be difficult for a true solo with no support staff.  For 
those with support staff, make sure the client understands that some communication will be 
delegated to staff members. The discussion regarding communications, including type, 
frequency, and expectations should be discussed during the initial client interview and then 
followed up in the engagement letter. 
 
When discussing communication vehicles and preferences with a client, attorneys need to be 
sensitive to guarding the client’s confidentiality. Let the client know that a work email address 
or fax number is likely not private, and that these communications may be subject to record 
retention rules and guidelines followed by that company.  Discuss with the client their duty not 

https://www.iardc.org/newrules2010.htm
https://www.iardc.org/AnnualReport2011.pdf
https://www.iardc.org/AnnualReport2011.pdf
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to discuss sensitive matters via email or on a cell phone in a public place – in other words, they 
have a responsibility to protect their confidentiality as well.  While most ethics opinions do not 
mandate the use of encryption when transmitting email to clients, most do suggest 
circumstances regarding the confidentiality or sensitivity of the information being sent that may 
warrant more extraordinary security measures. Combinations of encryption, strong passwords, 
postal services or bonded couriers may be employed, as well as in person communication. 
Attorneys should also be aware of metadata transmitted via electronic documents, as common 
word processing programs transmit not only provide the information on the “page” but also 
document properties, versions, and editing histories. There are many excellent resources that 
describe metadata exposure and avoidance techniques from the American Bar Association 
(search for “metadata” at http://www.abanet.org)   
 

E-Mail Security 
 
Anti-virus protection is essential for every computer in a law firm or lawyer’s home office.   The 
first line of defense is to have an Internet usage policy for the office or firm.  Require all lawyers 
and staff to only open email attachments from reputable sources. Do not allow non-work 
related attachments to be opened.   
 
Just having the software is not enough.  You must download the latest antivirus definitions to 
ensure the software contains the most up-to-date detection and prevention.  Commercial anti-
virus software publishers often sell update subscriptions for about $30 per computer per year; 
enterprise licenses are much cheaper per seat. 
 
Misaddressed emails can also breach attorney-client confidentiality.  Like a fax sent to a wrong 
phone number, an errant email can do as much damage. In Microsoft’s Outlook consider 
turning off the address “AutoComplete” function to avoid mistakes; remind staff to always 
double-check the addressee in each outgoing email.  Finally, while I know of no authority that 
disclaimers in the email work, it still seems like a good idea.  Try adding it above the message, 
rather than at the end, this will serve as a warning to any unintended reader. 
 
Clearing spam filters becomes more important each day.  Spam filters prevent our Inboxes from 
overloading, but spam filters are not fool-proof.  Some spam gets through, while some 
important messages do not.  Be sure to open your “Suspected Spam” folder on a daily basis to 
make sure nothing important was filtered out by mistake.  
 
Retaining client emails is becoming more of an issue.  Is an email message more like a letter or a 
phone call?  If it is a letter, doesn’t it belong in the client’s file?  If not, shouldn’t it be 
discarded?  Check your state’s legal ethics opinions for more guidance in this area. 
 
Email messages can be a ticking time bomb, and should therefore be treated with great care.  
Your firm should have a written policy addressing proper use of firm email for business 
communication by lawyers and support staff; storage and retention of email as a record; 

http://www.abanet.org/
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security issues including opening attachments, identifying spam and phishing, and other scams; 
use of firm email for personal communication; and use of other Internet based communication 
tools such as instant messaging, blogging, commenting on blogs, social networking, and online 
chat.  
 
You must also discuss use of email with your clients. Some client’s office policies regarding 
email and computer use may act as a waiver of attorney-client privilege if the client doesn’t 
have a sufficient expectation of privacy or confidentiality when using the employer’s 
technology. Scott v. Beth Israel Medical Center,  (N.Y. Sup. Oct. 17, 2007) involved a dispute 
between a hospital and a former employee.  While still employed, Scott used the hospital’s 
email system to communicate with his attorney.  Those emails were ultimately deemed non-
privileged because the hospital’s email policy clearly stated that employees had no personal 
privacy rights to materials created, sent, or received via the hospital’s communication systems.  
Likewise in Long v. Marubeni America Corp., (S.D.N.Y. October 12, 2005) the court in Long 
found that an employee’s emails to counsel were non-privileged due to a clear email use policy.  
Long differs from Scott, however, in that the employee used a personal email account 
(presumably web-based) to communicate with his counsel rather than the employer-provided 
corporate email.  Nonetheless, because the employee used the employer’s computer and 
internet connection, the policy still applied to eliminate any expectation of privacy. The 
American Bar Association issued Formal Opinion 11-459 “Duty to Protect the Confidentiality of 
Email Communications with One’s Client” in response to the frequent cases regarding 
inadvertent disclosure and privilege loss due to use of an employer’s email for lawyer/client 
email communication. 
 
