Navigating Al in Law: Practical Tools, Ethical Considerations, and Future Directions
Artificial Intelligence Track (Waves)

Attendees will gain valuable insights into how Al is transforming consumer behavior,
businesses, and the practice of law. Our expert panelists will share actionable strategies
for effectively implementing Al tools while navigating the critical ethical considerations
under the Rules of Professional Conduct. You'll discover the lesser-known impacts of Al on
client businesses, learn which Al platforms are appropriate for specific circumstances, and
understand how to avoid potential pitfalls while leveraging these powerful technologies.
This practical program will help you stay competitive in an increasingly technology-driven
legal landscape by providing clear guidance on when Al use is always acceptable,
sometimes appropriate, or never advisable.
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The Rize of the Al Overview

“Search Generative Experience”

Google \What s e Al OVerdsw x 4 &q a =@
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@0 ® G whatshoudidowhenlami X 4

¢ @ " I+doswh esv=28 12=1CECHFA_ _WOQD: s @ % &
Go gle what should | do when | am in a car accident X & & Q
Al Images Forums Videos News Shopping Web i More Toots
4 Al Overview Learnmore  }

If you're in a car accident, you should:

Generative Al Call 911: Call the police and get medical help for you and any injured people. &
Seek medical attention: Get medical help even if your injuries seem minor. @

Exchange information: Get the contact information of the other driver(s) and
passengers. &

(Gemini)

Call your
possible. &
Take pictures: Take pictures of the scene and your injuries. «

Notify your i jpany as soon as

Cooperate with the police: Provide information to the police and answer their
questions. @

+ Document the incident: Take notes about what happened. ¢
Avoid admitting fault: Don't blame yourself or the other driver, #

Additional tips: #
« Staycalm

Check for injuries

« Ensure safety

Wait for help

If it's safe, put the cars in park and turn off the ignition

Let the professionals take over once help arrives

You should consult a lawyer as soon as possible after a car accident to learn
more about your legal rights. #

Generative Al is experimental. dy op

What Should | Do in the Days Following a Car Accident
Exchange Information. After a car accident, it's also best to
exchange the following with the other driver(s) and any.

& John Foy

First on the Scene of a Car Accident

Handle the Vehicles. After you've checked on the victims, you
can help by putting the involved cars in “park” and tuming off.
© | Drive Safely

Three Of The Most Important Things To Do Immediately
After A Massachusetts Car Accident

#1: Call 911/Get Help The first thing you should do Is call 911
Calling 911 serves two important purposes; it nolifies the loca

= Mahaney & Pappas, LLP

Show all
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Al Overview (AlO): by the numbers

How often the AIO
shows in search!

The decrease of
organic CTR when an
AlO is presented ?

with
anal” intent of searches are now
S resolved without users

clicking links 3

1 Botify & DemandSphere Study
2 Seer Interactive Study



Where Does Al Get its Information?

1. Your Website
2. Google Business Profile (GBP)

3. Third-Party Articles and Mentions
4. publicly Available (Free) Data Sources

5. Paid Data Sources




1. Your Website

Optimize for “Informational Searches”

Al algorithms rely heavily on the content of
websites to understand the topic and generate
summaries.

Well-written, authoritative & structured
content is crucial

e E-E-A-T
Expertise, Experience, Authoritativeness, and
Trustworthiness

e Have a content marketing strategy
o Answer a specific user questions

e Build trust and authority
o webinars, podcasts, whitepapers?

e Use high quality video & photos

ANAPQLY

A REPUTATION
FOR WINNING BIG

Nationally
Recognized Trial
Attorneys

10



2. Google Business Profile (GBP)

Optimize for “Local Searches”

he Franklin‘Institute 2

LOGAN S’UARE

For local searches, your GBP is the most important source

. . . . See photos ¥ s See outside
Accurate and complete GBP information is crucial for appearing
in local Al Overviews. Anapol Weiss
Website Directions Save Call
. 4.7 62 Google reviews
1. Customer Reviews Personal injury attorney in Philadelphia, Pennsylvania
. Explore categories
2. Primary Category
Medical Malpractice Personal Injury
3. Complete Profile (including Attributes) Mass Tor
4. Use Keywords (Business description & Services) g“"s @ =]
"Any questions | had were answered in a timely manner."
5. High-quality [real world] Photos & Videos @
6.

“He was helpful in explaining what was happening and
pOSts & Q&A e setting expectations.”

