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Stefanie Marrone helps law firms effectively tell their
stories and find their unique voices.

Stefanie has worked at some of the most prominent law firms
in the world, as well as small- and mid-size firms, developing
and executing revenue generating, business development,
internal and external communications strategies, including
media relations, branding and multi-channel content
marketing campaigns. She has particular experience in
helping law firms and their employees effectively utilize social
media platforms for revenue generation and visibility.

Stefanie often speaks around the country on a wide range of
communications, content marketing and social media topics.
She is also a published author for JD Supra, The New York
Law Journal and Attorney at Work.
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A How to effectively market yourself and your firm during a
global crisis without seeming tone-deaf or insensitive

A How to position yourself as a thought leader during a
time when so much is unknown

A How to build strong relationships despite the breakdown
of in-person networking challenges

A How to address the accentuated pain points of your
clients and prospects

A How to network effectively online and build your brand
through LinkedIn

a



Remember: We are all solution providers

AAdding value every day to clients should be at the heart of everything
your organization does

AShow empathy, concern and be helpful

AWe are all in this together i the pandemic is touching everyone

AYo u nlkgbtdouchesd wi th former clients e
they can forget you

AFor all companies, the goal of social media marketing is lead

generation and business development
AHow you get there is by building targeted relationships, staying top of mind,
providing helpful content and consistently adding value
A Always think about ways in which you can be helpful
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How can 1
help you?










Add
Value
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10 SOMETHING GREAT




Alttractive pricing

Why Use
Your Firm? Personalized service

Referral relationships are key
right nowc¢ with big firms, small
firms and solo practitioners
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The invisible user trend:

Many decision makers use social media
In listen-only mode 1 while the minority
are disseminating information and
engaging with other users.

This may cause the number of likes on
your pages to be low or for it to seem like
No one Is engaging with your content |
but they are.

Source — Greentarget 2018 Content Survey



Why Use Social Media?

Your name igour brand
and you want to ensure
professional contacts can
easily find you and that yo
put your best foot forward.

Business professionals ar
Increasingly going to socie
media fornews and

iInformation.

Social media is an easy w
to stay in touchwith

business contacts right fro

your desk or mobile phone

Sharing content keeps yo
top-of-mind and positions
you as ahought leader.
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Social media Is a losost,
easy way tkeep contacts
Informed.

By sharing content, you
show that you are on top o
the latest trendsand that
your experience and skill
setsare up to date.




Why LinkedIn?

A In the digital world in which we live, networking
online is just as important as makingperson
connections.

A Spend the time to develop a strong LinkedIn profile
that highlights your professional attributes and
background.

A Your LinkedIn profile is one of the top Google
results when someone searches for you.

A LinkedIn provides great excuses to reach out to
those in your network through its job moves and
work anniversary notifications. Use these
professional milestones to reach out to those

AYVRAODGARdIZ £ & oKz @2dz2Q€¢S 0SSy YSIyAy3a (2 02yil C
this is powerful information. This data enables you
to stay top of mind with important connections.
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How to build strong
relationships despite the
breakdown of In-person

networking



Relationship
Building

ldeas During
Social
Distancing
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Pick up the phone more,
suggest video conferences
instead of calls/emails

Anticipate client needs and
offer to assist them in any
way you can

Turn inperson events into
virtual gatherings

Host virtual coffee breaks
and happy hours (both
internally and externally)

Reach out to your clients to
check in on them and show
you care

Use social media and online
networking to build and
strengthen relationships



Be Client Intelligent

A Client intelligence is being intelligent about others.
One way to do this is by setting up free Google
Alerts and LinkedIn News alerts.

A Use this intelligence to reach out to important
individuals in your network

A Gives you reasons to reach out to congratulate
them on a success or milestone, or send an
article

A Such timely touchpoints enable you to stay top
of mind with important connections

A Set up Google Alerts on key competitors so you
can monitor their activities
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Alerts

Monitor the web for interesting new content

Amazon




How to effectively market
yourself and your firm
during a global crisis
without seeming tone-

deaf or insensitive



ABe Mindful of Impacted Clients:
Determine if you have any clients who
have been personally affected by the
crisis. Then reach out to them offering

Sh ow help and support. The same goes for any

: referral sources and alumni. Loyalty in a
Client Care time like this goes a long wayd and it

works both ways.
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O How to effectively market yourself and your company during a
global crisis without seeming tone-deaf or insensitive