Publicizing your email address on your firm’s website could put you at risk of inadvertently 
creating a conflict of interest, a perceived attorney-client relationship, or the assumption of 
attorney-client privilege. Disclaimers may protect you if properly executed. State Bar of 
California CPRC Formal Opinion 2005-168 states “A lawyer may avoid incurring a duty of 
confidentiality to persons who seek legal services by visiting the lawyer’s web site and disclose 
confidential information only if the lawyer’s web site contains a statement in sufficiently plain 
language that any information submitted at the web site will not be confidential.” This opinion 
is primarily applicable to email addresses published on a firm website or advertisement.  In San 
Diego County Bar Association LEC Opinion 2006-1, the ethics committee held that merely listing 
contact information on a bar association web site didn’t amount to an attempt to attract 
clients, and thus, the prospective client had no reasonable expectation that the attorney at 
issue had agreed to a consultation. In 2010, the ABA issued formal ethics opinion 10-457 that 
suggests that law firm websites that invite inquiries may create a prospective client-lawyer 
relationship under Rule 1.18. Rather than placing your email address on your web site, use a 
contact form that requires users to read and accept a disclaimer regarding confidentiality and 
attorney-client privilege.  See, for example, the Simpson Thatcher web site: 
http://www.stblaw.com/lawyers.htm.  Put any disclaimer in clear and plain language.  The 
disclaimer should emphasize that nothing submitted via the web site will be considered 
confidential. 
 

http://scholar.google.com/scholar_case?case=4337831547873988472&q=Scott+v.+Beth+Israel+Medical+Center&hl=en&as_sdt=2,14
http://scholar.google.com/scholar_case?case=5360493075696385491&q=Long+v.+Marubeni+America+Corp&hl=en&as_sdt=2,14
http://www.americanbar.org/content/dam/aba/administrative/professional_responsibility/11_459_nm_formal_opinion.authcheckdam.pdf
http://www.americanbar.org/content/dam/aba/migrated/cpr/pdfs/10_457.authcheckdam.pdf
http://www.stblaw.com/lawyers.htm
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Encrypting Email 
 
Confidentiality is the bedrock of the attorney-client relationship. However, this privilege is at 
risk during the routine transmission of an electronic communication. Email encryption reduces 
this risk. Email encryption obscures the content of the email in order to prevent people other 
than the sender and the receptor from reading the content. Additionally some encryption 
programs will provide proof that the document was received and disable the forwarding option 
so that the message cannot be forwarded. Increased availability and affordability make 
encryption an accessible option for safeguarding attorney/client privilege.  
 
Encryption is not required under the confidentiality rules in Illinois; however they leave it up to 
the lawyer to decide.  If the information you intend to put in the email is so sensitive that you 
would not send it by courier or mail, then it probably needs to be encrypted.  Also discuss the 
matter with your client; if they want it encrypted, then do it. There are commercial encryption 
products available, including on-line services. Work with your client to find the best solution for 
sending and receiving encrypted email. 
 
Email encryption vendors are responding to the marketplace and have begun to offer easy to 
use solutions for people who send and receive sensitive correspondence.  These programs are 
designed to be simple for the user to implement and do not require additional 
hardware.  While the recipient will be aware that an encryption program has been used, and 
they may need to be supplied with a password, they will not need any special software to 
access the email.  The vendors understand that not all information needs to be encrypted so 
they offer flexibility to choose which messages are important to secure and track.  As always, if 
a trial version is offered by the vendor, try before you buy to see if the program fits your needs. 
 