View all Google reviews

11



3. Third-Party Articles and Mentions

Media & Reviews

What others are saying about a topic or
brand can influence the Al's perception.

e Earned Media
o News Articles
o TV Interviews
o Legal Blogs and Publications

e Social Media
o LinkedIn /Facebook etc

e Reputation Management
o Client Testimonials and Reviews
o Industry Reports and Rankings

(@) FOX @CBS

sk N BC The Philadelphia Inquirer @

(@ a]c

Linked[fl] ¢ TikTok
facebook (@) X
Inslagram

12



4. Publicly Available Content

Free Data

e Public Datasets United States*
o Government Data C
o Financial (Stock) data ensus

easssssssssme Bureau
s Census Data

m  Bureau of Labor Statistics (BLS)
o Weather Data
o Traffic Data

o News Feeds P ACE .{

Public Access To Court Electronic Records

e For Lawyers

o Federal Court Data (PACER)
Legal Journals and Publications
Government Reports
State Court Data
Academic Research

O O O O
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5. Private [Paid] Data Sources

Typically Data Aggregators

e Licensed Data

J
o Medical Databases d u N & b ra d St re et

o News Content

° Lawy;r DAadta §ogrces — THOMSON REUTERS

o ar Admissions -

o Legal directories Super WESTLAW

o Education (law school, degrees)

o Specializations or certifications Lawyers = . .

o Professional affiliations @ LexisNexis
(bar associations, legal societies)

o Awards and recognitions

o Commercial legal databases




Al in Action

4 AlOverview

There are multiple lawsuits against Roblox, including a class action lawsuit
alleging that Roblox helps gambling companies target children. ¢

Gambling lawsuit ¢

= Colvin et al. v. Roblox Corporation et al. This class action lawsuit was filed in
August 2023 in the United States District Court for the Northern District of
California. The lawsuit claims that Roblox and online casinos violate the Racketeer
Influenced and Corrupt Organizations (RICO) Act, California's Unfair Competition
Law, and New York's General Business Law.

Deceptive advertising lawsuit ¢

+ Classaction int against Roblox: This class action complaint was filed in
November 2023 by Alexandra Walsh on behalf of parents. The complaint alleges that
Roblox deceptively advertises and fails to warn parents about harmful content on
the platform.

Claims about child gambling ¢

+ Class action lawsuit claims Roblox facilitates child gambling: This lawsuit claims
that Roblox helps gambling companies illegally target children.

Generative Al is experimental. For legal advice, consult a professional. u’b (.JJ

Learn more

Roblox Gambling Litigation | Weitz & Luxenberg
“& Weitz & Luxenberg

Class action lawsuit claims Roblox facilitates child
gambling

Dec 14, 2023 — Class action lawsuit claims Roblox facilitates
child gambling - YouTube. This content isn't available.

@ YouTube

Roblox Lawsuit Attorneys : Anapol Weiss Mass Torts /
Class Action ...
November 2023. November 7, 2023: Anapol Weiss shareholder

Alexandra Walsh files a class action complaint against Roblox...

@ Anapol Weiss

Show all
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Al in Action

4 AlOverview

There are multiple lawsuits against Roblox, including a class action lawsuit
alleging that Roblox helps gambling companies target children. &

Gambling lawsuit ¢

Roblox Lawsuit Attorneys : Anapol Weiss Mass Torts /
Class Action ...

November 2023. November 7, 2023: Anapol Weiss shareholder
p| Alexandra Walsh files a class action complaint against Roblox...

@ Anapol Weiss :

the platform.

Claims about child gambling ¢

+ Class action lawsuit claims Roblox facilitates child gambling: This lawsuit claims
that Roblox helps gambling companies illegally target children.

Generative Al is experimental. For legal advice, consult a professional. u'b (.JJ

Learn more

Roblox Gambling Litigation | Weitz & Luxenberg
“& Weitz & Luxenberg

Class action lawsuit claims Roblox facilitates child
gambling

Dec 14, 2023 — Class action lawsuit claims Roblox facilitates
child gambling - YouTube. This content isn't available.

@ YouTube

Roblox Lawsuit Attorneys : Anapol Weiss Mass Torts /
Class Action ...
November 2023. November 7, 2023: Anapol Weiss shareholder

Alexandra Walsh files a class action complaint against Roblox...

. Anapol Weiss

Show all
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Part2 —

Using Al to
Influence Al

17



The Al Content Revolution

The Rise of the Machines (and Writers)

The appeal is obvious: it's fast, cheap, and produces
content at scale.

The problem is: Everyone is doing it

Al generated content grew

2,848%

from Ql, 2023 to Q1, 2024

18



“You’ll now see 45% less low-quality,
unoriginal content in search results”

Google The Keyword

New ways we're tackling spammy,
low-quality content on Search

WIRER CNET

Google Is Finally Trying to Kill Al Clickbait
Google Search Changes Are

Google Moves to Filter Out More Spam, Killing Websites in an Age of Al
ALEN Al-Generated Content From Search Spam

19



Originality in the Age of Al

Can Al produce "unique" content?

