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WHY A NEW CONSULTANT 

I could tout my skills and experience but 
the core reasons for this new endeavor 
are two people and their views of the 
world and practicing law – My father, Sam, 
who practiced law for over 50 years and 
my mother, Anne, who supported him.  

My father, Sam. 

My father grew up in a house where his 
father was barely literate. He took the 
legendary trolley and a bus to Temple 
University. After serving in World War II 
(he was his unit’s version of MASH’s 
Radar O’Reilly – a little smarter, but just as nice and just as afraid), 
surviving malaria and a stint in the Post Office, the GI Bill allowed him to 
attend the University of Pennsylvania law school. 

In age when lawyers had to serve apprenticeships, my father served his 
apprenticeship at the Lew Tendler building in Philadelphia and then 
moved on to private practice in Philadelphia and later in Levittown.  For a 
while he had a partnership with Alan Williams and Jim Schildt (the former 
has sadly passed away, the latter is still practicing with Alan’s son). At 
the top of my list are these early memories: 

The time the partnership rented out the Bucks County Playhouse for their 
clients for a showing of Woody Allen’s “Don’t Drink the Water.” It always 
stuck with me for its boldness, the setting, the play and its warmth. 

My trip with my dad and his colleagues to Washington to speak with then 
Senator Joe Clark about funding a new program called “Head Start” so 
poor children could get an early start on life’s education. 

Mostly, I remember his coda which he carried with him always – 
something he surely learned through the Socratic Method he learned in 
law school: “The essence of life is having the questions, not the 
answers.” 

It was my pleasure after law school to work with him for a dozen years, 
the best years of my life. What I liked about the way my dad practiced 
law was that he was a “gentleman practitioner.”  I really don’t remember 
him raising his voice. It wasn’t in his nature. He always granted the first 
continuance. He always returned phone calls to his adversary.  He 
wasn’t the Super Lawyer who won all his cases or was known for any 
specialty. He was, as the late Judge Harriet Mims (the first woman Judge 
on Bucks County bench) the “best at untying knots.” That’s one of the 
fundamental talents of a lawyer: Finding new angles, new psychologies, 
and new ways to break through the red tape. He also understood that 

http://joeglantz.files.wordpress.com/2013/03/dad_2_color-page-001-2.jpg
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even in adversary situations there were areas of common ground that 
could benefit both sides, if only they could get past their emotions. 

Mostly, he just liked people. His favorite part of handling a case (and 
mine) was sitting at the round table at the Bucks County Courthouse 
talking about cases with other lawyers. 
The stories the ‘Rumpoles’ of the 
Doylestown Baily could tell. But it 
wasn’t just the lawyers and judges it 
was the clients. More a ‘Matlock’ of his 
day than ‘The Good Wife’ or an ‘LA 
Lawyer’, he loved to know what was 
going on with his clients’ day. Even 
when he referred a case, he always 
checked with the other lawyer and with 
the client to make sure they were 
communicating the details. 

Wedding picture of my parents, Anne 
and Sam 

He had his share of marketing 
frustrations with other lawyers getting 
the big cases (he did have the biggest real-estate condemnation case of 
his day – only to be knocked off of first page because Alan Shepard 
chose that day to be the first American in outer space) or seeing other 
lawyers get the case because he was maybe too nice. But most clients 
who used him came back. Many clients came to his funeral and told me 
how much they appreciated him. Many lawyers and Judges told me 
afterwards what a caring man he was. 

Where did this character come from? Well, his parents, of course. But 
mostly, I think from my mother. She loved Robert Louis Stevenson’s 
quote “The world is so full of so many wonderful things, we all should be 
as happy as Kings.” She took it more personally when he won and when 
he lost. When I decided to explore some other areas (computing and 
writing) she remarked “But law is so interesting” and I could hear her 
thinking – in law – you get to experience so many wonderful things. I 
think she would understand but be a little saddened that the tide has 
turned towards specialties or at least having one practice area that 
dominates. 

I think my father would like that the essence of legal marketing is coming 
up with the constant questions of what new angles can I try to engage 
people to use one’s services – old events like theater-goings  and new 
events like websites and blogs. 

http://joeglantz.files.wordpress.com/2013/03/parents.jpg
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I think my broad background in law, computing, writing and some cross-
marketing (I help some artists and writers) will help show the wonderful 
things lawyers are still doing for their clients and communities. 

Mostly, I hope to listen to your concerns and hear and share stories 
about your work. 