A @ 0 O

THE WORST THING YOU CAN  THIS IS AGREAT TIMETO  SHOWCASE THE HUMAN SIDE =~ DEEPEN RELATIONSHIPS AS A MARKETER, THE MOST

DO IS TO DO NOTHING RIGHT THINK ABOUT ALL OF THOSE OF YOUR FIRM IMPORTANT QUESTION YOU
NOW. THINGS YOU WISH YOU HAD SHOULD ASK YOURSELF RIGHT
THE TIME TO DO IN THE DAILY bh2z L{ &l h2z [/ 1!Db 29
HUSTLE AND BUSTLE OF LIFE SUPPORT OUR CLIENTS AND
BEFORE THE CORONAVIRUS. OUR PROFESSION DURING THIS
¢tLa9Ke
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O How to effectively market yourself and your firm during a
O global crisis without seeming tone-deaf or insensitive

Provide content of value client

alerts, blog posts, online resources
; _ and webinars
Be sensitive to client needs and th 52y Qu Ll2aid Oz2yYy
: : Turn off prescheduled posts and wYour objective with social media/content is
fact they are likely very stressed rig i S congratulato_ry or launches a new| e P e o
service/product that you are top of mind when your networ
needs someone like you

- . . . . Ask others how they are doing in
Provide webinars and online CLE Find ways to educate them on ho Be helpful and offer to help these challenging timesA @ O &

rograms on relevant topics the coronavirus affects their busine :
prog P business as usual

Do not pitch or aggressively markg
yourself
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O How to effectively market yourself and your firm during a
O global crisis without seeming tone-deaf or insensitive

Support and empathy should be at the heart of everything you do right now. This is not the
to announce the relaunch of your web site, your latest rankings, or a new brand.

Your guiding principle should be to show compassion and care to your employees, clients, 4
greater community and to educate, inform and help others through leadership and educatig

Showcase your expertise and help others by offering clients and the general public access
educational resources about the coronavirus.
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How to effectively market yourself and your firm during a
global crisis without seeming tone-deaf or insensitive

Do more pro bono workmuch of this work can be done virtually, so raise your hand to help out those
who need you the mostthere will be a lot of pro bono opportunities as this crisis continues.

Set up Google alerts for yourself (so you know what's being said about you) as well as your top clig
VIP contacts so you can keep abreast of significant news about them

Set up at least three video conferences and virtual happy hours/coffee breaks each thes& are great
outlets for you and others to maintain relationships while social distancing.

Create a virtual group of key former colleagues and alumni to foster relationship building. Get toget
Zoom every other week or monthlthe best part is that you will be connecting individuals in your
network to each other, which will be appreciated by everyone.
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Give Back: As a markete
the most important
guestion you should ask

yourself right now is
GK2g Oly S
clients and our professio
RdZNA Yy 3 (KA
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Consider donating to the
Red Cross or another
disaster relief
organization that is
supporting those afflicted
with COVIEL9.

Any firm with an online
presence large or small
has a great opportunity
and platform to provide
supportc whether it is
information, support or
empathy, as well as
resources. Let others
know both internally and
externally in a humble
glre ogKIG @2
help the situation so you
can inspire and lead
others to do the same.

How to effectively market yourself and your firm during a
global crisis without seeming tone-deaf or insensitive

Use content to help the
at times of need; and
that includes a global

virus where many peoplée
will need to work from

home or stay home for a
certain period of time.




O How to effectively market yourself and your firm during a

global crisis without seeming tone-deaf or insensitive

Show genuine care and concern
for your clients and don't only rely
on email to communicate. This is
the time to call your clients and
ask how they are doing. It's not
business as usual.

Make a list of future conferences
that you'd like to attend and even
better, speak at, and reach out to
the conference organizers to
express your interest, once we're
back to safely gathering in groups.

Get involved with a bar
association or industry
committee. There is plenty of
work you can do virtually to help
out organizations you care about.
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Update your bio and LinkedIn
profile.

Create a virtual CLE program for
clients and prospects. You will
become a trusted resource if you
offer to provide your clients with
CLE credits and learning during
this time.

Make a list of your top matters
and achievementsyou'll need
this down the road.

Taking LinkedIn one step further,
create a strong LinkedIn headline
and profile cover image.

Write coronavirugrelated legal
alerts. Explore how the current
ONR&A& | FFSOGa
businesses and report on updates
in the law. Look to see what your
competitors are writing about for
inspiration and competitive
intelligence.

& 2 dzNJ Of A ¢



How to effectively market yourself and your firm during a
global crisis without seeming tone-deaf or insensitive

AReach out to five contacts with whom you have
rekindle relationships.