The key is Human Oversight, using Al as a Tool, not as a replacement

Key Benefits:

e Humans: Expertise and Original Insights
Add unique perspectives and engaging narratives

o

o Share Your Knowledge and Experience
o Infuse empathy, humor, and tone (Brand Voice)
o Include personal anecdotes

e Al Efficiency & Data Analysis

Increases efficiency and speed

Understand your audience

Helps craft narratives

Optimize content to improve readability & add Keywords

O O O O

20



Content that “Answers the question”

LLMs are Answer Engines

Good Content

Structure Content for Answerability
Prioritize Clarity and Conciseness (avoid legal jargon)
Get to the point quickly

Use question-and-answer formats

What to do if you're injured Divorce in [State]:
in a rideshare accident? How Does it Work?

Bad Content Personal Injury Family Law

21



Al for Content Optimization

Making Content Al-Friendly

e Keyword Research

Al tools can analyze search data to identify relevant keywords

e Content Structure
Al can help you analyze the readability of your content

e Sentiment Analysis
Al can analyze the tone of your content and suggest
improvements.

22



Ethical Considerations

The Responsible Use of Al

e Plagiarism
Always review and edit Al-generated text carefully to
avoid any copyright issues.

e Misinformation
Fact-check all Al-generated content to ensure its
accuracy and reliability

23



Part3

How Your Google
Business Profile
Feeds the Al Overview
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Google Business Profile?

§

Google Local Business Center GO()S[C+ Go: g|e Business Profile
Google places Go gle
My Business

25
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Google

Al images Maps Videos Forums  Shoppi

Tonight  Vibe=  Opennow

Results for San Diego, CA - Choose area

Places :

The Lampli
41

Werewolf
46

45

play pool”

627 Fourth Ave
@ "Xaraoke was a blast and all the bartenders made the
experience so much fun’

Karaoke bar in San Diego

Karaoke bar in San Diego

News

Withprivaterooms  Takeout

ighter

(591) - $ - Karaoke bar

817 W Washington St
@ “The bartender and the karaoke host were so friendly”

(2.7K) - $10-20 - Bar

Carriage House Cocktails & Karaoke

(322) - $10-20 - Cocktail bar

4690 Convoy St
Closed - Opens 12:30PM
@ "Ambience was great and the karaoke is fun plus you can

More places >

Downtown

Tools

Acceptsreservations  Toprated  Recently opened

B sommento
L vALLEY
TORREY PINES

LA JOLLA SHORES 'Carriage House

Vitageor | Sosidplls & Karooks'
i 2
ta s0ta {
Paciic sEAl v
o \
wission say "-;

MiSSION BEACH . |® A
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\
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b X
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Map data 2024 Googe. INEG!  Terms:

Bonita

r-l
' @
Werewolf
a8 @7%) - $10

(3 Reserve o table

-20 - Bar

Y{Orderonine @ Wetsita @ Directions

[ save < Share L. Cal
Overview Menu Reviews
bar fare, p , karaoke &

beunch.

sidoor seating Doesn't accept
reservations
Review summary ©

Weh blastand

fun. We ended back a couple

& nights later, Cannot say enough

"e 100. M def be back

Fun staff
However it can get pretty crowded on & Saturday night*

*..is CROWDED: And it is FUN We went on a Thursday. The crowd was
really fun, everyone was having a good time with karacke. The bartenders
did 2 good job of paying *

= More Google reviews
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Google

GO gle Karaoke bar in San Diego x

News

Al images Maps Videos Forums  Shop

Tonight Vibe * Open now With private rooms Takeout Downtown

Results for San Diego, CA - Choose area

Places :

The Lamplighter
41 (591) - § - Karaoke bar
817 W Washington St

@ “The bartender and st were so friendly”

Karaoke bar in San Diego

Tools

Accepts reservations  Top rated

B sommento
\CVALLEY
TORREY BiNES

4

karaoke |

Recently opened
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LA JOLLA SHORES “Carriage House &
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Carriage House Cocktails & Karfioke
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fun plus you can
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(B Reserveatable  Y{Orderonine @ Website | @ Directions

O save < Share L. Cal

Overview

= karaoke

Service options: Has ou
reservations

Review summary © [ ! ]
We Blastand

made the soETTOITr cncied up going thek o couple
nights later. Car enough *

Fun staff
@ Saturday night*

"e 100, il de DI lever t can get pretty i

*.. is CROWDED: We went ona Ihacrowd

really fun, everyone was having a good tims -Em-* :lenanmam
did a good job of paying *

