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social media enhances their ability to do so effectively. 9
2. Social media is leveling the playing field and expanding access

to a wider variety of law firms at a time when corporate clients

are seeking alternatives to large firms. 10




Contents

3. Upheaval in the legal profession combined with the changing
lawyer is accelerating lawyers’ adoption of social media.

4. Social media facilitates the delivery of legal information and
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5. Social media helps lawyers do what they have always done best—
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social media.
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