A Read the great networking bible Never Eat Alone by Keith Ferrazzi. If you've already read this
book, choose another business book or podcast - reading is a great outlet during this stay at
home time.

A Create a podcast or video series related to the coronavirus crisis - this does not have to be a
high-budget production. Speak from the heart about how the coronavirus affects your clients,
Invite special guests to provide insights.

A Engage on LinkedIn in some way everydayi c o mment on a status, sha
someoneds post

Copyright of Stefani&arrone



How to position yourself
as a thought leader during
a time when so much Is
unknown



Content marketing success tips:

A Always add value.

A Always be helpful.

A Publish consistently.

A Ensure your mailing lists are
updated.



How to address the accentuated pain points
of your clients and prospects

AAsk your clients what is keeping them up at night

AWrite content and host webinar briefings that speak to their pain
points

ABe sensitive to their needs and their stresses

ALook at other firms to see what they are writing about and use that as
Inspiration

ADondt wait to publish



The Content Bible

AThe best way to get your content in front of target audiences is through a
combination of email and social media

AYour content must be client-centric and written in their language

Al't 6s not about quantity, itodéds about qu
Al't 6s al ways about show vs. tell

AReuse and repurpose

AANd visuals 7 they increase not just your brand awareness on social media but
also your clickthrough rate

ACompelling headlines and subject lines are key
AAlways be brief, quick and efficient

ADo n 6 ti create and distribute content while the topic is hot- often good is
goodenoughidonodot be a perfectioni st



Content Marketing Best Practices

A The content you produce and share should be client-focused and value-added
A Read the content you share before you share it
A Always show readers how issues impacts their business
A Be visual, and repurpose and curate as much as possible
AWrite timeless-ThWhgveagdeBHoOwWi eces you can repur
A Cross sell practices and capabilities through content
A Avoid random acts of content/one and done
A Select platforms (LinkedIn, Twitter, Facebook, YouTube, Instagram) i ONLY go where your clients are
A Adjust the content for each medium i do not post the same content to each platform
A Build an editorial/content calendar to track posts
A Train your employees on how to use social media to tap into their networks
A Reuse and repurpose your content to make it work harder and smarter for you
A Effectively use hashtags, calls to action (CTAS)
A Understand how SEO works
A Use analytics and data to help refine your strategy
A Craft strong headlinesttitles
A Pay it forward by promoting the content of key contacts and clients
A Use a mix of platforms to engage with your target audiences (video, written content, podcasts, etc.)



How to

COPE

<

MAKETT
VISUAL

The secret sauce
to effective social
media content

Use a combination of the
following content tools:

A Reuse and repurpose

A Create once, publish
everywhere (COPE)

A Visual content

A Show vs. tell

A Client-centric content
A Evergreen content

A Value-added content
A Effective hashtags


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCIzuhYD8vcgCFUQXPgod28sMZA&url=http://mathcurmudgeon.blogspot.com/2012/02/value-added-measures-dont-measure-up.html&psig=AFQjCNG5h9o8ZQnghHQ4QBOUyDPRlI-weg&ust=1444774879453361
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCLbAnqP6vcgCFcRoPgodoxYBLQ&url=http://www.cosmo.ph/sex-relationships/dating-tips/5-things-you-should-never-talk-about-on-a-first-date&psig=AFQjCNG1AVT_Xj0yXHWkcQbs9e2_cBCxvg&ust=1444774414191935
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCJPf0I39vcgCFUQbPgodS8sGPg&url=http://reuseandrepurpose.com/home-2/final/&psig=AFQjCNF3hZlIDX_SWisAapdMMFFO4SDKcQ&ust=1444775175979945

SOCIAL MEDIA
CHEAT SHEET

v

Webinar on Vlsual Content Tools ¢~cabook

HASHTAGIFY.ME

Animate Your @
Social Media!

i
ua

.--,.: s f = At Easdly create hi re them on
—m f(ﬁ)iwodﬁ! o )V< plcmable Pacabook, Twis S st
- ” E: i _ Al A o App Store ot

JDSUPRA

. NATIONAL
q Hootsuite: W rview
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THE BEST (AND WORST) CORONAVIRUS HASHTAGS
FOR LINKEDIN POSTS BY STEFANIE MARRONE