= More Google reviews
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Google

Google Best bar in San Diego x

Al Images Maps Forums Videos News Shopping | More

Best bar in San Diego X 4

L & Q &

Tools

Opennow = Vibe~  Downtown  Tokeout  Recontiyopenod  Acceptsreservations  Reddit  Wheelchair accessible entrance  Dolivery

Results for San Diego, CA - Choose area  §

Places :

Waterfront Bar & Grill

45 * % (2.4K) - $10-20 - Grill

2044 Kettner Bivd

@ “excellent drink selections remarkable service friendly
atmosphere”

Werewolf

45 (2.7K) - $10-20 - Bar

627 Fourth Ave

@ “Incredibly attentive bartenders and the best tequila gimiet
I've ever hadl"

The Rooftop by STK

43 i (424) - $20-30 - Grill

600F St

@ ‘Friendly staff, delicious food and cocktails”

More places -

e raseum 5
2
SOUTH PA
2 @
erfront % §
D GOLDEN
4.6 * (2,663) - $10-20 - Bar &
Open - Closes 2AM SOLDENHILL 2
THE NéW 2
Chidren's Museum @45 Qas PR
B L= . a5t
liogo (@) Vg SHERMAN
& o HEIGHTS  * GRANT HILL
2
e S B =R
*,
SIGSBEE ROW 4,

\F o el

JFerry Center, n

5 ChicanolRk

5/\ ,' )\Laa»\ €
a o

Map dats 62024 Google, INEGI  Tema.

~

2

Werewolf
46 (27K) - $10-20 - Bar

[ Reserveatable ¥4 Orderonine € Webste @ Directions

0 seve < Share . ca

Overview Meny Reviews

American bar fare,  karaoke &

brunch
Service options: Has outdoor seating - Serves great cocklalls - Doesn accept
reservations

Review summary ©

“Ma, Fiona and Michael ARE THE BEST!! Delicious foodSdrinks/shots,

poppin vibes, you

all for a great time @

b is 50 speciall

00d and ve

‘gone hare, they've had a dj playing _*

"Fabulous service, great drinks and the food is divinel First pic s the Triple
a Threat burger with garlic fries, ict, Bloody Mary

then the _*

= More Google reviews
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Google

Best bar in San Diego

Google

Al Images Maps Forums Videos News Shopping | More

Opennow = Vibe~  Downtown  Takeout

Results for San Diego, CA - Choose area  §

Places :

Recently opened Accepts reservations Reddit

Best bar in San Diego X 4

L & Q &

Tools

‘Wheeichair accessible entrance Delivery

Waterfront Bar & Grill
45 * % (2.4K) - $10-20 - Grill

elections remarkab|

Werewolf

45 (2.7K) - $10-20 - Bar

627 Fourth Ave

@ “Incredibly attentive bartenders and
I've ever hadl"

The Rooftop by STK

43 i (424) - $20-30 - Grill

600F St

@ ‘Friendly staff, delicious food and cocktails”

More places -

best tequila gimlet

(e

]
>

= Werewolf ORONADO SoLDEN
4.6 * (2,663) - $10-20 * Bar s

Open - Closes 2AM

Market 51

SHERMAN
HEIGHTS GRANT HILL

G et B eeratal
S,
SIGSBEE ROW, ‘7'3,
b
JFerry Center, e
s X

LoGAl 13

A?. ,

Ainiemal Ave
Map dats 62024 Google, INEGI  Tema.

~

2

Werewolf iox
46 (27K) - $10-20 - Bar

[ Reserveatable ¥4 Orderonine € Webste @ Directions

0 seve < Share . ca

Delicious food & drinks

Review summary ©

"Mo, Fiona and Michael ARE TH| BES‘I‘IMM|MMI
poppin vibes, you
allfor a great time @

is do special
awesome and the 00d and drinks oth times we've
‘gone here, theyve had a dj playing

drinksfand the food is divine! First pic is the Triple
GarTE Tes, next is the pork belly Benedict, Bloody Mary

= More Google reviews
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Go g|e How does the Al Overview use Google Business Profile X & & Q

< AlOverview

The Al Overview feature in Google Search heavily leverages information from
a business's Google Business Profile (formerly Google My Business) to
generate concise summaries about the business when users search for it,
particularly in local searches, pulling details like business hours, location,
services offered, customer reviews, photos, and key attributes directly from
the profile to create a comprehensive snapshot in the search results.

