
conversations is not limited. Those with
a willingness to get online and partici-
pate will benefit from increased expo-
sure. And lastly, the web is a mix of both
those who innovate ideas, and those who
diligently spread the word. Success can
be found in either capacity, but a balance
between “subject expert” and “online
rainmaker” is probably the best approach
for most professionals.

It is the concept of an “image” of
being an expert that intrigues me. This
is obviously a crucial element to build-
ing a lawyer, or any professional, into
a marketable commodity. The selling
of professional services on any level
requires that an individual substantiate
his or her level of expertise and establish
credibility with potential clients. And
only once a lawyer passes this test
of credibility can the engagement po-
tentially occur. This decision-making
process is always in play, especially when
it comes to marketing professional serv-
ices over the Internet. There is, of
course, one distinction worth identify-
ing when it comes to building the image
of an expert online: The web is just as
much a social tool as it is a publishing
tool. Lawyers who figure this element
out will thrive, and those that don’t risk
becoming obscure (and often can’t figure
out why).

Thought Leadership is a phrase that
has evolved in online communities to

he selling of “expertise” has always
been a crucial element to legal mar-

keting. Why else would lawyers with
heavy billable targets take months of
their valuable time to write a book?
Expertise, even more than having years
of experience, is a key measure of qualifi-
cation and a tool used to grade the mod-
ern professional. So the question presents
itself: Does an expert rise from the ranks
and develop out of peer acknowledg-
ment? Or, is an expert a created entity,
carefully crafted by profile building and
marketing? I contend that the answer is
found in the “gray area” between those
two theories. We all know exceptional
professionals or academics who are well
respected in their small circles, with lim-
ited exposure, and we all know the so-
called experts who can best be described
as “all sizzle and no steak.”

The concept of “Thought Leader-
ship” is hardly new, of course. Lawyers
have become experts off-line in their
fields for years. There are, however, a
number of characteristics unique to the
online space. First, the barrier to entry
has been lowered. While in the past web
technology was limited to those with
programming expertise, newer software
technologies — such as blogs and social
networks — have leveled the playing
field for exposing one’s professional
knowledge and expertise. Second, the
number of participants in these online
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TOM MIGHELL
is senior counsel and litiga-
tion support coordinator at
Cowles & Thompson, P.C. in
Dallas.  He is the chair of
the ABA TECHSHOW 2008

(www.techshow.com) and publishes the
blog Inter Alia (www.inter-alia.net).

LawPracticeToday.org 
LawTechnologyToday.org
Both of these e-zines are produced by the
Law Practice Management Section of the
ABA. Every month they provide great,
practical information on practice manage-
ment and technology topics.

Google Reader 
(http://www.google.com/reader)
Nowadays, busy lawyers need better ways
to keep up with the latest in legal and
other news. Google Reader is an easy-to-
use way to have news and research deliv-
ered to you every day.

LifeHacker.com
This blog features great tips on ways to
make your life easier. I really love the
computer and technology “hacks” they
post here.

TripIt.com
This is a new travel itinerary site. Just send
all of your travel confirmation emails
(from the airline, hotel, rental car, etc.),
and TripIt creates a professional-looking
itinerary, with maps and directions, too.

Pandora.com
Create your own radio stations by naming
an artist or a song you like. Pandora then
plays music from similar artists.

Google Notebook 
(http://www.google.com/notebook)
Another great Google site, which allows
you to create notebooks of snippets or
other things you find on the Internet. When
you find something to save, right-click
and select “Note This” — that snippet will
be saved to the Notebook of your choice.
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• more writing and publishing op-
portunities 

• a dominant presence in the search
engines

• behind-the-scenes exchanges with
other experts, which increases one’s
exposure to an industry’s leading
strategies and tactics.

Being an online Thought Leader
means you truly are a hub of your intel-
lectual and social sphere. By keeping a
balance between substantive discussion
and social exchanges, lawyers have the
opportunity to increase both their
“image” of being an expert and to back
up their professional credibility with
commentary that demonstrates, and
qualifies, their knowledge to potential
clients. �

these individuals simply move on to
embrace the new.

Another benefit worth noting is the
amount of personal control retained by
these individuals. The degree of success
can obviously vary, but as an example,
consider the many lawyers who are cur-
rently investing their time blogging.
These lawyers decide when they have time
to contribute, write commentary in small-
er “chunks,” and can focus exclusively on
the narrow facets they find interesting. 

The results that can be achieved, again
from a business perspective, have been
repeatedly demonstrated by current blog-
ging leaders and are difficult to refute:

• increased media exposure 
• a devoted referral network 
• increased offers for speaking engage-

ments

describe those individuals who become a
hub within online conversations. These
individuals are very recognizable. Their
opinions are watched by hundreds, often
thousands, who share common interests.
Thought Leaders’ online publishing
power is driven by their social network
as much as their individual ideas. And
when they do publish their opinions,
people seem to jump! Jump you say?
How so? It’s difficult to explain.
Thought Leaders are in a very interest-
ing position. Not all readers are support-
ers. And in some cases, naysayers
outnumber supporters. It is not that
Thought Leaders’ opinions are the most
respected (although this is the case for
some, and an ideal position, really), it is
that their voices drive others to respond.
The end result is that they set online
conversational direction, and if they join
a particular discussion, that issue will
be heard. These individuals carry an
immense amount of “web profile”
power. 

For a lawyer who wishes to drive his
or her personal brand through the roof,
becoming a Thought Leader can deliver
one of the longest lasting effects possible.
Done properly, the position of being a
Thought Leader could create value for a
lifetime, or at least for the duration of
one’s professional career. 