Dialawg – This solution integrates with several email programs (Outlook, Thunderbird, Gmail) 
and mobile devices. It allows the user to send an email to the recipient, however the recipient 
receives a link, rather than the email itself.  The recipient follows the link, logs in and reads the 
encrypted communication. The communication thread is all online, so the messages are not 
stored on anyone’s computer. The transmission is encrypted as well (of course). The pricing is 
by matter, and recipients are never charged.  
 
SecuRmail (from Rpost) – This email encryption solution claims to avoid storage of email in a 
web-based repository and encryption keys, as well as HIPAA compliance. The system basically 
automates the process of sending an encrypted PDF of the email that the end user wants to be 
encrypted. It works bi-directionally so the entire conversation remains encrypted. The 
password is sent via email too, automatically and in a separate file.  
 
Hushmail - A standalone web based email encryption program.  The user signs up for a free 
Hushmail account which allows them to send secured emails.  For a fee, users can upgrade to a 
premium account which would allow them to send attachments.  Hushmail is working on a 
plug-in for Outlook but at this time it was still in BETA mode. 

https://www.dialawg.com/
http://www.rpost.com/solutions/esecurity/securmail-encryption
http://www.hushmail.com/
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See also: 

• ZixCorp Email Encryption Services – A number of email encryption products, including 
ZixMail that provides desktop email encryption for any email application. Recipients of 
your emails who are ZixCorp customers can unencrypt the email in their email program. 
Otherwise the emails are sent to a portal (ZixPort), where they will need to login to 
access the message. 

• PGP Desktop Email - A desktop e-mail encryption software program. The PGP 
Corporation makes encryption software for small/home office, small business, and 
enterprise customers  

• EchoWorx Secure Mail - Send client negotiations, contracts financials, and litigation via 
email securely  

• IronPort PostX Secure Email - A desktop e-mail encryption program  
• Encrypted messages in Microsoft Outlook 2007 
• Encrypted messages in Microsoft Outlook 2010 
• How to Protect E-Mail From Prying Eyes 

 

Ban the (Paper) Fax 

 
Trying to go paperless? A source of paper in the law office is the incoming fax. There are a 
number of electronic fax options available to eliminate the need for a fax machine. Some 
electronic fax services will send the fax to your email inbox, perfect for mobile lawyers. Not only 
does efax help eliminate paper, but also helps to get rid of that big, bulky fax machine with its 
dedicated phone line, toner, and maintenance.  
 

eFax   
eFax Free – receive faxes. eFax Plus – Allows you to send and receive faxes. Receiving is 
free at a local number, page charges apply if you want a toll free number.  
MaxEmail   
30 day free trial with a non-local number.  MaxEmail Lite - $24 a year but non-local fax 
number. Can send and receive faxes (up to 500 pages per month). MaxEmail Plus - $84 
per year and can choose area code for fax number or 800 number. 250 incoming fax 
pages per month.  
MyFax   
Send and receive faxes, and keep your old fax number if you want. Small business plans 
range from $10 per month (100 pages out/200 pages in)  and  they offer enterprise 
accounts.   

 

http://www.zixcorp.com/documents/datasheets/ZixMail.pdf
http://www.zixcorp.com/documents/datasheets/ZixMail.pdf
http://www.pgp.com/products/desktop_email/index.html
http://www.echoworx.com/products/securemail.cfm
http://www.ironport.com/technology/ironport_pxe_encryption.html
http://office.microsoft.com/en-us/outlook/HP012305361033.aspx
http://office.microsoft.com/en-us/outlook-help/encrypt-email-messages-HP010355559.aspx?CTT=1
http://www.pcworld.com/article/id,138696/article.html
http://www.efax.com/?CMP=OTC-us_il
http://www.efax.com/efax-free
http://www.maxemail.com/
http://www.myfax.com/
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Ethics and Social Networking 
There are no ethics opinions specific to lawyer’s participation in online social networking sites 
known to the author when this paper was written.  However, that does not mean that existing 
ethics rules and opinions do not inform an attorney’s duties when participating in these sites.  
The ethics rules should be read carefully before embarking in the use of social networking sites, 
most specifically those networks like LinkedIn where interaction is generally deemed 
professional, and thus could be scrutinized as commercial.  In addition to the overarching 
ethical responsibility to maintain confidentiality (IL RPC 1.6), the rules regarding 
communication, solicitation, and advertising (IL RPC 7.1 – 7.4) should be considered in this light. 
For instance, lawyers are required to avoid false or misleading communication about the lawyer 
or her services.  It is easy to engage in hyperbole, exaggeration and off the cuff remarks in 
online social networks.  This also includes being completely truthful in your profile. Attorneys 
must be extremely careful with these behaviors.  If lawyers are embedding videos into social 
networking sites, like YouTube, are these considered real-time electronic contact, thus a 
prohibited solicitation? Or could the video be considered an advertisement that would need 
review in some states? In California testimonials must be accompanied with a disclaimer. If a 
LinkedIn connection submits a recommendation to your LinkedIn profile would that require a 
disclaimer, especially if the recommendation suggests your prowess and skill as a lawyer?  In 
Illinois, lawyers are prohibited against listing specialties unless they have certification with 
entities listed in RPC 7.4.  Does listing them on a profile run afoul of the rule?  ARDC Chief Legal 
Counsel James Grogan suggests removing the risk by prefacing their listing with a statement 
drawing language from the rule.  
 