Key points about how Al Overview uses Google Business Profile:

Detailed Information:

The Al Overview pulls information like business name, address, phone number,
website, operating hours, and categories directly from the Google Business Profile to
display in the summary.

Customer Reviews:
Reviews left on the Google Business Profile are often incorporated into the Al
Overview, iding insights into customer experiences and ially i ing the

overall perception of the business.

Visuals:
High-quality photos uploaded to the Google Business Profile can be featured in the Al
Overview, enhancing the visual appeal of the summary.

Attributes and Features:

Specific attributes listed on the Google Business Profile, like amenities, services
offered, and accessibility details, can be included in the Al Overview, making it more
relevant to user queries.

Local Relevance:

When a user searches for a business with a location-based query, the Al Overview will
prioritize information from the Google Business Profile to display the most relevant
details based on the user’s proximity.

Google Search heavily leverages information from a
business’'s Google Business Profile

30



GO g|e How does the Al Overview use Google Business Profile X U

< AlOverview

The Al Overview feature in Google Search heavily leverages information from
a business's Google Business Profile (formerly Google My Business) to
generate concise summaries about the business when users search for it,
particularly in local searches, pulling details like business hours, location,
services offered, customer reviews, photos, and key attributes directly from
the profile to create a comprehensive snapshot in the search results.

Key points about how Al Overview uses Google Business Profile:

Detailed Information:

The Al Overview pulls information like business name, address, phone number,
website, operating hours, and categories directly from the Google Business Profile to
display in the summary.

Customer Reviews:
Reviews left on the Google Business Profile are often incorporated into the Al
Overview, ing insights into cu: r experiences and i the

overall perception of the business.

Visuals:
High-quality photos uploaded to the Google Business Profile can be featured in the Al
Overview, enhancing the visual appeal of the summary.

Attributes and Features:

Specific attributes listed on the Google Business Profile, like amenities, services
offered, and accessibility details, can be included in the Al Overview, making it more
relevant to user queries.

Local Relevance:

When a user searches for a business with a location-based query, the Al Overview will
prioritize information from the Google Business Profile to display the most relevant
details based on the user’s proximity.

Google Search heavily leverages information from a
business’'s Google Business Profile

REVIEWS: providing insights into customer experiences
and potentially influencing the overall perception of
the business
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Google

< AlOverview

The Al Overview feature in Google Search heavily leverages information from
a business's Google Business Profile (formerly Google My Business) to
generate concise summaries about the business when users search for it,
particularly in local searches, pulling details like business hours, location,
services offered, customer reviews, photos, and key attributes directly from
the profile to create a comprehensive snapshot in the search results.

Key points about how Al Overview uses Google Business Profile:

Detailed Information:

The Al Overview pulls information like business name, address, phone number,
website, operating hours, and categories directly from the Google Business Profile to
display in the summary.

Customer Reviews:

Reviews left on the Google Business Profile are often incorporated into the Al
Overview, providing insights into customer experiences and ially i the
overall perception of the business.

Visuals:
High-quality photos uploaded to the Google Business Profile can be featured in the Al
Overview, enhancing the visual appeal of the summary.

Attributes and Features:

Specific attributes listed on the Google Business Profile, like amenities, services
offered, and accessibility details, can be included in the Al Overview, making it more
relevant to user queries.

Local Relevance:

When a user searches for a business with a location-based query, the Al Overview will
prioritize information from the Google Business Profile to display the most relevant
details based on the user's proximity.

How does the Al Overview use Google Business Profile X

{=
)
L

Google Search heavily leverages information from a
business’'s Google Business Profile

REVIEWS: providing insights into customer experiences
and potentially influencing the overall perception of
the business

LOCAL RELEVANCE: The Al Overview will prioritize
information from the Google Business Profile to display
\_ the most relevant details based on the user’s proximity
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The Al's Window into Your Business

Optimize for “Local Searches”

* Al Overview

Anapol Weiss is a personal injury and mass tort law firm in Philadelphia,
Pennsylvania. They have a reputation for winning large settlements for their
clients. ¢

Practice areas:

* Personal injury: Car accidents, wrongful death, dog bites, electrocution injuries,
bicycle accidents, pedestrian accidents ¢

+ Mass torts: Defective drugs and medical devices, medical malpractice, toxic
materials, product defects &

Catastrophic injuries: Spinal cord injuries, traumatic brain injuries, amputations,
severe burns ¢

History: ¢

+ Foundedin 1977

* Majority-female-owned

* Has offices in Philadelphia, Marlton, NJ, Washington, DC, Minneapolis, MN, Dallas,