CORONAVIRUS-RELATED HASHTAGS
#COVID19 (421,499 FOLLOWERS)
#CORONAVIRUS (359,223 FOLLOWERS)
#COROMNA (60,069 FOLLOWERS)
#FLATTENTHECURVE (22,329 FOLLOWERS)
#SOCIALDISTANCING (17,128 FOLLOWERS)
#COVID_19 (15,193 FOLLOWERS)

CRISIS-RELATED HASHTAGS:

#RISKMANAGEMENT (OVER 1.35 MILLION FOLLOWERS)
#CORPORATECOMMUNICATIONS (13,146 FOLLOWERS)
#CRISISCOMMUNICATIONS (10,852 FOLLOWERS)
#INTERNALCOMMUNICATIONS (9,876 FOLLOWERS)
#CRISISMANAGEMENT (8168 FOLLOWERS)

LAW FIRM INDUSTRY SPECIFIC HASHTAGS:
#LAWFIRMS (49,900 FOLLOWERS)
#LAWYERS (45,363 FOLLOWERS)
#LAWFIRM (29,939 FOLLOWERS)
#LEGALMARKETING (1,712 FOLLOWERS)
#LAWFIRMMARKETING (192 FOLLOWERS)
#LMAMKT (ONLY HAS 96 FOLLOWERS)

THESE HASHTAGS HAVE A LOW NUMBER OF FOLLOWERS:

#VIRUS (489 FOLLOWERS)

#PANDEMIC (484 FOLLOWERS)

#NCOWV2019 (395 FOLLOWERS)
#CORONAVIRUS2020 (269 FOLLOWERS)
#CORONAVIRUSPANDEMIC (250 FOLLOWERS)
#CRISISRESPONSE (164 FOLLOWERS)
#CORONAVIRUSIMPACT (164 FOLLOWERS)
#COVID190OUTBREAK (158 FOLLOWERS)
#FLATTENINGTHECURVE (126 FOLLOWERS)
#CRISISCOMMS (105 FOLLOWERS)
#CORONAVIRUSAWARENESS (92 FOLLOWERS)
#CORONAVIRUSNEWS (76 FOLLOWERS)
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Republish Over and Over

October 29,2018
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What to Do When You Run Out of Things to Say

Tarter Krinsky & Drogin LLP

e 7 Content Strategy

{erky 732 followers

Do you have a will? Well, you should. Having a will is imperative to ensure that your
money and belongings are distributed according to your wishes after your death.
Wills can distribute property, name an executer and guardians for children, forgive
debts and more. If you pass away without a will, your estate will be settled in
accordance with state law. Read this alert from Trusts & Estates counsel Joann
Palumbe on what could happen if you don’t have a will: https://Inkd.in/dy3x9Rf

CONTENT STRATEGY

- The ultimate goal of content marketing is to drive readers to take action,

preferably in the form of contacting and retaining your firm. So it should go
without saying that it’s not how often you post content to social media that
makes a true impact, but rather what you say and how you say it. The quality

not the quantity of your posts should always be your primary focus.

But it's not always easy to generate a steady stream of strong content to fill
your editorial calendar year-round, especially when you work at small- or
mid-sized firm, where it can be a challenge to regularly achieve top-tier

media placements for your firm and lawyers.

That's where owned media or evergreen content can come to your aid, or
what I often refer to as my "what to say when you have nothing to say"

content strategy.

Evergreen content is SEO-optimized content that doesn’t have an expiration
date, or lose its relevancy and value over time. It is high-quality, helpful

content that nrovides valne whether it is read todav. next week or a vear from
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Your How-To Guide to Creating an Evergreen
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Avoid Random Acts of Content/One and Done

A Many firms create great content and post it just once i this is a huge missed opportunity!
A Maximize and create once, publish everywhere (but adjust the message to the medium)

A Each post can be repurposed on social media multiple times

Construction Partner Laurie

A Invest in multiple headshots Stanziale to Moderate Panel at the
7th Annual Real Estate Women's

Forum

“Creating meaningful spaces that

‘ ‘ February 23, 2018

Practices

\ \ Professionals |

EXte n d th e S h e If I Ife Of O n e Wl" stand the test of t|me is Crucial Construction partner Laurie Stanziale will be a featured panelist at the 7th annual Real
. f t t b I I . for developers and end users alike Estate Women's Forum (known as REWF), an event designed to connect, educate and
I e Ce O CO n e n u I n i o . advance and highlight the accomplis‘hnj?nfs‘of female leaders in the real estate |ndustry
P y puiiing Technology is driving change at L R Y e

breakneck speed. Those who do not
keep up will find themselves with an
asset as obsolete as an iPhone 4.”

