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ADVOCACY ON THE INTERNET

1. RISKS AND OPPORTUNITIES OF PROFESSIONAL 
DIGITAL IDENTITY

"The question isn't, ‘What do we want to know about people?’, It's, 
‘What do people want to tell about themselves?’" The quote by 
Mark Zuckerberg, the famous founder of Facebook, represents 
a declaration of intent. It explores the real reason that explains 
the unstoppable boom of the social networks, either personal or 
with a strictly professional approach: the need to generate and 
control a virtual alter ego which reflects who we are (or who we 
want to be in the eyes of others). Today´s networks (Facebook, 
Twitter, LinkedIn, Instagram, Youtube, etc.) strongly contribute 
to shape what we call today “digital identity”. Google, with its 
almighty search engine, provides those who enquire about us 
(after a job interview, for example) the fragments of our identity 
in list form. Does this list of search results reflect who we really 
are or does it just offer a biased vision? Let us not forget that, 
often –especially in the case of managers or people under the 
spotlight–, the information revealed on the Internet about us is 
beyond our control and has nothing to do with what we may have 
said or shared from our blogs and profiles in networks.

In the course of our professional career, we have identified a 
reaction that often occurs when a company considers entering 
the conversation in social networks. Initially, the company 
usually expresses more or less openly its fear of participating 
in social networks. However, after consulting the networks 
monitoring report (the so called “active monitoring”), managers 
usually understand that, regardless of whether their companies 
–or they themselves– communicate from their own profile 
or not, the conversation around their activity happens. 
Journalists, mass media, employees, citizens, activists and 
authorities share information, comments and value judgements 
when they think a corporate behavior is inappropriate (and also, 
but less common, when the behavior is praiseworthy). Users will 
mention us whether we have a network profile or not, let us 
not forget it. Closing our eyes and shutting our ears is not the 
solution to silence the so called “digital conversation”.

Unfortunately, there are many cases where a crisis situation (a 
collective dismissal, a factory accident or a legal proceeding, to 
give a few examples) triggers the hasty decision of building the 
digital identity of the company or the employee. It is important 
to point out that this process lacks immediate results. It demands 
perseverance, coherence and direction. In order to clarify doubts 
regarding this phenomenon which arouses a great deal of interest 
in management boards, we will analyze the main risks and 
opportunities focusing on the professional digital identity:
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•	 Placing our leaders 
as influential experts 
(opportunity). In our 
companies we probably 
have excellent professionals 
who stand out in their areas 
of expertise (innovation, 
law, technology, etc.). It is 
interesting to think about 
how we can help, through 
quality contents developed 
by these experts, convey the 
market that we have the 
best talent and that if we 
are able to launch fantastic 
products it is thanks to the 
value of the professionals 
that make up our staff.

•	 Generating a network of 
connections multiplying 
the scope of our corporate 
messages (opportunity). 
On the Internet there 
are lots of methods to 
promote the corporate 
news: from campaigns in 
Google AdWords to targeted 
advertising actions on social 
networks. However, there 
are other ways of promotion, 
entirely free of charge that 
involve taking advantage of 
the enormous network of 
contacts of our employees 
If we are able to let them be, 
through their profiles, the 
ones who share our contents, 
we will greatly increase our 
messages’ visibility.

•	 Counting on ambassadors 
on the networks who 
strengthen and provide 
our vision, mission and 
values with coherence 
(opportunity). On 
the Internet, when 

professionals with name 
and lastname (not a 
corporate logo) offer their 
own vision of the strategy 
of the company they work 
for, explain in detail a 
service they know well or 
inform us enthusiastically 
about the last product 
launch in which they 
have participated, they 
contribute significantly 
to the collective sense of 
pride of belonging and 
to providing corporate 
messages with greater 
credibility.

•	 Establishing systems 
of incidents and crisis 
reports in order to do a 
faster and more effective 
management of this kind 
of situations (opportunity). 
Although there are already 
very efficient mention-
monitoring systems via 
software, there is no doubt 
that, if employees know 
when and who to report 
an incident that they have 
identified while browsing 
a users’ forum or social 
network, the company’s 
team of crisis management 
will be able to greatly 
benefit from this early 
warning system.

•	 Losing excellent candidates 
because we cannot 
make them “fall in love” 
to join our team (risk). 
Many candidates opt for 
a company not only for 
its good reputation, but 
for the quality of the 
project or the prestigious 

“This process 
lacks immediate 

results. It requires 
determination, 

coherence and a 
direction”
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professionals they will work 
with in the future. Hence 
the importance of properly 
building the digital identity 
of the team leaders and even 
of the youngest employees. 
The identification of real 
success stories represents 
a key factor to attract 
excellent professionals.

•	 Crisis situations caused 
by employees who, with 
the best of intentions, 
set themselves up as 
improvised spokespeople 
on the networks (risk). 
Driven by the best of 
intentions, an employee 
who sees how the company 
is being strongly criticized 
may answer accusations 
that he or she considers 
false and even get involved 

in a war of insults with 
other users. If these 
employees have previously 
received training and 
understand well the risks 
that may arise on the social 
networks, they are very 
likely to act responsibly and 
properly report the incident.