TX, Scottsdale, AZ, and Los Angeles, CA

Notable cases: »
+ The $765 million proposed NFL concussion settlement
+ The $4.85 billion settlement in the Vioxx Products Liability Litigation
+ The $3.75 billion settlement in the Diet Drugs Products Liability Litigation

Recognition: &

he Franklin lﬁsmu!e zﬁ

LOGAN S!UARE

See photos = , See outside

Anapol Weiss

Website Directions Save Call

4.7 62 Google reviews

Personal injury attorney in Philadelphia, Pennsylvania

From Anapol Weiss

“Anapol Weiss is a top-rated national personal injury
firm with a reputation for winning big. Our trial
attorneys are leaders in medical malpractice, women's
health litigation, personal injury, and mass torts cases.
As a female majority-owned firm with a deep bench of
experienced, determined trial attorneys, we are
compassionate with our clients and fierce in the
courtroom. Call today at (215) 608-9645."
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The Al's Window into Your Business

Optimize for “Local Searches”

* Al Overview

Anapol Weiss is a|personal injury jand|mass tort faw firm in Philadelphia,
Pennsylvania. They have alreputation for winning IargeIsettlements for their

clients. ¢

Practice areas:

* Personal injury: Car accidents, wrongful death, dog'bites, eld
bicycle accidents, pedestrian accidents ¢

+ Mass torts: Defective drugs and medical devices, medical m:
materials, product defects &

severe burns ¢

History: ¢

“personal injury”

“mass tort”

Catastrophic injuries: Spinal cord injuries, traumatic brain inj “a reputation for

winning big"”

+ Foundedin 1977

Notable cases: #

+ The $765 million proposed NFL concussion settlem

* Has offices in Philadelphia, Mal J, Washington, DC, Minneapolis, MN, Dallas,
TX, Scottsdale, AZ, and Los Angeles, C.

“Majority female
owned”

+ The $4.85 billion settlement in the Vioxx Products Liability Litigation

+ The $3.75 billion settlement in the Diet Drugs Products Liability Litigation

Recognition: &

LOGAN S!UARE

See photos Ny T , See outside

Anapol Weiss

Website Directions Save Call

4.7 62 Google reviews

Personal injury attorney in Philadelphia, Pennsylvania

“Anapol Weiss is a top-rated nalionJ personal injury I

firm with * reputation for winning big.IOur trial

attorneys are leaders in medical malpractice, women's
health litigation, personal injury, and|mass torts ¢ases.
4 female majority-owned

As ale majority-owned fim with a deep bench of
experienced, determined trial attorneys, we are
compassionate with our clients and fierce in the
courtroom. Call today at (215) 608-9645."

he Franklin Institute z"
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Takeaways ——

What Got You Here,
Wil Not Get You Ther

Holistic Online
Presence

Search is
Changing

Website
o High Quality
o Answers Questions

Google Business Profile
o Online reviews

Earned & Social Media

Al is the New
Gatekeeper

Human Al
Collaboration

Al for data,
humans for insight
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Thank You

Questions?

@ linkedin.com/in/bradwetherall E _r I-

o esquiredigital.com
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The Esquire Digital Masters:

Brad Wetherall

=) :

N
y

Michelle Fishburne, JD

Heather Pinheiro
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Zach Leesman

Ricky Leighton
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v

Melissa Pinheiro
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Robert Spangler, D.B.A. is the Senior Director of Marketing for the New Jersey State Bar
Association and the New Jersey Institute for Continuing Legal Education (ICLE) in New
Brunswick, New Jersey. He has more than 15 years of experience in print media, brand
development and marketing, including more than 12 years’ experience with search engine
placement and web technologies.

Dr. Spangler has been recognized in publications including the Washington Post as an expert in
marketing and technology. His associations include the Direct Marketing Educational
Foundation, the Marketing Research Association and the Official Direct Marketing Association.
He has lectured on brand development/marketing technology domestically and abroad.

Dr. Spangler received his BSBA and MBA in Marketing, Communications and Business
Administration from Centenary College. He received his D.B.A. in Social Media Marketing from
Walden University.



Roosevelt J. Donat

SPECIAL COUNSEL
. VCARD
in

Office: (973) 705-7414
Mobile: (702) 706-8448

Email: rdonat@murphylip.com

Roosevelt J. Donat has extensive experience in the areas of real
estate development, government relations, and public policy, in
Newark and throughout New Jersey and other jurisdictions.
Roosevelt formerly served as the Director of Government
Relations and Strategic Planning for Brick City Development
Corporation (the predecessor to the Newark Community
Economic Development Corporation). In that role, he was
responsible for developing the organization's political engagement
strategy with federal, state, and local elected officials, and
business engagement strategy with corporations. Roosevelt also
advised the organization’'s department heads on the impact of
proposed legislation and determined an appropriate response to
that legislation. He regularly appeared before the Newark City
Council and liaised with local and state officials to articulate,
promote, and protect the interests of Brick City Development
Corporation.