The state disciplinary agencies have, at different times, reacted to new technologies, such as 
websites and blogs, with a zealous approach that many saw as a lack of understanding 
regarding the technologies.  It would be best for lawyers to be cautious, and be able to justify 
their activities on social networks in light of, rather than despite of, the ethics rules.   Common 
sense and restraint, separating personal and professional networks, and a knowledge of the 
rules will go a long way in helping attorneys show how participation in social networks and 
microblogs helps the public perception of attorneys.  When examples like the recent attorney 
blogger who publically commented on confidential client information, as well as making 
denigrating remarks about judges, became a headline generating disciplinary action in Illinois, 
everyone suffers.   
 
There are a few ethics opinions regarding lawyer’s use of online social networks for 
investigative purposes. The Philadelphia Bar Professional Guidance Committee addressed in 
Opinion 2009-02 whether it was permissible for an attorney to direct an investigator or third 
party to become Facebook friends with a non-party witness in order to obtain adverse 
information. The opinion held that that this action would be professional misconduct under 
Rule 8.4 that prohibits lawyers from “engag[ing] in conduct involving dishonesty, fraud, deceit 
or misrepresentation”, as well as violating duties under Rule 5.3 (non-lawyer assistants) and 
Rule 4.1 (truthfulness in statements to others).  San Diego County, New York City, and New York 
also promulgated opinions on use of social media for background and investigation.  

http://www.isba.org/ibj/2011/10/friendingyourenemiestweetingyourtri
http://www.isba.org/ibj/2011/10/friendingyourenemiestweetingyourtri
http://iln.isba.org/2009/09/03/may-illinois-lawyers-list-their-specialties-on-linkedin
http://iln.isba.org/2009/09/03/may-illinois-lawyers-list-their-specialties-on-linkedin
http://legalblogwatch.typepad.com/legal_blog_watch/2005/06/will_kentuckys_.html
http://legalblogwatch.typepad.com/legal_blog_watch/2005/06/will_kentuckys_.html
http://www.abajournal.com/news/blogging_assistant_pd_accused_of_revealing_secrets_of_little-disguised_clie/
http://www.philadelphiabar.org/WebObjects/PBAReadOnly.woa/Contents/WebServerResources/CMSResources/Opinion_2009-2.pdf
http://www.philadelphiabar.org/WebObjects/PBAReadOnly.woa/Contents/WebServerResources/CMSResources/Opinion_2009-2.pdf
http://www.netforlawyers.com/content/legal-ethics-opinions-lawyers-attorneys-social-media-investigative-background-research-0045
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Attorneys who are government employees have further legal and regulatory considerations 
regarding their participation in social networking sites. Compliance with the EGovernment Act 
of 2002 or the Hatch Act of 1939 or scrutinizing the Terms of Service regarding provision on 
indemnification and endorsement are just some of the additional responsibilities government 
lawyers might have to consider before jumping into social networking.  
 
In addition to the number of missteps lawyers can make resulting in disciplinary actions and 
sanctions, there are a growing number of defamation and libel cases cropping up due to social 
network communications.  Despite the fact that it may be “between friends”, consider how you 
would feel if your posts were echoed on the front page of the New York Times.  Think before 
you type! 