Laurie Stanziale in Crain’s New York
Business on “Four Design Trends
Shaping New York City Development”

out:

A Quotes

A Stats

A Other data

A Make it into an infographic
A Using icons

Learn more ab

‘ :
52yQi 2dad FaGSyR I CRAWS

NEW ' ORK " INESS

thOUg ht leader Four Design Trends
Shaping New York City
Development

By Construction partner
Laurie Stanziale
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Learn more abou

out Laurie.

Marketing
Attorneys

B Marketing
Laurie Stanziale Autl

it the Real Esta

te Women’s Forum.

in's New
arler
LDrogm

May 14,2018

Laurie Stanziale Authors Crain's New York
Business Article on Design Trends Shaping New
ity Development

Construction partner Laurie Stanziale wrote an article that was
featured in Crain's New York Business on "Four Design Trends
Shaping New York City Development."




Showcase Your Expertise Through Special Online Resources
( but Donot Name 1t the Coronayv

BECKER mumoves  owo e um eaNmem—  COVID-19 RESOURCE
GREEN  MANAGEMENT March 2020
SHEARMAN & STERLING
Coronavirus Resource Center CENTER

CORONAVIRUS RESOURCE
@ PEOPLE SERVICES INDUSTRIES INSIGHTS & CENTER

Share W @ & = PEOPLE
CORONAVIRUS RESOURCE CENTER B PRACTICES >
SIDLEY | T —

Foley's Latest
Thinking On the }IORRISON
CORONAVIRUS RESOURCE CENTER Most Pressing
el }Buslness and Legal Coronavirus (COVID- 19)
ssues Resource Center

GIBSON DUNN LAWYERS  PRACTICES  INSIGHT!

a Y

Simpson
4l h ac h er Client Services OurTeam Your Career DLA PIPER

Coronavirus (COVID-19) Resource Center J Coronavirus Resource Center

Resource Center

Coronavirus Resource Center

crowe 1r‘moring

Professionals Prac

About Case Studies

Practices » Coronavirus Resource Center

_oronavirus Resource

Center Coronavirus Resource Center
Professionals




How to address the accentuated pain points of your
clients and prospects

Conn Kavanaugh Rosenthal Peisch & Ford, LLP

471 followers + Follow

1h e @
"This past week, as our daily lives were upended, many of us experienced a sense CONN I(AVANAUGH About Us People P
of unbalance and worry. It occurred to me that these are similar feelings many of CONN KAVANAUGH ROSENTHAL PEISCH & FORD, LLP

our clients experience when they face a legal issue.” - Kurt Fliegauf

Read Kurt's article "Let the #Coronavirus Teach Us to Be Better #Lawyers for Our

Clients" for perspective on conducting business in the face of a #pandemic:
https://bit.ly/2J70BNm Let the Coronavirus Teach Us to Be Better Lawyers for Our Clients

March 23, 2020

By Kurt B. Fliegauf

#covidl9 #lawfirms , il :
This past week, as our daily lives were upended, many of us experienced a sense of unbalance and worry. It occurred to me that

these are similar feslings many of our clients experience when they face a legal issue.

Coronavirus makes us realize we crave certainty. We initially wanted to know whether this invisible risk truly was a threat. When

Let the Coronavirus Teach we realized it was, we wanted to know how to protect ourselves and our loved ones. We still want to know how long this will last
> and how much it will cost. These are all questions many of our clients ask when they find themselves in a confusing and
US to Be Better LaWYerS stressful legal world. It is our job as lawyers ta minimize our clients’ risks to the greatest extent possible, and to explain what
fOF OUI’ Clients ‘ ' risks remain so our clients can make thoughtful decisions with our guidance.

Coronavirus makes us crave technical expertise. We look to doctors and nurses to protect and heal us. We look to researchers to
understand the threat and develop a vaccine. We hope and trust that their training and experience will get us out of a situation
that we cannot resolve by ourselves. Our clients come to us seeking a similar technical competence. It is our job as lawyers to
continue to educate ourselves, to learn from every legal matter we handle, and to become the most competent lawyers we can
be to help our clients in times of stress.