I hope to be a “gentleman practitioner.” 
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FOUR TYPES OF LEGAL BLOGS 

There are four basic types of online legal content. When preparing your 
blog, designing your website, preparing your publication database - you 
should always have in mind the answer to this question - Who is reading 
my blog, website or publication? 

Lawyer to Lawyer: This content is usually designed by lawyers with a 
specialty who want to impress the general practitioner and who want the 
lawyers who are specialists in their field to know they speak with more 
authority, that they're the cream of the top. 

Lawyer to Business: These are good for in-house counsel or any 
lawyer/firm that has a direct relationship with a business or business 
sector. While businesspeople are usually more savvy on legal issues 
(and thus want to know about legal issues), they still want practical 
advice that will, bottom line, help them make more money, forge better 
working relationships, expand their client base, make better products, 
stay informed, etc. 

Lawyer to Consumer: Most online legal content is designed with the 
hope that the client will call the attorney for an appointment. A secondary 
hope is that the reader will share it with their friends.  Most lawyer and 
firm pages and blogs I've reviewed provide too much law to the 
consumer - that's why the consumer hires the lawyer [the lawyer is 
supposed to know the law]. Consumers want to know the lawyer knows 
the law - they don't need to know every aspect. To the extent the writing 
can address a particular problem the reader is having though, the more 
likely the reader will call the attorney. 

Lawyer to Expert:  Here, lawyers explain to the experts in a field the 
legal issues they will have to consider. Experts will know that the lawyer 
posting the blog has their interest at heart and that the lawyer, through 
his/her blog is an authority. A perfect example is a lawyer blogging about 
legal issues in real estate matters to brokers, title clerks, appraisers and 
inspectors. In family law; lawyers could talk to psychologists, 
psychiatrists, counselors and advocates about the legal issues they need 
to consider.  

Be aware of the ethics issues in reaching out to others and holding 
yourself as an authority. 
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BLOGS CLIENTS WILL READ 

The aim of a well written blog is either to get the client to call the lawyer 
directly or to review the lawyer’s website and then make the call. Clients 
will get to the blogs either through their Internet search or by looking 
through the blogs once they’re already on the website. 

To achieve this connection, personal service blogs should quickly 
engage the client. 

Layout issues 

 Blogs should be short – about 300 words maximum. 

 They should have a Main Header and at least one SubHeaders 
so the reader can quickly grasp the essence of the blog. 

 They should have the main point in the first sentence. 

Aims 

 To give a quick impression that the lawyer/law firm is: 

 Current with legal issues 

 Interested in keeping the reader informed 

 To give some information that will directly address a concern of 
the reader 

Types of Content 

 

 Educational advice – explaining some aspect of the law or some 
aspect of how their case proceeds to a conclusion 

 Practical advice – explaining how some legal point could benefit 
them or some non-legal point could benefit them 

 Update advice – explaining some change in the law or some 
change in the firm 

 Personal advice – explaining or showing a personal issue such 
as how to manage the stress of a case. 

 Top three things a client should do 

Bloggers 

 The lawyer 

 Someone the lawyer works with (outside of the firm) -This helps 
to cement your relationship with your working partners. And, 
AND THIS IS KEY, you want your working partners to promote 
you, in turn, in their online and offline publications and 
connections. Promoting yourself just preaches to your choir. 
Your working-partners have their own networks/choirs. If the 
working-partners promote to their networks you can reach a 
whole new audience. 
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EXPLAINING “ALL” OF YOUR SERVICES 

When my father practiced law he would often see a former client in a 
restaurant and start up a conversation. While talking he would discover 
that the client went to see another lawyer to handle a case in a field 
different than the field my father handled. When my dad asked the client 
“I do work in that field, why didn’t you come to me?" the client would say I 
didn’t know you handled the newer field. 

Clients need to know the full range of work you do? If you’re in a firm, 
they need to know what work your partners and associates do. If you 
have a specialty they need to know all the reasonable offshoots of that 
specialty. 

Here are some of the ways you can let your clients (new and old) and 
anyone else that refers cases to you (experts, lawyers,  social 
connections) know the full range of your services. 

 Talk directly to the client about your full range of services before 
the case finishes or in a concluding conference, when the case 
finishes. 

 Advertise it in your letterhead. 

 Post your services in brochures and websites which show your 
other fields. 