 

Invoices as Client Communication 
 
While there will no doubt be numerous emails, faxes, phone conversations and face-to-face 
meetings, one of the most memorable communications from an attorney to the client is the 
bill. A client may be dismayed to find that all the communication is being billed, so take this 
opportunity to refresh the client’s memory about the necessity of the communication and the 
results. A reasonably descriptive time entry will help remind the client about the work done on 
her behalf. Avoid using shorthand, legal-ese, or cryptic descriptions. Review bills before they go 
to clients to see if the bill is clear, represents the work done, and communicates the value of 
the work. Make use of professional software to create professional invoices, by employing a 
time/billing software package, or the functionality in a practice management software package. 
For guidance on bills as communication check out How to Draft Bills Clients Rush to Pay by J. 
Harris Morgan and Jay G. Foonberg (ABA Books).  
 
In the November/December 2011 issue of the ABA’s Law Practice Magazine, author Gianfranco 
Pietrafesa  suggests that lawyers should develop an appreciation of the invoice as a form of 
communication – often the only one client’s truly read.  He makes suggestions about how to 
express time entries in a way that are more meaningful to the client, and thus helping the client 
understand the value that the lawyer brings to what would appear menial activities such as 
conferences, dictation, or legal research.  To take that a step further, take a look at the mockup 
of a truly inspiring invoice created by Matt Homan.  The invoice serves as a status update, a 
marketing tool, a bill, and a client satisfaction survey all in one.  For lawyers using practice 
management software pulling together this information should be fairly easy, and your clients 
will be appreciative, even impressed! 
 
 
 

http://www.nytimes.com/2009/09/13/us/13lawyers.html?_r=2
http://www.nytimes.com/2009/09/13/us/13lawyers.html?_r=2
http://apps.americanbar.org/abastore/index.cfm?section=main&fm=Product.AddToCart&pid=5110495
http://www.americanbar.org/publications/law_practice_magazine/2011/november_december/communicating_with_clients_through_invoices.html
http://www.americanbar.org/publications/law_practice_magazine/2011/november_december/communicating_with_clients_through_invoices.html
http://www.nonbillablehour.com/2011/10/rethinking-legal-bills.html
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Managing the Matter 
 
Practice management software provides attorneys with a convenient method of effectively 
managing client and case information, including contacts, calendaring, documents, and other 
specifics by facilitating automation in the law practice. It can be used to share information with 
others in the firm and will help prevent having to enter duplicate data in conjunction with 
billing programs. Many programs link with smartphones so that calendars and schedules are 
always handy. Some practice management packages are Web-based, with more on the way, 
allowing anytime access to all features.  
 
These programs can help an attorney communicate with clients in a variety of ways. For 
instance, built in functionality will allow an attorney to send all clients affected by a new ruling 
or legislation an email or letter outlining how this information will impact them. Simply run a 
search through the database, find the clients, draft a letter and the software will assign a copy 
of the letter to each of the relevant files. The attorney can then either send a printed letter to 
the client or send the letter via email – either way the software will note that the document 
was sent to that specific client. Then, set up reminders in the calendar to follow up on the 
communication, and the software will remind the attorney at set intervals.  
 
Another useful communication opportunity is the ability to run reports across the database. 
Use this functionality to send the client a summary of activity on his behalf for the month, or as 
an attachment to the bill. In a worse-case-scenario situation practice management software will 
also help an attorney prove communication with a client, lest a disciplinary action or 
malpractice suit be filed. The software tracks all documents, calendar activity, phone calls, 
emails, and other actions on behalf of the client which can be summoned as a report.  
 
Practice management software is not a magic pill, but it can provide a lawyer or law firm with a 
wonderful tool to manage and track activities on behalf of clients. The “best” software is that 
which is selected carefully, and with a commitment from the firm on learning to use the 
software’s features and functionality. For some quidance Jared Correia, Practice Management 
Advisor for the Massachusetts Law Office Management Assistance Program, wrote Law Practice 
Management Software a Holistic Remedy for the website Attorney at Work.  This short 
insightful post is a really good place to start your research into practice management 
applications.  It contains links to reviews of many applications and other valuable resources to 
help you understand the potential of practice management applications. 