By Kurt B. Fliegauf

ConNN KAvANAUGH

CONN KAvANAUGH ROSENTHAL PEISCH & FORD, LLP




How to market now
without seeming tone
deaf

3 POSTS ABOUT

SCHWARTZ
SLADKUS

REICH
GREENBERG
ATLAS e

In Good Company | Issue No. 3

by Andrew M. Apfelberg, Benjamin E. Helfman and
Spillers on April 23, 2020

We have observ_sg Elhe tough decisions business ow

il oflow ***) make in light of these
- - .. - - st 90,646 followers
In this time of crisis, as our nation and the world fight the 29m - © <now that everyone is dc
Covid-19 pandemlc! the Healt_h Care GI‘OUP and our flrm as We are proud to join Ascend Leadership and support the Action Agenda for 35_9 dirg circumstances.
a whole, recognize our hospital and nursing home clients promoting #inclusion and working together to address the adverse impacts of the NiNe a light on local

for their selfless dedication to the community and their #COVID19 pandemic. Read more here: http://ow.ly/AZ5q50zt3LQ. /

#AscendTogether

Mend

PAN-ASIAN LEADERS

unwavering care for those afflicted by this horrible virus
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Recently posted videos

BREAKING

NEWS

PwC parents are dealing with the

‘ demanding task of balancing work and

childcare in impressive ways. Take a look

| at Pittsburgh Office Managing Partner

Justin Kaufman “newscasting” about our
new #DigitalFitness app for the world
with his kids. #TakeYourChildToWorkDay
https://pwc.to/2K4cDI1

N o

We're shining a light on stories of EY people around the world who are taking action
to combat COVID-19 challenges. Patrick Brown from our Americas team repurposed
his children’s 3D printer to produce ventilator parts for hospitals in New ...see more

Heand his children
repurposed their 3-D printer
to produce ventitator
Y-splitters.




Matthew Patterson, JD MBA -« 2nd

President at Optimal IP Strategies

Edited + @

What to Do

Stroock
Wednesday at 4:22 PM - Q

i

Way back in the day for Pratt & Whitney. I'm still doing what I love and filing

patents today. #patent #innovation #intellectualproperty
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In our fourth installment of Stroock's "Work From Home
Wednesday," our lawyers and staff show off their
photography skills - Stroock Photographers

(1) Patent Number:
45 Date of Patent:

5,638,675
Jun. 17, 1997
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who keep the firm running smoothly
day after day, especially in these challenging
times of the COVID-19 pandemic. In your honor we are
donating KN95 masks for our Health Heroes in

the communities surrounding each of our four offices.

STROOCK

Qv

stroockstroocklavan Thank you to all of our hardworking
staff who keep the firm running smoothly day after day,
especially in these challenging times of the COVID-19
pandemic. In your honor we are donating KN95 masks for
our Health Heroes in the communities surrounding each of
our four offices. #administrativeprofessionalsday #Stroock
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goulston&storrs

Live Webinar Series

Back to Business:
Returning to Work in the COVID-19 Era
A

FRIDAY, APRIL 24 @11AM

goulstonstorrs.com



Stroock & Stroock & Lavan LLP + Follow ===
S 3,445 followers
23h+ @

Wishing our clients and friends a blessed holiday season during these challenging
and difficult times. #Stroock

Wishing our clients and friends a blessed
holiday season during these challenging
and difficult times.

Your friends at

STROOCK

WilmerHale <+ Follow
N‘l 20,505 followers
13h @

Today we're sharing how our Denver lawyers and staff
stay connected while working remotely. Says Legal
Personnel and Practice Management Coordinator Lori
Conway: “On Mondays it's planks, on Tuesdays it's wall
sits. We also have weekly check ins as an office. | think
we're pretty well connected!”

What to Do

<+« Arch Insurance Group Inc. + Follow
A 22,629 followers
Arch  15h . Edited - ®

During this disruption, how we react and who we become,
defines our culture. Arch's ability to adjust, adapt and come
out shining, is a tribute to our employees, and our culture.
We thank all, and tip our hats to our leadership team, as
they navigate us through these times with a vulnerable
grace, confident leadership, and the occasional bad joke.
#lifeatarch #archcares #culture #thrive2020

Copyright of Stefanidarrone
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< Tweet

® marketing@colevalley.com replied

ILTA - International Legal Technology...
@ILTANet

Happy Friday! If you're like our ILTA
Staff, you love your pet coworker(s).
For this week's #FunkFriday post, show
us your four-legged or winged
coworkers! If you're not a pet person,
take a stab at captioning these staff
pet photos. # WeArelLTA




@ goldmansachs @

When stressed, reach out to

someone who may need your

help... helping others has a

positive effect that can

rebalance our emotional state.

