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Online Reputation Management 
For Law Firms 

Introduction: What Is Your 
Online Reputation?  
 
As an attorney, you already know 
that you need to make the best 
possible impression when clients 
and potential clients meet you at 
your law office. You need to dress 
professionally, work with a well-
qualified staff, and make your 
waiting room inviting.  

But now that the vast majority of your potential clients have easy access to the internet, 
you need to present the best version of yourself well before that initial consultation – on 
the internet. 

You may think that your online reputation is fine because you’ve taken the time to set 
up an informative and beautifully designed website. That’s a great place to start, but 
your online reputation is built on far more than just your own site. Your potential clients 
are increasingly turning to social media, directories, and online review sites to learn 
about you and your competitors before choosing a law firm.  

 

 
  

Consider these statistics: 

• Traffic to the top 10 review sites increased by 158% in 2012 (Search Engine People) 
• As of February 2014, the popular review site Yelp was seeing an average of 120 million 

unique visitors per month (Yelp) 
• 58% say they’re more likely to share a customer service experience today than they 

were five years ago (Marketing Land) 
• Only 12% of consumers said they take no notice of online reviews – down from 17% in 

2012. (Search Engine Land) 
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At Wingman LegalTech, we spend a lot 
of time thinking about online reputation 
management for law firms, and we want 
to share some of our insights. In this 
eBook, we’ll cover the best practices, 
including: 

• Where and how to claim your online 
listings 

• What to keep in mind when choosing 
a profile portrait 

• Using tools to monitor what people 
are saying about you online 

• Responding to positive and negative 
reviews 

• Enhancing your online reputation with 
the help of happy clients and 
associates 

• How to keep negative reviews offline 

	  

 

 

 

 

 
According to a LexisNexis survey 
conducted in 2012, 65% of people who 
sought an attorney reported that online 
ratings and reviews were moderately to 
extremely influential in their decision 
making process. Furthermore, 79% of 
consumers polled for the Local Consumer 
Review Survey (2012) said they trusted 
online reviews as much as personal 
recommendations, revealing that in-
person word-of-mouth and traditional 
advertising/marketing models are no 
longer the primary means that people 
learn about your law firm.  

Even if a potential client does receive a 
recommendation for your services from a 
close friend or family member, chances 
are good that they’ll still conduct some 
online research before deciding if your firm 
is the right fit for them. 

The idea of managing your online 
reputation can be daunting—after all, how can you control what people are writing 
about you online? However, with the right online reputation management strategy, you 
can keep on top of what’s being said, respond appropriately to both positive and 
negative reviews, and encourage satisfied clients to share their experience online.  
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Claim All Your Online Directory Listings 
Let’s face it: there are a lot of business listing sites out there (we’ll be going over specific 
sites in the next section). You should consider verifying your firm’s listing – called 
“claiming” -- and/or creating listings on all of the major business directories, as well as 
the niche legal directory sites. Doing so can enhance your SEO ranking and help ensure 
that potential clients can find you. Here are some additional reasons it’s worth your time 
to start claiming your listings:  

Here are a few reasons why you should be claiming all of your listings: 

Ensure information about your law firm is correct. Even a huge search 
platform like Google can make mistakes. In fact, 1 in 2 businesses have 
discovered online listings with incorrect information. If your address or 
phone number is incorrect on Google Maps or any other directory, you 
risk losing potential clients. 
 

Increase your visibility. It’s rare that a potential client will just wander 
into your firm because they were driving by and saw your sign. Claiming 
all your online listings increases your online presence and makes it 
easier for people to find you while researching attorneys. 

 
Take control of your brand identity. If you don’t claim your online 
listings, someone else easily can—and there’s no guarantee they’ll 
represent you the way you want to be represented. When you claim 
your listings, you can edit details, add links to your websites, and 
include professional portraits. ] 

 
Keep track of your reviews. You won’t know what’s being said about 
you online if you don’t claim and manage your listings. Ignoring a 
review site or directory can result in a damaged reputation. Just a 
single negative review can reach hundreds of potential clients. 

	  

	  

Chapter 1: Get in the Game 
Establish	  and	  Enhance	  Your	  Online	  Listings	  
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While claiming all your individual listings might seem tedious, the good news is that it’s 
free on just about every review site you could think of. And if you can increase your 
online presence and gain an edge over other local law firms without breaking the 
bank, why wouldn’t you do it? 