Susan L. Traylor, Practice Management Advisor from the State Bar of Arizona has written 
another excellent and very thorough resource to help you understand the power of practice 
management software applications.  Identifying the Best Practice Management Software  also 
contains an excellent listing of applications, sorted by primary purpose, which includes 
descriptions and pricing.  This article is a must read for anyone just starting their exploration of 
practice management software. 

http://www.masslomap.org/
http://www.attorneyatwork.com/law-practice-management-software-a-holistic-remedy/
http://www.attorneyatwork.com/law-practice-management-software-a-holistic-remedy/
http://www.attorneyatwork.com/
http://www.azbar.org/
http://www.azattorneymag-digital.com/azattorneymag/201110/?pg=27#pg27
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This comparison chart from the ABA Legal Technology Resource Center hones in on the basics: 
http://bit.ly/wrkiNn  
  
Some practice management software programs have built in functionality for “CRM” or “client 
relationship management”. Others will integrate with stand-alone programs such as Act! or 
Interaction. Others, like ContactEase, are designed to integrate with Microsoft’s Outlook. These 
programs allow attorneys to leverage what is known about a client – contact information, 
personal information (such as birthdays, anniversaries, etc.), matters, and other related 
information and act on it. A birthday or anniversary card will go a long way in creating a 
personal relationship with a client, even if a little software “birdie” did the reminding. CRM can 
be quite sophisticated when implemented and used in a large firm, but even in a solo office this 
contacts database can provide help with communicating effectively. While CRM software is 
often considered client development software, a law firm’s best clients and source of continued 
business are its existing clients. Keep tabs on them and keep them happy! 
 
 

Sharing and Caring 
 
A Montana family lawyer passed along a tip that he contacted each of his clients once a week, 
even if there was no specific news to report, just to check in. This kind of proactive 
communication can help ensure a positive relationship with clients. By using software 
functionality built into practice management, contact management, or a full featured email 
program like MS Outlook, attorneys can schedule reminders to contact clients to provide 
updates on matters, or just reach out to them periodically.  
 
 

Being Responsive on the Go: Mobile Technology 

 
While there has been much discussion regarding mobile technology and the work/life balance, 
the ability to check email and voicemail while out of the office is a boon to the busy attorney.  
Devices that allow real-time email, calendar and contacts, phone functionality, document 
access and more can help a lawyer be more responsive to clients, even when out of the office. 
These devices are now readily available, and vary in sophistication. Many modern cell phones 
have become convergent devices, such as the Apple iPhone, and the Treo, Blackberry, Palm 
Centro and others are well established choices for “smart”phones.  As the popularity of these 
devices has increased, the cost of the device and the service has decreased.  
 
Laptops are now overtaking desktops in popularity. While they are still more expensive than 
their immovable kin, these devices are truly a movable office. Great strides in laptop 
technology include lighter weights, larger hard drive capacity, longer battery life, and built in 
wifi and mobile broadband access. Combined with highly available wifi and mobile broadband 

http://bit.ly/wrkiNn
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allowing anytime, anywhere access to the internet, a laptop will allow an attorney to work and 
be responsive while on the go. Take advantage of downtime between court appearances, while 
traveling, or waiting for the oven to preheat to check email, work on a document, or catch up 
on current awareness materials. While responses to emails from clients will often need careful 
consideration and research, an acknowledgement to the client that the email has been received 
and a response is being crafted will take only a few minutes, and will go far to helping the client 
realize that the attorney is available and on the case.  
 

Tools for Collaboration 
 
Many clients have access to the internet at home, at work, and on the road. This provides an 
opportunity for attorneys to engage the client in document review and collaboration, as well as 
virtual meetings when time and distance prohibit an in-person discussion. One growing 
technology application is the web conference, a real-time online meeting that provides many 
different options, depending on the selected service.  They offer document collaboration, 
desktop sharing, presentations, voice and video communication, white-boards and more. The 
services will vary in cost depending on how many people will need to be connected at the same 
time, and whether or not an operator will be needed. Many of these services provide “always 
on” capability, meaning that a web conference can be held at a moment’s notice, versus having 
to pre-schedule the meeting. These programs seldom require more than a high speed internet 
connection, a telephone, and a subscription. This is a much more elegant solution than sending 
a document back and forth via email and can also save time and money by getting immediate 
consensus. 
 