 Hold events where they can hear and meet other lawyers. My 
father and his partner once rented a local theater for the 
production of a play and invited the clients. Before the play 
began they spoke about their services. 

 Have your client meet other lawyers who work on their case. 
Many cases require advice from other lawyers. For ex., a family 
lawyer may need advice from a real estate or bankruptcy 
attorney. Try to have the client meet and speak with the lawyer in 
the other field instead of just consulting the lawyer yourself. 

 Send out a firm newsletter (online and offline) where the client 
can see your other services. 

 Have multiple blogs on your site; one for each practice area. 

 

HOW TO BECOME AN AUTHORITY 

In my father’s age and in olden days, lawyers could make a nice living as 
a general practitioner. Now, because law has become more complex and 
clients demand more of their lawyers, most lawyers try to focus on one or 
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just several fields of practice. The more a lawyer can be known for his 
proficiency in an area of law the more successful he/she can before. 

Before trying to brand yourself as an authority know that the 
Pennsylvania Disciplinary Rules (other Jurisdictions are likely to have 
similar rules) set up some initial requirements on holding yourself out as 
an expert. Check ALL of the current relevant rules, laws and decisions 
on communications about your practice areas) 

These are some of the ways other lawyers, experts, businesses and 
clients will respect your legal positions in a particular field. 

Win the cases 

The more you win your cases or negotiate cases to the satisfaction of 
your clients the better. Be sure to announce your winnings on your 
website and in your publications. Try to get testimonials from clients 
you’ve helped. 

Break New Ground 

Set new precedent or provide a new legal strategy. If you can do this 
publicly – through a court decision announce it. If you do it through your 
private practice be sure to let the public know (keeping in mind your 
confidentiality obligations to your clients) 

Write 

Books are best. Published articles carry weight too. Don't write for the 
sake of writing though. Write when you actually have something useful to 
contribute. Consider posting on some legal websites that encourage 
posting like JD Supra 

Blog 

A blog is a way for people (lawyers, clients, experts, businesses and 
organizations) to, at least see, that you’re dedicated to a specific area. 
The more you have something relevant to say the better. When I 
interviewed Dan Rottenberg, a long-time Philadelphia journalist and 
author about writing opinion pieces he said "My editorial model was 
Vermont Royster, editor of the Wall Street Journal. “You can get opinions 
from any cab driver,” he liked to say. “What matters is the insight you 
bring to the reader.” 

Give a seminar 

Teach a course either through CLE, your local bar association or at your 
office. CLE and the bar associations have their own set of requirements. 
If you're giving a course on your own, it's still a good idea to consult the 
CLE requirements and the requirements of your local bar association so 
you'll have some foundation for teaching the course. 

http://www.jdsupra.com/
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Get special training 

A Master’s Degree or something that requires a certification. The 
Supreme Court, your local bar association, state and national bar 
associations, the Pennsylvania Bar Institute, practice organizations and 
local law schools are the starting places for getting this certification. 

For the General Practitioner 

Tout your well-roundedness and how the specialties inter-relate. Argue 
that while generalists know when they need a specialist, specialists often 
don’t appreciate when they need a generalist. 

Build up your network of experts and lawyers in your field 

Part of any practice are the relationships/network you have. The more 
you can show you have these valuable connections and that these 
connections rely on you - the better. 

 

GIVE A SEMINAR 

Teaching a class can help show your authority to new and old clients. 
They can also give you ideas for new content for all you publications. 
Finally, teaching is always a good way of also learning. 

CLE Classes. 

Pennsylvania and other states have Continuing Legal Education 
Requirements. These classes, for lawyers, are a chance to show you’re 
knowledgeable. The organizations that give the classes, PBI for 
Pennsylvania, have their own set of requirements.  You’ll have to 
convince them you’re already knowledgeable on a specific topic and 
they’ll probably want some reasonable foundation for believing lawyers 
will attend the class. 

Teach your own class 

Keep in mind your ethical obligations when advertising and presenting 
the course. 

Benefits 

 Marketing Benefits 

o It’s a way to show potential new clients you should be 
their lawyer of choice in the topic you’re teaching. 

o With a proper video service, you can tape the class and 
then edit the relevant parts. The parts can then be used 
for online videos. They can also be printed so they can 
be used for your blogs, brochures and newsletters. 
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o Even without a video, it forces you to think through your 
topic and prepare your materials. It also gives you a 
direct chance to see what people (whatever your 
audience) think of you. 

o It’s a way to show you’re an authority or have more 
knowledge than others. 

o It shows you’re willing to give of yourself and help 
others. 