In the next two sections, we’ll walk through how to claim your listings on various map 
sites and review forums. Wingman LegalTech can also perform this claiming service for 
you; email fly@wingmanlegaltech.com for additional details. 

Claim Your Online Listings: Map Sites  
 
Instead of dragging out the phone book to look up local business addresses, the vast 
majority of consumers are turning to map sites. 

As an attorney, you should claim your listing on all three sites:  

• Google Maps.  Perform a search for your law firm on Google Maps to see if it’s 
already listed. If you haven’t claimed your listing, it will appear labeled as an 
“Unverified Listing”. Click the link for your firm, then click “Edit” in the pop-up that 
appears. You will then be able to click a link that says “Claim Your Business”. Log 
into your Google account to edit the details of your firm and choose to validate 
it by phone, text, or postcard. You will also be given the option to submit a new 
business listing if your firm isn’t already listed. If you don’t already have a Google 
account, you can easily create one here. One Google account is now used for 
all Google activity, including your Gmail account and Google+. 
 

• Bing Maps. Go to the Bing Business 
Portal and click “Get Started Now”. 
Perform a search using your law firm 
name; if your firm is already listed, it 
will appear in your search results, and 
you can simply click it to claim. If your 
firm isn’t yet listed, you can select 
“Add New Business” and enter your 
firm information. You’ll need to choose to verify your firm by either phone or 
postal address. 
 

PRO TIP 

Google Maps is the most used 
smartphone app, with 54% of all 
smartphone users employing it, but 
Bing Maps and Yahoo! Maps are 
also popular tools. 
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• Yahoo! Maps. Go to Yahoo! Local and select “Yahoo! Local Basic Listing” to get 
started setting up your map listing. Yahoo! also offers a Local Enhanced Listing 
option that lets you include additional features like coupons, photos, and links, 
though this service costs $9.95 a month. The basic listing is free. 

Claim Your Online Listings: Review Forums 
 
Popular review sites such as Citysearch and Yelp 
can make or break your business, but there are also 
lawyer-specific sites where you should have a 
presence. Here’s a comprehensive list of the top 
review forums for law firms. 

Even if you spend time and money optimizing your 
firm’s web site, it can still be hard for potential 

clients to find you online. Strengthening your presence on these directories and review 
forums not only solicits clients who look for you there, but can move your firm higher up 
in general search results. 

 

 

 

 
	  

	  

  

QUICK	  FACT	  
According to LexisNexis, 76% 
of people seeking an attorney 
use some kind of online 
resource, and in most cases, 
that includes review forums.	  
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General Directories 
 

• Citysearch. Follow this link and find your law firm by entering its name and city or 
zip code. When your firm comes up, click “Claim this Business”, and enter your 
information. You’ll have to verify your firm from the phone number you list. 
 

• SuperPages. Go to the SuperPages Business Listing page , enter your firm’s phone 
number, and click “Find My Business”. If your business is already listed, you can 
click to claim it. If it’s not listed, you can click “select” next to the Add My 
Business option, and then click next to continue. You will then be asked to enter 
your firm information. If you are a new SuperPages user, you’ll also be prompted 
to set up your free account. 
 

• Yahoo Local. The process for claiming your Yahoo Local listing is the same as 
claiming your Yahoo Map listing; just go to the Yahoo Local page to get started.  
 

• Yellow Pages (YP.com). Go to the Yellow Pages home page to perform a search 
for your firm. To claim your existing firm listing, click “Is this your business? Take 
charge of this listing.” You can change any out-of-date or incorrect information 
about your firm by clicking the link that says “Edit information for this business”. If 
you notice that your firm is listed more than once, you can get rid of the 
duplicate by clicking the link that says “Inaccurate Results?” and filling out a 
short contact form. If your firm isn’t listed yet, go to the Advertising Solutions 
page, enter your account information, and click the “Add New Listing” button. 
Enter all the required basic information about your firm, then click “Continue” to 
save that information.  
 