What are the benefits of being a
Thought Leader? If we consider the fact
that links are the currency of the modern
web, and that incoming links are one of
the key elements to boosting Google
rankings, Thought Leaders are often in
an ideal position to generate “buzz” relat-
ed to their online presence. Those who
believe that the web simply bounces
from one innovation to the next should
learn that the effects of Thought Leader-
ship transcend the Internet trend of the
moment. The method of publication is
unimportant. It might be a blog post, a
threaded discussion, or a list of book-
marks to what that person is reading —
no matter: It is the “brand” of the
Thought Leader that observers are
watching. When web technology changes,

www.texasbar.com/tbj Vol. 71, No. 1 • Texas Bar Journal 17

         TERRY BRYANT PLLC
         ATTORNEYS AT LAW
    8584 Katy Freeway, Ste 100
                Houston, TX 77024
                           713-973-8888
                     713-973-1188 fax 

  www.ringlerassociates.com

RINGLER ASSOCIATES
               

®

        The FIRST  NAME in
STRUCTURED SETTLEMENTS

  PROUDLY  ACKNOWLEDGES

 29 MILLION REASONS 

       CONGRATULATE
to  

                               
   
   RECORD VERDICT of $29,391,378
         (Kent &Tamara Peterson vs. Cequel III 
       Communications, et al 411th JDC of San 
Jacinto County, TX Verdict date: October 25, 2007) 

  ROBERT  CAPLES, Jr.
  RINGLER HOUSTON
  7914 Chianti Court
  Sugar Land, TX 77479 
  888-499-4050 toll free
  281-937-9090 direct

of the                     LAW FIRM
   

®

ATTORNEY GREGG ANDERSON 

describe those individuals who become a these individuals simply move on to • more writing and publishing op-
hub within online conversations. These embrace the

new.
portunities

individuals are very recognizable. Their Another benefit worth noting is the • a dominant presence in the search
opinions are watched by hundreds, often amount of personal control retained by engines

thousands, who share common interests. these individuals. The degree of success • behind-the-scenes exchanges with

Thought Leaders’ online publishing can obviously vary, but as an example, other experts, which increases
one’spower is driven by their social network consider the many lawyers who are cur- exposure to an industry’s leading

as much as their individual ideas. And rently investing their time blogging. strategies and
tactics.when they do publish their opinions, These lawyers decide when they have

time Being an online Thought Leader
people seem to jump! Jump you say? to contribute, write commentary in small- means you truly are a hub of your intel-
How so? It’s difficult to explain. er “chunks,” and can focus exclusively

on lectual and social sphere. By keeping a
Thought Leaders are in a very interest- the narrow facets they find interesting. balance between substantive discussion
ing position. Not all readers are support- The results that can be achieved,

again and social exchanges, lawyers have the
ers. And in some cases, naysayers from a business perspective, have been

opportunity to increase both their
outnumber supporters. It is not that repeatedly demonstrated by current

blog- “image” of being an expert and to back
Thought Leaders’ opinions are the most ging leaders and are difficult to refute:

up their professional credibility with
respected (although this is the case for • increased media

exposure
commentary that demonstrates, and

some, and an ideal position, really), it is • a devoted referral network qualifies, their knowledge to potential
that their voices drive others to respond. • increased offers for speaking

engage-
clients. ?

The end result is that they set online ments
conversational direction, and if they join
a particular discussion, that issue will
be heard. These individuals carry an
immense amount of “web profile”

®power.
®

RINGLER ASSOCIATES
For a lawyer who wishes to drive his

The FIRST NAME inor her personal brand through the roof,
becoming a Thought Leader can deliver STRUCTURED SETTLEMENTS
one of the longest lasting effects
possible.Done properly, the position of being a PROUDLY ACKNOWLEDGES
Thought Leader could create value for a
lifetime, or at least for the duration of

29 MILLION REASONS

one’s professional
career.

to
What are the benefits of being a CONGRATULATE

Thought Leader? If we consider the fact
that links are the currency of the modern

ATTORNEY GREGG
ANDERSON

web, and that incoming links are one of
the key elements to boosting Google of

the
LAW
FIRMrankings, Thought Leaders are often in RECORD VERDICT of $29,391,378

an ideal position to generate “buzz” relat- (Kent &Tamara Peterson vs. Cequel III
ed to their online presence. Those who Communications, et al 411th JDC of San

believe that the web simply bounces Jacinto County, TX Verdict date: October 25, 2007)

from one innovation to the next should
learn that the effects of Thought Leader- TERRY BRYANT PLLC ROBERT CAPLES, Jr.
ship transcend the Internet trend of the ATTORNEYS AT LAW RINGLER HOUSTON
moment. The method of publication is 8584 Katy Freeway, Ste 100 7914 Chianti Court
unimportant. It might be a blog post, a Houston, TX 77024 Sugar Land, TX 77479
threaded discussion, or a list of book- 713-973-8888 888-499-4050 toll free
marks to what that person is reading — 713-973-1188 fax 281-937-9090 direct
no matter: It is the “brand” of the

www.ringlerassociates.comThought Leader that observers are
watching. When web technology
changes,

www.texasbar.com/tbj Vol. 71, No. 1 • Texas Bar Journal 17

Document hosted at 
http://www.jdsupra.com/post/documentViewer.aspx?fid=2e744c4f-3ad0-4336-88b8-7b330dbb6550



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


