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Law blogs (sometimes called “blawgs”) 
are ubiquitous.  Blawg.com tracks more 

than 2200 of them, over 1300 of which it 
terms “active,” and the ABA Journal catalogs 
law blogs in more than 100 categories 
ranging from administrative law to workers 
compensation.  They’re written by lawyers, 
judges, professors, law students, lawyers, and 
even lay people.  There’s even a blog called 
Real Lawyers Have Blogs  – written, perhaps 
unsurprisingly, by the founder of a company 
that sets up blogs for lawyers. 

Put succinctly (and somewhat inadequately), 
a blog is a website that publishes a series 
of “posts,” or short articles.  The blogger 
usually writes within a given subject area.  
Many blogs allow readers to leave their own 
comments in response to posts.  If you’re 
unfamiliar with law blogs, I suggest you click 
around the ABA Journal Blawg Directory 
(http://www.abajournal.com/blawgs/) to 
read some.

In Big Tech for Small Firms (California Lawyer, 
July 2008), columnist Tom McNichol gives 
this short answer to the question of whether 
small firm attorneys should start a blog:  
“Don’t!” Clearly, that advice isn’t appropriate 
for everyone.  My experience may help you 
decide if it is appropriate for you.

I started my law blog, The California Blog 
of Appeal, on April 30, 2007, primarily as a 
marketing tool.  I’ve had my blogging ups 
and downs over these nearly 15 months.

Time Commitment

The time you’ll need to maintain your 
blog will depend largely on what you want 
your blog to be. If your blog is nothing 
more than a hobby, you can set your own 
hours rather easily. If you’re trying to be an 
attorney resource or publishing your blog as 
a marketing tool, count on a substantial time 
commitment.  Typically, you will spend time 
writing your own reporting or commentary, 
searching for topics to write about, and 
looking for content elsewhere on the internet 
that you can link to. 

It’s likely you’ll only have a good idea of the 
time required once you’ve been blogging 

for a while and have settled into a rhythm. 
You’ll learn to do everything – researching, 
reading, writing – faster.  You’ll be motivated 
to do so; no one is paying you hourly while 
you blog!

It took me a while to make my blogging 
time manageable.  I’ve spent many hundreds 
of hours on nearly 600 posts in the last 15 
months, many in the middle of the night, 
and the initial time commitment was huge.  
I started looking for blog material through a 
daily review of every new published opinion 
in California and from the Ninth Circuit 
Court of Appeals!  I still do that, but I’ve 
learned to review the cases far more quickly 
and to be far more selective in what I write 
about.  I’m down to about an hour a day 
spent on the blog.

Marketing Potential

Emphasis on the word potential.  

Some prominent law bloggers swear they get 
loads of work from readers of their blogs, but 
my experience has been very different. As a 
lawyer focusing principally on appeals and 
writs, the target market of my blog and other 
marketing is other attorneys as much as (or 
more than) the actual parties to a lawsuit. 
Yet, virtually every client prospect who has 
found me through the blog has been a pro 
se litigant without money or someone who 
spent their last dime on their trial attorney.  
Some marketing!

Does the blog get me some recognition for 
expertise in appellate work? Sure. Other 
lawyers occasionally call or e-mail me for 
my thoughts on an appeal-related issue. 
And I receive the occasional note from 
other appellate practitioners and count a few 
appellate lawyers at prominent firms among 
my regular readers.  This hasn’t translated 
into much money but, like any other form of 
networking, it takes time to develop fruit.

For my blog, some adjustment is needed 
if it is to be a successful marketing tool.  I 
am starting to update the blog less regularly 
and spend more time figuring out how to 
use it to my advantage in advertising to 
other lawyers.  I spend less time on the blog, 

but it substitutes in large part for article 
authorship, and the blog is a fixed, ever-
growing site for one-stop shopping to see my 
writing and analytical skills. It also serves as 
a way to link to my law office website and to 
my more conventional published articles.

Based solely on my experience, I believe that 
blogging has the best marketing potential 
for lawyers who handle a lot of contingent 
fee litigation.  Take a look at some personal 
injury law blogs, for example, and you’ll see 
that they often cover hazards or defective 
products already in the public eye, meaning 
people are likely to be searching for content 
about them.  An excellent example of a 
niche personal injury blog is the Biker Law 
Blog, published by an attorney who handles 
motorcycle accident cases.  I suspect it 
attracts many of the right readers – bikers 
looking for a lawyer.

My experience, however, is not necessarily 
typical. I recommend you check out some 
success stories at Real Lawyers Have Blogs 
(http://kevin.lexblog.com) before you decide 
whether or not to blog.

Professional and Personal Satisfaction

So, when your blog isn’t working as an 
effective marketing tool and you’re devoting 
a lot of time to it, what’s the payoff?  
Well, part of it is a sense of personal and 
professional satisfaction.

Let me be more blunt:  Ego can keep you 
blogging, at least in the short term, even 
when there seems little other reason to 
continue.  I’ve received some nice accolades 
from well-known bloggers.  I’ve been linked 
to by 59 other blogs.  And it’s fun to watch 
the number of “hits” and subscribers go 
up almost monthly, and to witness the 
occasional spike in traffic because of a link 
from a nationally-recognized blog.

Yet, professional recognition remains mainly 
a means to an end. My initial motivation 
– marketing – remains my primary one.  I 
will keep adjusting until, hopefully, I find 
the right formula. Surely, a well-heeled 
client – or a lawyer representing one – will 
eventually find my blog and be impressed by 
my appellate brilliance!
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For some, personal and professional 
satisfaction – not necessarily ego – might 
be one of the principal reasons to blog.  
Heck, it might even be one of the better 
reasons to start a blog, especially if you are 
passionate about a niche area of the law.  
And satisfaction doesn’t necessarily require 
huge readership.

Getting Started

So, if your interest is piqued, how do you 
get started?  I recommend you download the 
resource list that I handed out at my April 
2008 presentation to the VCBA Business 
Litigation Section.  To do so, go to my blog 
(http://www.calblogofappeal.com) and click 
on the “VCBA Resource List” link near the 
top of the left sidebar.  You’ll find links to 
free blogging services, blog directories, and 
other helpful sites.

If, after doing so, you have the urge to blog 
but are worried about whether you’ll keep 
it up – as McNichol writes, “Far better to 
have no blog at all than to have one that 
was last updated eight months ago” – there 
are ways to keep your blog private until 
you’ve decided you have the stamina to 
maintain it.

The bottom line: if you’ve got the time and 
either have a passion for a niche area or a plan 
to leverage your blog as a marketing tool . . . 
go for it!  And work things out as you go.

Greg May is a 
solo practitioner in 
Oxnard. His practice 
focuses on civil and 
criminal writs and 
appeals and select civil 
litigation.