• Foursquare. Click here to search for your firm; if a past client has already added 
it, it should appear. From there, click “Claim It Now” in the bottom right corner of 
the business listing. Check the box saying “I’m the owner”, then click “Get 
Started”. From there, you’ll be prompted to enter a phone number that 
Foursquare will immediately call for confirmation. If your firm isn’t listed, you can 
add it by creating a Foursquare account here.  
 

• Yelp. Visit Yelp for Business Owners and click “Claim my Business”. Search for your 
firm by name and address, neighborhood, city, state, or zip code. If your firm 
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doesn’t appear, you can add it by clicking “Add your business to Yelp” at the 
bottom of the page. If it is listed, click the “Unlock” button and enter your name, 
email address, and a password. 
 

• Google+ Local. Go to Google Places and sign into your Google account if you 
already have one. If you don’t have one, you can create an account that will 
be used for all your Google business activity. Once logged in, click “Add new 
business”, then go to the “Find your business” tab and search for your firm by 
phone number. If your firm is already listed, you will be able to add details and 
submit your changes to Google for review. Google will send you a physical 
postcard with a confirmation code to continue. If your business isn’t listed, simply 
select “Add a new listing” and follow the instructions. 
 

• Insider Pages. Start by setting up an account on Insider Pages. Then search for 
your firm and click the “Claim Business” link. You will need to authorize your 
information to gain administrative access to your business listing. If your business 
isn’t listed yet, you’ll need to add it here. If your business listing has already been 
claimed, you’ll need to contact Customer Service at 
customerservice@citygrid.com. 
 

• Judy’s Book. This review site requires a monthly subscription, and it’s set up 
primarily for businesses that serve moms and families. If you do decide to list your 
firm on Judy's Book, select the Basic or Pro listing and click the “Claim It” button. 
 

• Kudzu. To get started, go to Kudzu’s registration page and click the “Get 
Started” button next to the Basic Profile. You’ll be prompted to set up a user 
name and enter your email address and password. From there, you’ll be able to 
add your firm’s information and create a profile. 
 

• MerchantCircle. Go to MerchantCircle.com and click “Join” in the upper right 
corner. Fill out your firm information, then choose your firm’s Top Level Categories 
(these are essentially the keywords that will be used when people search on 
MerchantCircle). Create a MerchantCircle Login ID, confirm that the listing you 
just created is your business, and check your email inbox for a confirmation. You 
can also search to see if your business is already listed, then claim it and create 
your Merchant Circle Login ID. 
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Law Directories 
 

• Avvo. Visit this lawyer directory and search for your profile by entering your name 
along with your city, state, and zip code. In most cases, you’ll already have a 
profile. Click “Is this you?” next to your name on the profile page. Update your 
profile, then click the “Call Me” button. Avvo will immediately call the number 
you’ve listed to verify that you are who you say you are. 
 

• Best Lawyers. Best Lawyers has a somewhat different format than other review 
forums; it’s actually a peer-reviewed publication, and a listing here must be 
conferred on a lawyer by his or her peers. If you want to create a firm or lawyer 
administration account, you can email info@bestlawyers.com or call 803-648-
0300. 
 

• Lawyers.com. Go to the Lawyers.com home page and click “Build Your Business” 
next to “Are you a Legal Professional?” in the upper right corner. You will then 
need to fill in your name, firm name, email, phone number, and zip code before 
clicking “Submit”. 
 

• Super Lawyers. To join Super Lawyers, you need to submit an access request 
here. Enter your name, email, and phone number. Super Lawyers will contact 
you via email to verify the information. 
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Reputation Management Tools 
 

• Customer Lobby. Unlike most review sites, Customer Lobby charges businesses 
who use their services. However, you can go to their home page and select their 
“Free Account” option for a free 30-day trial. After you enter your reviews page 
and account information, you’ll have the option to input contacts who may 
want to review you, and Customer Lobby will syndicate your reviews on other 
popular sites. 
 

• Demandforce. Demandforce is an online marketing and reputation automation 
tool rather than a straightforward directory, and as with Customer Lobby, you’ll 
pay a monthly fee if you decide to use it. However, you can request a free 
demo to see if you like it first. What Demandforce does is gather all online reviews 
that mention your law firm and determines which ones are from real clients, 
rather than a competitor or someone with malicious intent. They will then 
syndicate all Certified Reviews for you.  