James Fulton

GS BEST ADVICE

Hays
HAYS  3943,282 followers + Follow

22m - Edited « @

Continuing with our series of working from home tips,
Molly Smith, Business Manager at our #Tampa office,
shares a great tip on how she effectively organizes her
tasks. What is your advice? https://bddy.me/2KCEfnH
#wfh #workingfromhome #homeoffice #hays
#recruitment

Recruiting experts
HA worldwide hays.com

FROM OUR TEAM

“To keep me organized and make

sure | don’t miss anything, | use a

monthly plan. It helps me schedule

and prioritize my tasks. By using

it, it’s clear as to how much more

time | had left in the day and when

I needed to do other tasks.” Molly Smith

Business Manager, Tampa

66

Take breaks throughout your day.
Maintain a schedule. Connect
with colleagues and friends.

55



Our
Commitment
to Business
Continuity

Justas our clients can
e tthat COVID-19
will not interrupt our
representation in
their cases,

so too can our
business partners
whode us
to work with them
through this crisis

Tok worki
fo?gﬁr clienng

and our vendors,
service providers

a
business relationships
.. willremain
critically important

Event h the world
economy

ex an
unﬁe&%ﬁ%ﬁed but
hope! empora
downtqr¥x our'%ionnriy
maintaining a steadfast
course anddoing its best
to conduct businiess
asusual

Kw_ Kim VAUGHAN LERNER

| AN THE POWER OF PERSPECTIVE

' SHARPLEGAL -

A 466 followers

20h - @

Even when working remotely, the SHARPLEGAL team are still
driven by team spirit and communication. We have tackled
the known struggle of ensuring engagement by ...see more

Anheuser-Busch + Follow
* 226,166 tollowers
ALV e ‘., . O

A big thank you to the teams producing and distributing
nhand sanitizer at our breweries across the country! Because
of their dedication, the sanitizer will be used in our facilities
to help keep employees safe and distributed to communities
in need. Read mare zbout our efforts here: https://Inkd.in/
dpvKzJV
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SANITIZER
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What Not to Do

Morrison & Foerster LLP v/ Following ***
“ 30,100 followers Morrison & Foerster LLP v Following ***
2d « Edited « @ 30,100 followers
Big congrats to our client Sprint for closing its blockbuster deal with T-Mobile to 5d « Edited + @
create the "New T-Mobile.” For over 6 years, a team led by MoFo M&A partner To guide the adoption and use of #artificialintelligence, the Department of Defense
Brandon Parris and antitrust partner Jeff Jaeckel has been guiding Sprint and released a series of ethical principles in late February. MoFo's Tina Ducharme
SoftBank through the legal complexities of this historic merger. Reynolds and Markus Speidel explain: https://bit.ly/2JIoEIr

https://bit.ly/3bDpXhW

MORRISON

MORRISON ~
FOERSTER

FOERSTER

Sullivan & Cromwell LLP
SULLIVAN TR
cromwerr 21,393 followers

2h-@
Michael Steinberg and Adam Paris represent FXI Holdings in antitrust litigation

dismissed in the U.S. District Court for the District of Puerto Rico. The ruling is the
latest victory that S&C has obtained for FXI arising out of its purchase of assets in a
bankruptcy auction. https://Inkd.in/g7FZuXd

S&C wins dismissal of price-fixing suit related
to assets purchased in bankruptcy auction

S&C Wins Dismissal of Price-Fixing Suit Against FXI Related to Assets
Copyright of Stefanidarrone Purchased in Bankruptcy Auction
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What Not to Do

PN Goodwin e
Lﬁ 16,320 followers
GOODWIN ']Zh " @

The Legal 500 (Legalease) Europe, Middle East and Africa
has highly ranked nineteen #GoodwinLaw lawyers and ten
practice areas in the 2020 edition of the guide.
Congratulations to everyone. Read about the rankings here:
ow.ly/99Pn50zmuUT

‘Ih,‘
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ny WAL
00

EMEA
LEADING FIRM

2020




What Not to Do

con Sullivan & Cromwell LLP e
crowwenr 21,393 followers
: : I w-®@
Frankfurt Kurnit Klein & Selz
2512 followers Follow Sullivan & Cromwell LLP and visit our Resources Page to stay up-to-date
15h @ with podcasts, memos and webinars on legal developments related to the

#Coronavirus outbreak: https://Inkd.in/grmgxRb
New York AG Tells Companies to Stop Promoting Air Purifiers to Consumers for