Join.me  
From LogMeIn, Inc. comes Join.me (https://join.me) is a super simple screensharing 
tool, which allows you to quickly share your screen with up to 250 people at once.  The 
free version provides screensharing, chat, a toll phone conference number, share 
control and monitor selection (for those with multiple monitors) and you don’t have to 
register so no username and password to remember.  To share your screen simply go to 
the website, and click “Share”. You will need to download an .exe file and once that is 
done you will see the control panel and a 9 digit number. Then invite anyone to also go 
to join.me, but instruct them to enter the 9 digit number where it says “join”.  The 
participants do not need to download anything, and even though it is Flash based there 
are apps for iPhone, iPad and Android – and they work! The pro version costs $149/year 
of $19 per month and includes presenter swap, meeting scheduler, meeting lock, user 
management, international conference lines and more.  Join.me uses 256 bit SSL 
encryption and does not leave traces on the shared machine or recipients.  The current 
beta version is also adding VoiP.  This is a really useful, fast, and free tool for showing 
someone your screen in an instant.   
 

https://join.me/
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Oovoo 
Oovoo (www.oovoo.com) is a free video conferencing service for 6 way video chat. It 
requires a download (Windows, Mac, iOS, Android) to participate in HD quality 
videoconferencing.  The free version is ad supported and has no security settings. There 
are premium offerings which can extend the video calls to 12 users, as well as desktop 
sharing reporting tools, recording, send files, and security settings. The Pro version is 
$30 per month, and the Plus is only $10 per month.  OoVoo for Business is priced by per 
user, per month, and has an administrative console, additional security options, and 
more. Necessary equipment includes a webcam, speakers and a microphone.  

 
Extranets are another way to give clients access to documents and work product for their 
review, approval, and collaboration. An extranet is essentially an online document repository 
that allows access to files and folders based on password authentication. Most small firms will 
want to opt to have an extranet built for them, rather than taking this on in-house. Some 
document management programs, such as NetDocuments, offer extranet functionality built in 
to the application, making it easy to store, search, and share document within the firm and with 
clients.  
 

Clio Connect 

ClioConnect (www.goclio.com) is practice management SaaS  that offers secure 
collaboration with clients to share documents, communication, and allows clients to 
view and pay invoices. Simply choose which information to share with the client, and 
then they can be set up with a username and password.  Lawyers can see when a client 
access a document or message, or paid a bill.  Clio costs $49 a month for attorneys and 
$25 for support staff.  ClioConnect is included in that cost.    
 

NetDocuments 

NetDocuments (www.netdocuments.com) is an online document management 
application. The tool offers a central, searchable repository for law firms to store files 
that are accessible online and through mobile devices. Security is high priority for 
NetDocuments, whose target markets include law firms and financial institutions. 
NetDocuments offers extranet services as an add-on, such as deal rooms, to firms 
already using traditional (non-cloud) DMS.  However, NetDocuments offers unlimited 
extranets in the NetDocuments Professional Edition ($38 per user per month) making it 
a seemless process to share select documents with select clients as part of the 
workflow.  End users can create a ShareSpace for clients without IT administration.    
 

 

 

http://www.goclio.com/
http://www.netdocuments.com/
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MyCase 

MyCase (www.mycaseinc.com) offers client integration into the core function of the 
software. Clients can be given access to all details of their cases and matter, with a 
private, secure portal for shared calendars, documents, and bills. Messages with clients 
can be sent and received through MyCase, and every item uploaded to the system can 
be commented on. MyCase is $39 for attorneys and $29 for staff/paralegals per month. 
Client accounts are unlimited. 
 

LexisNexis FirmManager  

LexisNexis FirmManager (http://www.firmmanager.com/) comes with the Client Center 
where clients can view documents, appointments, and tasks. You can exchange 
messages with clients, and with granular and client-specific logins and privileges you can 
even extend sharing to opposing counsel. LexisNexis FirmManager is a web-based 
practice management tool, costing $50 per user per month.  Firms using the LexisNexis 
Site Essentials, Site Edge and Site Exclusives website packages get the Client Center as 
part of the site, extending the law firm website with a client portal.  
 