Best Practices for Claiming a 
Listing 
 
Whenever you’re claiming your firm on a 
review forum, map, or directory, ensure 
that your information is consistent across 
the board. For example, if you have a 
toll-free number and a local number for 

your firm and you include both of them in your Google+ Local listing, you should include 
both of them for all your other listings to avoid confusion. And don’t list your business as 
“Smith Law Firm” in one place, and then “The Smith Law Firm” on another.  

Why is consistency so important? Google tracks what’s referred to as your firm’s “NAP,” 
which stands for “Name, Address, and Phone Number.” This information is used by 
Google to rank search results, particularly for local results. By keeping this information as 
similar as possible across all directories, you’re increasing your chances of showing up 
higher for queries relevant to your firm.  

For example, if you have a toll-free number and a local number for your firm and you 
include both of them in your Google+ Local listing, you should include both of them for 
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all your other listings. And don’t list your business as “Smith Law Firm” in one place, and 
then “The Smith Law Firm” on another. 

You should also add as much information as you can about your firm on each review 
site. Include targeted keywords, images, and links back to your website whenever 
possible, which also add the benefit of improving your search ranking. Of course, you 
want to avoid “stuffing” your listings with senseless keywords in an attempt to improve 
your SEO rankings. The goal of your listings is to provide a clear and coherent 
description of your firm with all the information prospects need to decide if they want to 
work with you, and how they can contact you if they do choose you. 

Keep in mind that if you don’t want to take the time to claim all your individual listings, 
Wingman LegalTech can do it for you. We’ll claim your listings in all the review forums 
described above and keep them updated with the most current information about 
your firm. Contact us at fly@wingmanlegaltech.com to learn more. 

Profile Portrait Guidelines 
 
Many of the review forums above will give you the option to include a portrait of 
yourself. Whenever you’re given this opportunity, you should take it. Attorney portraits 
let potential clients connect a face with your firm, which makes a bigger difference 
than you may think. 
  

DOWN	  TO	  THE	  NUMBERS 
An eye-tracking study from The Ladders found that recruiters spend 19% of their time on 
an online profile looking at the profile picture. While this study looked only at recruiters, it 
shows the importance that we place on images. Potential clients will make judgments 
based on your portrait, whether consciously or not.  

 
With that in mind, here are a few things to keep in mind to ensure your portrait creates 
a good first impression.  

1. Avoid photos of your masthead or logo. The portrait space on your online listings 
isn’t where you want to put a logo, a masthead, or even a picture of your office 
building. Make a personal connection by using a professional-looking headshot 
of yourself so potential clients know who they’ll be working with. They can go to 
your website or check out additional photos you’ve uploaded to your listings if 
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they want to see your masthead and building. 
 

2. Use an up-to-date photo. If you have a great photo, but it’s from 10 or even five 
years ago, you need to schedule a new photo shoot. You’re trying to build trust 
between you and your potential client, and you’ll be getting off on the wrong 
foot if you post an out-of-date and misleading photo of yourself.  
 

3. Make sure your face is the focus. You don’t necessarily need to go to a 
professional photography studio, but you do need to use a photo where your 
face is in focus and not in shadow. Make sure that your head is level and that 
you aren’t tilting your chin up or down. You should use a traditional headshot 
that includes the top of your shoulders but not your whole body. 
 

4. Avoid background distractions. Some attorneys choose to use their office as the 
backdrop for their portrait so that potential clients can get a sense of their work 
environment. This is fine, as long as there is nothing in the background that will 
draw attention away from your face. You can also choose a solid-colored 
background, as long as the color is not bright and distracting. Never use a 
picture of yourself outside of a professional environment—no images of you on 
the beach or walking your dog. 
 

5. Wear professional attire. Dress as you usually do when meeting with clients or 
other attorneys. If you’re wearing a dark suit jacket, contrast it with a lighter 
jacket. Avoid background colors that are similar to the color you’re wearing. 
 