Coronavirus Prevention (via Passle) by Jeffrey Greenbaum. https://bit.ly/2yxS1Fz

e
e

Coronavirus Outbreak

Guidance and highlights on legal issues

Morrison & Foerster LLP + Follow ===
30,100 followers
1mo « Edited @
MoFo's #Coronavirus Resource Center offers timely legal and business advice you
Coronavirus: S&C updates may need to face the implications of this rapidly evolving global health crisis:

http://bit.ly/3anESfO #COVID19

Purifiers for Coronavirus Disease 2019 (COVID-

New York AG Tells Companies to Stop Promoting Air Purifiers to
Consumers for Coronavirus Prevention (via Passle)

MORRISON
FOERSTER
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How to address the
accentuated pain points of
your clients and
prospects



How to address the accentuated pain
points of your clients and prospects

A Ask your clients what is keeping them up at night

A Write content and host webinar briefings that speak to their
pain points

A Be sensitive to their needs and their stresses

A Look at other firms to see what they are writing about and use
that as inspiration

ADonodot wait to publ i sh

Copyright of Stefanie Marrone
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How to network effectively
online and bulld your
brand through LinkedIn



Three Essential Building Blocks of
LinkedIn

A ¥

PROFILESWHO YOU ARE CONNECTIONSVHO YOU KNOW PARTICIPATIGNAOW YOU
INTERACT WITH YOUR
CONNECTIONS

Copyright of Stefanidarrone



LinkedIn Essentials for a Strong All-Star Profile

A Cultivate your network

A Fill out all sections

A Create a great headline

A Add a cover image

A Add new sections to your profile

A Be strategic about your endorsements
and skills

A Participate in and or start a LinkedIn
Group

Copyright of Stefanidarrone



LinkedlIn
Essentials
for a Strong
All-Star
Profile

Keep Your Profile Basics Updated: Many people forget to keep their LinkedIn

profiles updated. Whether youbdre a newb
explore new opportunities, thereds no e
LinkedIn.

KeywordsareKey: To i mprove your profilebs vi

ensure that your LinkedIn profile contains relevant keywords throughout it. Using
the right keywords in your profile is the difference between being found and being
invisible. Identify the words you want to be found for when people use LinkedIn
search and use those keywords in your headline, summary, and profile. Using the
right keywords will expose you to more potential connections and opportunities.

Only Use Professional Photos: LinkedIn profiles that have a picture are 14 times

more | ikely to be viewed. So if youdre
change. Your Linkedln photo shouldndot b
It belongs on a dating site or personal

pet or significant other. LinkedIn is for professionals. Be one.

Brand Your Profile With a Background Photo: Give your profile page a bit more
personality or branding with a visually appealing background image. LinkedIn
advises users to use an image (PNG, JPG, or GIF) with a resolution of 1400 x 425
pixels.



A Contact info: Include complete, current business contact information. Add at
least your work phone number, consider also adding your cell phone number.

L | n k e d I n Your contact info is only visible to your connections. Add a link to your web
site bio.

2 A Vanity URL: Customize your LinkedIn friendly URL to make it easier to share
ES S e n t I al S your profile link.

A Experience: This is an overview of your professional history. Add short

fo r a St r O n g descriptions of what you did at each position. LinkedIn associates you with all

of the companies you list and users can find you through these associations.

A I | St ar Using keywords in this section helps others find you.

A Skills: You can delete, add or reorder skills.

P r O fl I e A Education: Keep it brief, add key high-level awards, no need to add your
thesis from the dinosaur age. You don
careful about omitting too many details about your background.

A Volunteer activities: Add in relevant volunteer work and committees.

A Custom cover image



Your Linkedin Profile
¢ Account Settings
*VERY IMPORTANT

Sharing profile edits

Choose whether your network is notified about profile changes

Do you want to share your profile changes with your network?

Your network may see when you change your profile, make
recommendations, or follow companies.

No

AcdzNy 27F°F

F OUAQPAGE ONBI ROI &

updates to your profile or your connections will receive a
notification each time

A You can customize your privacy settings and your viewing

preferences

How others see your LinkedIn activity

Profile viewing options

Choose whether you're visible or viewing in private mode

Select what others see when you've viewed their profile

Your name and headline

Stefanie Marrone
Social Media Strategist | Business Development Trainer | Content Marketer | Revenue Generator | Public Speaker
New York, New York | Marketing and Advertising

Private profile characteristics

Executive Director in the Marketing and Advertising industry from New York City Metropolitan Area

Private mode

Anonymous Linkedin Member

l,l 4

ua



Personalize Your LinkedIn Profile URL