•	 Loss of credibility as a 
result of a divergence of 
messages between what 
employees communicate 
and what the company 
conveys (risk). There is 
nothing more damaging than 
reading how an employee 
lashes out against his or her 
own company´s published 
contents. If professionals 
do not have faith in the 
company they work for, 
who will? The line between 
internal and external 
communication tends to 
vanish. We must be aware 
that any communication that 
we do internally is likely to 
appear at any moment on 
social networks. We must 
provide the means (We insist 
again on the importance of 
awareness and training) so 
that confidential or strategic 
contents are not shared. 
Let us think in terms of 
situations and assess what 
image would we convey if 
the video in which the CEO 
addresses his employees to 
explain them the turnover 
results leaked by mistake. 
How could our audiences 
react? Would employees’ 
relatives give their opinion? 
Would this be newsworthy 
for the media?

“There is nothing 
more damaging 

than reading how an 
employee lashes out 

against his or her own 
company´s published 

contents”
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•	 Negative impact on the 
personal reputation of a 
manager of certain critical or 
offensive contents (risk). It is 
necessary to remember that 
social networks, in addition to 
being a fantastic framework 
for dialogue and personal 
enrichment, offer a platform 
to users that –often hidden 
under the anonymity their 
“alias” provide them– spend 
time and effort to insult other 
people. In some cases, the 
insults and slanders stated 
in certain spaces may cause 
a great damage to the image 
and honor of the individual 
concerned. In these cases, 
legal actions try to restore, as 
far as possible, the damage 
caused and to punish those 
responsible. The reality it is 
that, in many cases, is not 
easy to take action against 
this kind of users and, while 
justice follows the stipulated 
procedures and time runs, 
the mass dissemination of 
slanderous contents results in 
even greater damage.

It seems reasonable to assume 
that there is no turning back. The 
companies and professionals’ 
levels of public exposure 
require increasing levels of 
transparency. Furthermore, 
it is likely that, within two 
generations, the concept of 
privacy as we know it today 
will have changed significantly. 
Certain aspects that are 
considered to belong to the 
private sphere will no longer be 
in the eyes of those born in the 
second decade of the 21st century. 
Case law will have to accelerate 

its pace of adjustment in light of 
realities such as cyberstalking, 
sharing economy or identity theft. 
Those companies that understand 
the new rules of the game, will be 
the ones reacting most efficiently 
to reputation´s risks and taking 
advantage of the huge strength of 
personal communication on the 
networks in order to contribute 
to their business goals.

2. BENEFITS OF THE USE OF 
SOCIAL NETWORKS FOR 
LAWYERS

The need for law firms to be 
present on the Internet is 
becoming increasingly evident. 
Nowadays, potential customers 
of a law firm will look on the 
Internet for information about 
the firm, their activities and the 
people that make it up before 
making the decision of taking 
the step to get in touch in a more 
personal way in order to hire the 
services it offers.

But, what about the lawyers? Are 
they also required to be present 
on social networks? Not only the 
presence on social networks of 
the firm but also the lawyers´ 
involved should be carried out 
creating a personalized strategy 
in which the company’s values, 
principles and position are clear 
to target the messages and ensure 
that the published contents are 
coherent. This strategy must 
establish specific objectives of 
what we want to achieve with 
our actions on the Internet as 
well as an analysis of the means 
we have in order to reach these 
objectives and build our personal 
branding. The main advantages of 

“Those companies that 
understand the new 

rules of the game, will 
be the ones reacting 

most efficiently to 
reputation´s risks”
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a proactive management of the 
digital identity by lawyers are 
listed below:

•	 It boosts and improves the 
personal branding as a legal 
professional. Lawyers are, 
in themselves, their own 
branding, and what becomes 
known from them helps 
in the construct of their 
reputation; social networks 
are tools with great potential 
to transfer knowledge and 
experience to audiences. If 
quality content is produced, 
there is the opportunity to 
consolidate as a reference in 
an area or market segment.

•	 It provides greater 
credibility to the law firm 
and personalizes it, turning 
it into a closer and more 
accessible figure for its 
audiences. Moreover, being 
on the networks allows us to 
share both at an individual 
and organizational level 
the knowledge or areas 
of expertise through the 
publication of specialized and 
relevant content, which will 
result in a greater salience and 
will provide the firm with a 
leadership position.

•	 It allows a qualitative and 
quantitative improvement 
of the presence on 
traditional media. On social 
networks, the content can 
be disseminated through 
its own platform in many 
directions, which can be 
collected by traditional media 
if the content is original or 
topical for them. Moreover, 

a carefully published and 
well managed content 
enables professionals to be 
positioned as a reference in 
their fields and as experts to 
be consulted by the media 
when they write information 
related to their issues.

•	 Furthermore, networks 
enable the segmentation of 
the public and communities 
we want to address with 
the possibility of reaching 
specialized audiences. This 
can be particularly relevant 
for lawyers since it creates a 
great capacity of networking 
with stakeholders. In 
addition, in comparison 
with traditional media, 
social networks allow for 
interaction and bidirectional 
communication that enable 
to know the community’s 
interests and a better 
targeting of the activity and 
the contents.

•	 Another of the main 
advantages of an active 
presence on social networks 
is that it can be used to 
attract and as a vehicle for 
new business. Through 
social networks we can 
contact people or entities 
which provide us a route of 
entry to new projects thus 
expanding our customer 
base. Either because 
they look for specialized 
services by means of these 
formula and they find our 
profiles or because we are 
able to identify business 
opportunities through the 
publications we receive.

“If quality content 
is produced, there 
is the opportunity 
to consolidate as a 

reference in an area 
or market segment”
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