6. Keep your facial expression pleasant. Some attorneys make the mistake of 
looking too serious in their portraits. While you obviously want your firm and your 
profession to be taken seriously, you don’t want to give potential clients the 
impression that you’re glaring or scowling. Smile if appropriate, and look straight 
ahead to show that you’re confident and capable. Remember, you’re trying to 
show your potential clients that you have both the experience and the 
compassion to work with them. 
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Chapter Summary 
1. Claim your listings in the general directories and law directories for enhanced 

visibility and accuracy. 
2. Whenever you’re claiming your firm on a review forum, map, or directory, 

ensure that your information is consistent across the board. 
3. Attorney portraits let potential clients connect a face with your firm, which 

makes a bigger difference than you may think. 
4. Example of Listings Management List located at the end of the guide.  



	  
	  

	  
	  
	  
	  
	  
	  

14	  
	  

88%	   86%	  
90%	  

12%	   14%	  
[VALUE]	  

ALL	   NEGATIVE	   POSITIVE	  

HAS	  READING	  
POSITIVE/NEGATIVE	  

REVIEWS	  
INFLUENCED	  YOUR	  
BUYING	  DECISION?	  

Yes	   No	  

	   
 

A big part of online reputation management is 
keeping track of what past clients are saying 
about you online. A survey sponsored by 
Zendesk in early 2013 found that 90% of 
consumers said their buying decisions have 
been influenced by positive online reviews, 
and 86% of consumers said negative online 
reviews had influenced their purchasing 
decisions. That means that if you have 
unchecked negative online reviews, you may 
be losing potential clients without even 
knowing about it. 

In this next section, we’re going to discuss two 
online tools you can use to monitor your firm’s 
reviews, and explain step-by-step how to set 
them up. From there, we’ll move on to how 
you can manage both positive and negative 
reviews.  

 

Powerful Monitoring Tools: Google Alerts and Review Trackers 
 

Google Alerts is free and incredibly easy to set up. Once you’ve created a 
Google Alert for your firm, you’ll receive periodic emails whenever your 
firm name appears in Google’s search results. This makes it easy for you to 
keep an eye on new mentions of your firm on forums, blogs, and news 
articles. 

1. To get started, go to www.google.com/alerts and enter the name of your firm in 
the search query box. You may also want to set up an alert for your name. 

Chapter 2: Know What 
People Are Saying Online	  
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2. Choose to filter your results by type (such as news, blogs, and discussions), or 
select “Everything” for Result Types. Since you’re entering a very specific query 
(the name of your law firm) you will probably want to include all result types. 

3. Select English as your language, and either choose a specific region or Any 
Regions for Google’s search results. In most cases, you’ll want to select Any 
Regions or United States. 

4. Choose how often you want to receive email alerts from Google. You can either 
select once a day, once a week, or every time there is a new mention of your 
firm. 

5. Select “all results” to ensure you see everything out there. Remember, you can 
always go back and adjust your Google Alerts settings later if you find that your 
filters aren’t working as well as you hoped. 

 

Review Trackers is a subscription service, but you can try it free for 30 
days to see if it’s beneficial for you and your firm. If you do decide to 
subscribe, tracking a single location costs $29 a month. Many lawyers 
and small business owners find Review Trackers useful because it sends 
you an email alert every time a new review is posted on any major 

review site and selected niche sites (including the law-specific review sites discussed in 
the last section). You can also view all your reviews in a centralized dashboard when 
you log in on the Review Trackers website.  

1. Click the “Start Your Free Trial” button in the upper right corner of the Review 
Trackers website. 

2. Enter your name, law firm name, law firm email, and phone number. 
3. Select the number of locations you have (if you have one law firm, select 1-10). 
4. Click “Request Free Review Trackers Demo” now. 
5. Review Trackers will begin looking for new mentions of you on all the review sites 

we’ve mentioned, including Avvo, Best Lawyers, Lawyers.com, and Super 
Lawyers. 

When it comes to your online reputation, timely responses to client queries and reviews 
matter. By using one (or both) of the monitoring tools described above, you can stay on 
top of the comments being made about your law firm and do damage control when a 
negative review is posted. Many times, responding directly to someone who has posted 
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a negative review and offering a solution to their complaint can convince the person 
to change their opinion and their rating.  

We’ll go into more detail about how to appropriately respond to online reviews in the 
next section. 

 

Chapter Summary 
1. After claiming all your listings, it is important to know what people are saying about 

your firm online.  There are a couple of notification tools that will notify you right 
when a new comment is posted online. 