 
Opportunities for asynchronous document collaboration abound, and MS Word’s track changes 
has long been employed by attorneys. However, managing multiple collaborators with this 
functionality is sometimes challenging. For those with Adobe Acrobat 9.0 check out the new 
collaboration features. From the software a PDF document can be sent for review to multiple 
persons via email, each can review and markup with the free Adobe Reader, and return to the 
sending attorney. The original word processing document has not been altered, but comments 
and suggestions can be reviewed and incorporated en masse to the word processing document, 
which will appear as tracked changes to be accepted or rejected.   
 

Informing clients – blogs, enewsletters, websites 
 
Another invaluable tool in an attorney’s arsenal is the proactive communication afforded by 
blogs, enewsletters, or websites. Each of these provide different functionality and purpose and 
an attorney could employ all three or a combination. Potential clients may find an attorney 
through a website, but there are many benefits for the existing client as well. A law firm 
website should provide information such as practice areas, biographical information, 
community and professional activities, articles and publications, links to firm newsletters 
and/or blogs, a map link and other information. Very few people use the phone book to look up 
even simple contact information such as phone number and address – rather they hop on the 
internet. Having even a “business card” website should satisfy those demands for quick contact 
information.   
  

http://www.mycaseinc.com/
http://www.firmmanager.com/
http://www.lexisnexis.com/law-firm-marketing/feature/client-center/
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A blog provides a different kind of communication, but takes a dedication on the part of the 
blogger to commit to publishing frequently – a successful blog should show a new post at least 
once a week. Despite the time commitment, a blog can provide a place to share information 
about news and analysis of legal topics that show the attorney’s expertise. Whether posting 
information about a seminal case, new legislation, news items and articles, or positing on a 
legal topic, a blog can be a great and easy communication tool for potential and existing clients.  
 
Enewsletters have a similar purpose; however they are more formal and may be more 
manageable for an attorney who cannot dedicate the time to blogging. An Inc. Magazine survey 
showed that the most successful enewsletters are no longer than two pages and deal with two 
topics. An attorney can commit to a monthly, bimonthly or even quarterly schedule and publish 
a short enewsletter to update clients on a variety of topics. Enewsletters can be built using MS 
Publisher or even using widely available newsletter templates available for MS Word or other 
word processors. The copy should be sent via PDF for maximum availability and can also be 
linked on the firm’s website. These tools are often viewed as marketing vehicles, but can serve 
as excellent tools for client communication.  You can use tools like Constant Contact 
(http://www.constantcontact.com/) or iContact (http://www.icontact.com/)to deliver the 
HTML email newsletters via email, which are set up for CAN-SPAM compliance as well as 
tracking clickthroughs.  

Keeping Clients Top of Mind 
 
There are several free tools available to attorneys that can help proactively communicate with 
clients “automagically”. Lawyers have long employed clipping services to keep up with legal 
news, case updates, and current awareness, but what if attorneys set up alerts for clients? For 
instance, setting up a free Google Alert (http://www.google.com/alerts) for a client that monitors 
the web for any instance of the client’s name or industry could help show the client the 
attorney’s dedication to keeping them abreast of breaking news and information.  
 

How to Capture and Keep Clients 
 
The scope of this paper is not to explain in detail how each of these technologies works, but 
rather how these different technologies can be employed to both actively and passively 
communicate with clients. While technology can be a help in effective and appropriate client 
communication, the attorney is still responsible for employing technology aids and there is no 
substitute for human interaction.  A vital part of communication involves listening, so 
remember to stop, look, and actively listen to clients. Establishing and meeting expectations 
regarding communication methods and frequency will go a long way to ensuring that clients are 
satisfied with representation. At the end of a matter attorneys can employ techniques such as 
sending a client satisfaction survey, using easy online survey tools such as SurveyMonkey or 
Zoomerang. Gathering data about the success of communication and representation, despite 
the outcome of the matter, will help establish whether client’s needs are met. While the survey 

http://www.constantcontact.com/
http://www.icontact.com/
http://www.google.com/alerts
http://www.surveymonkey.com/
http://info.zoomerang.com/
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results may provide some negative feedback, prepare to use this as a learning tool for both 
evaluating new potential clients and serving existing ones in the future.  
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