After Brick City Development Corporation, Roosevelt worked in the
New Jersey State Assembly Majority Office before he was
recruited to Wall Street, where he served in the Global Legal
Compliance and Regulatory Office at one of the world's largest
insurance organizations. In this function, he was critically involved
in the structuring, negotiating, and execution of a wide variety of
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regulatory matters, and regularly liaised with Department of

Insurance stakeholders from various jurisdictions.

A former Eagleton Institute of Politics Fellow, Roosevelt earned his
law degree from Rutgers Law School, where he was a Dean's Merit
Scholarship recipient and a member of the Rutgers Business Law
Review. Roosevelt earned his undergraduate degree from
Georgetown University, which he attended on a four-year
academic scholarship and walked on to, with no prior football
experience, the Hoyas' football team. Roosevelt is a Leadership
Newark Fellow, as well as a Board of Director Member of Essex-
Newark Legal Services and Newark Symphony Hall. He also serves
as an advisory board member for the National Black Law Student
Association.

EDUCATION
Rutgers Law School, J.D.
Georgetown University, B.A.

BAR ADMISSIONS
New Jersey



Roth-Gutman Law

Contact: 856-244-8289
Click Here to Message or Schedule

ving the public with a proven ability to thoughtfully analyze and solve complex issues. She uses common sense in an

Certification
e Child Welfare Law Specialist: Certified by the National Association of Counsel for Children, a
credentialing organization approved by the American Bar Association
e Youth Mental Health First Aid USA: Certified by the National Council for
Mental WellBeing

Licensed
e New Jersey, 2006
e US Federal District Court District of New Jersey, 2006



Lo RS T N iy

ik TR e p SRR Cmsis

R

Jersey. She received her Bachelor of Arts and Scholar’s Citation from the University of Maryland, College Park.
-a class titled Multi-Cultural Community Building. She earned her Juris Doctor from New England Law Boston. Ms.



sutman has years of experience in front of several local judges and worked behind the scenes as a law clerk in
Ms. Roth-Gutman is achieving a lifelong goal of helping more children by providing the valuable guidance in the
, and friends deserve.

irm Committee

w Committee
nittee
rm Committee

3oard, Executive Committee Member

3oard Youth Investment Council Committee, Chair, former Vice Chair
Belong River Valley, Recruitment Committee

erved on the statewide Adolescent and Wellness Committees.

PROFESSIONAL EXPERIENCE

©

MARCH 2022- PRESENT

Ms. Roth-Gutman opened her own firm to serve the community.

Her firm is dedicated in loving memory to her mother, who successfully ran her own
electrolysis business from 1975 to 2003.

©

2008-2022

Law Guardian, a state-appointed attorney who represents the wishes of children involved in
Children in Court cases (also known as Division of Child Protection and Permanency/former
DYFS cases). During her career, she has represented hundreds of children. Many children’s
cases involve allegations of abuse and neglect and deal with complex issues surrounding
substance abuse and mental health.

O]

2017-2022
Zoning Board of Adjustments, Cherry Hill



©

2006-2007

Civil Law Clerk
The Honorable Michael J. Hogan, ].S.C.

Superior Court of New Jersey, Burlington Vicinage

PRESENTATIONS & PUBLISHING

llowing organizations:

1 re: Critical Thinking

1ips

Counties re: Foster Care, DCPP Adoption, Kinship Legal Guardianship
1ild Welfare

and Power of Attorneys

lvocacy Council) re: Guardianships

on, Moderator and Speaker, 2024

Small Firm Conference, Moderator and Speaker 2025

cles

24, Published in Above the Law (provides news and insights into the legal profession)
in Above the Law



Brad Wetherall
Google Business Expert and Chief Operating Officer

Brad Wetherall is the former Director of Operations at Google and the Chief Operating
Officer of Esquire Digital, a leading digital marketing agency helping law firms and
businesses build authority and visibility in an evolving SEO landscape.

As a former Director of Operations at Google, Brad led teams responsible for implementing
and improving product experiences for major global products, including the Google
Business Profile, Google Shopping, and Google Wallet.

Now, as the COO and Google Business Expert at Esquire Digital, Brad leverages his deep
understanding of Google's ecosystem to help law firms nationwide maximize their online
visibility and drive growth. See Esquire Digital PRWeb press release: Former Director of
Operations at Google Joins Esquire Digital as COO.