2. Useful notification tools: Google Alerts, Review Trackers 
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According to Harvard Business School, a 
one-star increase on a rating site like Yelp 
can boost a business’s revenue by up to 
9%; according to Cone Research, 80% of 
consumers will reverse their purchase 
decision after reading a negative review. 
In order to successfully manage the online 
reputation of your law firm, you need to pay attention to both the positive and the 
negative feedback. Asking for and motivating positive reviews should be emphasized 
to promote consumer trust, while negative reviews should be professionally and 
courteously handled.  

Now that you know how to monitor your online reputation, here are some tips to help 
you manage your reviews. 
 

Best Practices for Positive Reviews 
  

• Encourage satisfied clients to write reviews. If a client tells you in person or via 
email that they really appreciated your services, consider asking them if they’d 
mind writing a review on a site like Yelp. Writing a review won’t take much time 
on their part, but it can make a big difference to your law firm. Make sure you 
emphasize how much a short review would mean to you. (We’ll talk more about 
Ask Strategies in an upcoming section).  
 

• Link to review sites from your web site. If you have overall positive reviews, 
include a prominent link to review sites on your website, so potential clients can 
easily find these testimonials and past clients can easily add their own positive 
reviews. You should also consider including another customer service link inviting 
customers to directly share concerns with you on your site, rather than posting a 
negative review. 
 

Chapter 3: Manage Your 
Online Reviews	  
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PRO	  TIP	  
A simple way to show 
appreciation is to send them a 
card and gift using Send Out 
Cards…more on this in Chapter 4 	  

• Link to review sites from social media sites. Let past clients and online followers 
know that you’re on Yelp and other review sites by posting on social media 
channels like Facebook, Twitter, and LinkedIn. Without blatantly asking for 
positive reviews, you can instead, say 
something like, “Check out our firm on 
Yelp”. That way, past clients aren’t 
being pressured to share a review, but 
they are being reminded that you have 
a presence on review sites and that 
they can share their opinions on your 
services. 
 

• Ask peers to post reviews. More on this in Chapter 4. 
 

• Over-deliver. The best way to motivate clients to write a positive review is to 
over-deliver on your promise to them. If you dedicate extra time to their case, 
are easy to contact whenever they have questions, and are personable during 
your consultations, you’ll deliver the kind of positive experience that your clients 
will want to write about. Keep in mind that all clients are potential reviewers, and 
their opinion of your services really does matter. 
 

• Thank clients for their positive reviews. Restaurant owners or small business 
people might not necessarily remember everyone who visited their brick and 
mortar location or even recognize the people who write online reviews, but as 
an attorney, you’re working closely with your clients. If you recognize a client 
who has written one of your positive reviews, be sure to thank them to show your 
appreciation. 
 
A simple way to show appreciation is to send them a thank you note using Send 
Out Cards…more on this in Chapter 4.  Clients who post positive reviews should 
be treated with the same appreciation as clients who make referrals for you. 
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Negative Reviews: Three Things Not To Do 
 
It’s never pleasant to check review sites and find out that someone has something bad 
to say about you or your law firm. However, as an attorney you need to remain 
professional, even if you feel the reviewer got personal.  

Before we delve into some good ways to respond to negative reviews, here’s what not 
to do: 

1. Respond defensively. After reading a bad review, many attorneys’ initial reaction 
is to go on the defensive. Attorneys can make counter-arguments in their sleep; 
however, think before you argue. If you respond purely defensively, you show 
that you are not valuing the client’s perspective, you don’t allow for your own 
responsibility in the problem, and you risk being seen as unprofessional. Even 
sending a private defensive response is dangerous; as you can see from this 
thread of Yelp reviewers, it’s incredibly easy for reviewers to share your response 
when you privately lash out at them. 
  

2. Post fake positive reviews. Some businesses have tried to 
balance out negative reviews by either posting their own fake 
positive reviews or paying other people to write positive 
reviews for them. This is never a good idea, as major review 
sites like Yelp will flag any reviews they find suspicious and even 
publicly shame businesses caught buying reviews. In fact, other 
real positive reviews may get caught up in the fray, and you could end up with a 
worse reputation than when you started. 
 

3. Be emotional. If you’re a partner at a small law firm or a sole practitioner, a bad 
online review can often feel like a personal attack, especially if you worked 
closely with the client who wrote the negative review. However, letting emotions 
run high can lead to bad decisions, so take a moment to step away from the 
review site and take a deep breath before you consider your response. 
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Best Practices for Negative Reviews 
 
After taking that deep breath, do follow these tips for constructive responses to 
negative reviews: 

• Respond in a timely manner. It’s good to take a step back from negative 
reviews, but you also need to address them at some point. Waiting a long time 
to respond is almost as bad as ignoring the review altogether. Respond as soon 
as you are ready to show the past client (and everyone else checking the review 
site) that you take complaints seriously and care about your online reputation. 
Your responses mean a lot to both prospects and the clients who post 
complaints. A report from Compare & Converse recently revealed that only 29% 
of businesses respond to Twitter complaints, but 83% of people who receive a 
response liked or loved the fact that the business responded. 
 

• Stay professional. When you respond to a negative review, you’re not just writing 
for the original reviewer; you’re writing for the potential clients who will be 
checking review sites to get a sense of your law firm. With that in mind, use your 
response as an opportunity to highlight good things about your firm. You might 
say something like, “I apologize for our miscommunication. I’ve been serving the 
Chicago community for 20 years, and I always strive to meet my clients’ needs. I 
appreciate your honest feedback and will work to resolve the issue.” 
 

• Take action. Whenever possible, tell the negative reviewer what you are going 
to do to remedy the problem. For some reviews, that may not be possible, but for 
those that highlight a simple (and resolvable) issue, clearly state what you’re 
going to do to ensure the problem doesn’t happen again. And, of course, 
actually follow through at your firm, rather than just claiming you will online. 
Potential clients who read the reviews will be able to see that you live up to the 
promises you make.	   

Remember: just about every business, 
restaurant, and law firm has a handful of 
negative reviews. It’s almost impossible to 
be completely free of negative 
feedback, and what’s really important is 
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how you choose to respond to the bad reviews you receive. 

 

 

Chapter Summary  
1. Positive reviews: You must provide excellent service first and foremost.  Thank those 

that post reviews, we recommend using Send Out Cards to send a thank you note. 
2. Negative reviews Don’ts: Respond defensively. Post fake reviews, be emotional.  
3. Negative reviews do’s: If you’re going to respond, respond in a timely manner. Stay 

professional. Follow through and be genuine about fixing an issue that can be fixed. 
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Word-of-mouth is still incredibly valuable to your law firm, but much of what we think of 
as word-of-mouth advertising is now taking place online. With that in mind, your efforts 
to provide a positive client experience need to extend to both your online and your 
real world interactions.  

Here are some ways to engage with past clients and peers in order to enhance your 
online presence: 

 

Ask Strategies 
As mentioned in the Best Practices for Positive Reviews section, don’t shy 
away from asking a satisfied client for a review. You need to establish a 
presence on peer review sites, and you should be reaching out to your 

peers and associates for testimonials.  
 
There are several good ways that lawyers can encourage positive feedback from both 
clients and peers. Consider making these “ask strategies” part of your regular marketing 
routine: 

• Send Out Cards. Depending on the areas of law you practice, you may be 
working with a lot of your clients on a limited basis (that is, once their case or 
legal issue is resolved, they don’t continue to seek out your services). 
Unfortunately, this can lead to an “out of sight, out of mind” mentality on the 
client’s part, and even if they were highly satisfied with your service, they may 
not think to write a review unless they receive some kind of reminder. A good 
way to remind those clients is by sending them a card. You don’t need to 
explicitly ask them for a positive review in the card; instead, you can thank them 
for working with you and let them know that they can connect with your firm on 

social media and refer them to your Avvo profile for any 
feedback.  

• Custom review business cards. Another easy way 
to encourage clients to give feedback is to create a 
custom business card with a link telling clients where they 

Chapter 4: How to Enhance 
Your Online Presence  
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can review you. This isn’t blatant solicitation for positive reviews; it’s just another 
convenient reminder that you value your clients’ opinions. If you’re interested in 
creating these new business cards, Wingman LegalTech can help. 
 