Brad speaks at conferences and on podcasts throughout the country, including his
presentation at Brighton SEO 2024 San Diego, “The Evolution of the Google Business Profile
and Its Future Role in the Al Overview,” and his January 2025 Near Media Podcast episode,
“How Does Google GBP Support Really Work?”.

SPEAKING ENGAGEMENTS
e UPCOMING: SEO on Air

e 03/03/2025: 2 Collage Brothers - Cracking the Google Maps Code: Secrets from
Former Head Brad Wetherall

e 02/21/2025: Florida Justice Association - Influencing the Algorithm, Brand
Strategies for the Al Age

e 02/20/2025: NearMedia - Unlocking Google Business Profile Secrets with Brad
Wetherall

e 01/11/2025: NearMedia - How Does Google GBP Support Really Work? (Part 1, Part
2)

e 11/19/2024: BrightonSEO - The evolution of the Google Business Profile and its
future role in the Al Overview (replay)

e 11/13/2024: LocalU - Insider Tips from a Google Expert



https://www.prweb.com/releases/former-director-of-operations-at-google-joins-esquire-digital-as-coo-302368572.html
https://www.prweb.com/releases/former-director-of-operations-at-google-joins-esquire-digital-as-coo-302368572.html
https://www.stanventures.com/seo-podcast/
https://www.youtube.com/playlist?list=PLBoHX5vN-QyXfoLfrl9FwzfdvtNjk83ss
https://www.youtube.com/watch?v=_76aJz6Dl6U
https://www.youtube.com/watch?v=_76aJz6Dl6U
https://www.myfja.org/
https://www.nearmedia.co/
https://www.nearmedia.co/ep-195-unlocking-google-business-profile-secrets-with-brad-wetherall/
https://www.nearmedia.co/ep-195-unlocking-google-business-profile-secrets-with-brad-wetherall/
https://www.nearmedia.co/
https://www.nearmedia.co/how-does-google-gbp-support-really-work-brad-wetherall-interview/
https://www.nearmedia.co/ep-190-part-2-interview-with-brad-wetherall-ex-director-of-gbp-support-on-navigating-google-reviews/
https://www.nearmedia.co/ep-190-part-2-interview-with-brad-wetherall-ex-director-of-gbp-support-on-navigating-google-reviews/
https://us.brightonseo.com/talks/the-evolution-of-the-google-business-profile-and-its-future-role-in-the-ai-overview
https://www.youtube.com/watch?v=Smk63Psx-tM
https://localu.org/watch-navigate-gbp-support/

Brandon Lee Wolff

Brandon Lee Wolff represents and counsels individuals and businesses in matters
involving employment law, business transactions, commercial litigation, bankruptcy, civil
rights, disability law, health law, family law, personal injury and estate planning. Brandon is
admitted to practice in New Jersey, Pennsylvania, New York, Florida and the District of
Columbia.

Brandon is the Immediate Past Treasurer of the American Bar Association Young Lawyers
Division, Immediate Past Chair of the New York State Bar Association Young Lawyers
Section and Immediate Past President of The Florida Bar Out-of-State Division. Brandon is
the Chair-Elect of the New Jersey State Bar Association Young Lawyers Division and he also
serves on the Pennsylvania Bar Association Young Lawyers Division Executive Council and
The Florida Bar Young Lawyers Division Board of Governors. In addition, Brandon is one of
the most recent graduates on the Seton Hall Law Alumni Council and co-chairs the Law
School Relations Committee. Brandon is also a co-chair of the Volunteer Lawyers for
Justice Generation Now Committee.

Brandon was a law clerk to The Honorable Garry S. Rothstadt in the New Jersey Superior
Court, Appellate Division. He also interned with three federal judges, the New Jersey
Supreme Court and United States Attorney’s Office. Additionally, he was a Law Clerk at
Summit Medical Group and Summit Health Management.

Brandon received a Certificate in Healthcare Compliance and graduated cum laude (Top
11%) from Seton Hall Law with a Concentration in Health Law. He was the Editor-in-Chief



of the Seton Hall Health Law Outlook, an Articles Editor of the Seton Hall Legislative
Journal and a member of the school’s Appellate Advocacy Moot Court Board and Mock Trial
Board. He participated in the school's Impact Litigation Clinic, the Civil Rights &
Constitutional Litigation Clinic, and the Southern District of New York's Representation in
Mediation Practicum.

Before law school, Brandon was a National McCabe Scholar at Swarthmore College where
he received the Deans' Award for Sustained Contributions to the Swarthmore Community.
Brandon was valedictorian of his high school class, founded an anti-violence organization
and was recognized as the Prudential Spirit of Community Awards top high school
volunteer in Pennsylvania.