• Ask associates and peers for testimonials on Avvo. Avvo’s rating system is based 
on a number of factors, including reviews from other attorneys. Prospects looking 
for a lawyer can check attorney ratings on Avvo, but clients are not able to 
influence that rating, making this review site slightly different from the norm. If 
you’ve had a good experience working with attorneys outside of your law firm, 
don’t be afraid to ask them for a testimonial on Avvo. Also keep in mind that 
professional networking is a two-way street: make the time to offer positive 
reviews for attorneys whose work you respect.	  

Keep	  Negative	  Reviews	  Offline	  
As we’ve previously mentioned, no law firm has perfect ratings across the board. No 
matter how good a job you do, you will eventually have a client who is dissatisfied with 
something you have done. One or two bad reviews aren’t necessarily enough to sink 
your online reputation, but too many negative reviews can start eclipsing the positive 
and do some serious damage. The best way to keep that from happening is to handle 
negative reviews offline whenever possible. 

To minimize the number of negative reviews that end up on sites like Yelp, host your own 
review forms on your firm’s website. Your review form can be a simple contact form, 
and it doesn’t require extensive experience with web design to set one up. There are 
many free contact form templates available online, and you can even get the HTML 
code to create a simple form here. If you’ve created your site through WordPress, you 
can easily install a contact form plugin. 
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*Advanced Tip 

If you want to get real fancy, in the review 
form make the first question “Was your 
experiences with XYZ Law Firm positive?”  If 
they select “Yes”, then you can immediately 
direct them to a review forum of your 
choosing.  If they say no, then you can have 
the form continue to ask questions.   

This method sends the happy clients directly 
to the review forum instead of keeping the 
happy review “in-house”.  This also gives 
unhappy clients the opportunity to submit 
their complaint to someone that can 
potentially fix the issue. 

Wingman LegalTech offers a service to 
design these custom forms. Contact 
Wingman LegalTech to learn more 
fly@wingmanlegaltech.com  

Be sure that this review form is easy for your clients to find. You may want to include it as 
a side bar or prominently feature it in your navigation. Next to or above the review form, 
encourage your clients to use the form to share honest feedback. You can set up the 
review form so responses come straight to your email inbox, rather than being posted 
online, giving you the opportunity to 
handle a complaint before it goes 
public. 

You need to respond to these email 
reviews the same way as you would 
respond to a more public online 
review: courteously and in a timely 
manner. Even if you believe the client 
is wrong, apologize for their 
experience, thank them for their 
feedback, and offer to do what you 
can to remedy the problem. In some 
cases, an email from you may be 
enough to satisfy the client, but in 
other cases, you may want to call the 
client to apologize directly. 

Creating a review form on your 
website may seem like a minor thing 
to do, but it can go a long way in 
keeping your online reputation clean. 
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  Chapter Summary 
1. Ask Strategies are ways to ask for reviews in a professional manner: Use Send Out Cards to 

send a thank you card to clients thanking them for being a client. Include review 
information on a review card to hand out. Ask colleagues for testimonials on Avvo.com. 
 

2. Keep the negative reviews offline by providing an online form of your own that your clients 
can fill out.  Advanced forms can implement “if and then” scenarios that allow happy 
clients to directly go to the review forum of your choosing.  The unhappy clients fill out the 
whole form and the complaint goes directly to the law firm for resolution.  
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As an attorney, your reputation matters both online and offline. Developing and 
maintaining your reputation is an ongoing process, and while you can never have 
complete control over what’s being said about you online, you can do a lot to minimize 
negative reviews or incorrect information simply by claiming and enhancing all of your 
listings and directly engaging with past clients. 

We hope that this guide has been helpful to you and your firm. If you have more 
questions or you’d like assistance from online reputation management experts, you can 
always contact Wingman LegalTech by calling 619-238-0477 or emailing 
fly@wingmanlegaltech.com. We’d be happy to help you present the best version of 
your law firm online.	  	  

 

 

Need help getting organized?  Use the same workbook that Wingman LegalTech uses 
to manage their client’s Online Reputation Management. 

The Workbook is included with your purchase of this guide, it consists of: 

-‐ Information Overview 
-‐ Setup Checklist to keep you on track 
-‐ Listings Management List to make sure you claim all of your listings 
-‐ Response Tracker to keep track of responses 
-‐ Policies list to make sure the entire firm is operating under the same policies 
-‐ Ad Tracker to keep track of ads 

 

 

 

	  