Figure out who your target audience is 

 Other lawyers. Since lawyers in Pennsylvania and other states 
have a CLE obligation the first task is to try to get CLE approval 
for the class. Otherwise, you’ll have to show (advertise) why your 
class is unique. For ex. you could bring in a guest speaker who 
is not a lawyer. Or, if you’re a specialist you might invite general 
practitioners or people in other specialties. Advertising in the 
local bar association journals is a good place to start 

 Experts in the practice audience. Many lawyers work with more 
than one expert in a field. A family lawyer probably works with 
many psychologists. A presentation targeted to experts helps to 
show you’re concerned about their profession and allows you to 
impress an important source for referrals. 

 New clients. 

o Practice Area. Consider organizations that are directly 
related to the practice area. 

o Age and gender. Consider a senior citizen center or a 
men’s club, women’s club or minority club. 

o Geography. Start with your office location and expand 
out. Consider reaching out to the next county away from 
your office or to the more distant parts of your county. 

o Old clients. If you’ve done your marketing correctly, you 
have a list of all your current clients and all your past 
clients. In addition to considering a special event (a topic 
for another day), you could teach them if there’s a new 
area of law or a new practical way of doing things you 
think they should know about 

Promote your contacts 

As with a lot of marketing, one of the keys is to promote your 
professional contacts. Consider giving a course where you’re the 
moderator and you arrange for relevant people to speak. For a real 
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estate seminar you might bring in a broker, an appraiser, someone from 
the local historical society, a mortgage banker. Alternatively you could 
sponsor a series of presentations with one or two people at each 
presentation – to spread out your marketing. 

 

Benefits 

 Shows you’re a team player 

 Allows you to connect not only with the audience but with the 
other professionals 

Considerations when teaching the Class? 

 Inform. The key here is to know your audience. If the audience 
knew as much as you, they wouldn’t be in the audience. So your 
first and primary goal is to educate your audience. Talk at their 
level, not yours. 

 Story-telling. Stories stick with people after the class is done. If 
you’ve been practicing for a while, then you should have plenty 
of war stories and practical stories to tell. Just keep in mind your 
confidentiality obligations. 

 Stick to one topic. If you’re teaching an estate course just talk 
about wills, or just talk about trusts or just administration. Talking 
about everything at once is confusing. 

 Have handouts for your audience. Your business card and a 
tip sheet for starters. 

 Your personal style. Practice, practice, practice. Know what 
style of presentation works for you. Some people need to read 
from a script. Others need just a few talking points. A 
presentation works for some. Q and A for others. 

 Consider if you’re going to read from notes or give an 
electronic presentation. Electronic presentations are usually 
done by preparing a PowerPoint (slide) presentation on your 
laptop and then connecting the laptop to a display device so the 
image can be viewed in large size on a screen. If you’re doing a 
slide presentation make sure the organization hosting the event 
has the display device and the screen. 

 If you can afford it, you should also consider having the 
presentation taped so you can prepare a podcast (just the 
audio) or a videocast/webinar (video and audio). 
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Where to Hold the Class 

 Your office 

 The local library 

 Local organizations 

 Hotels love to sponsor events and people feel comfortable going 
to them because they know it will be a nice setting and they’ll 
probably get a meal. 

Advertise Your Class. 

 Figure out who your target audience is. 

 Use your website 

 Use our newsletter and social media outlets. 

 Your email lists. 

 Use Media outlets – Newspapers, Radio. TV is pretty expensive 
just for a class. 

 Send Brochures and Flyers 

 Give plenty of notice. Give all the details. Make it clear if there’s 
a fee and, if so, give all the payment arrangements. 

 

SLOGANS 

Slogans are virtually identical to logos except the focus is on your ability 

to use words. The shorter they are the more memorable they are. 

Mention your prime work area such as family law or traffic tickets. 

They're cheaper than graphics to create. They're great for search 

engines. 

THE DEVIL AND THE ‘PHILADELPHIA’ LAWYER 

Andrew Hamilton (1676-1741) [From Philadelphia Originals, by Joseph 
Glantz. Courtesy Historical Society of Pennsylvania] 

It was the John Peter Zenger case, in 1735, which first gave rise to the 
phrase “Philadelphia Lawyer.” In 1735, Governor William Cosby of New 
York, who was known for his corrupt ways, fired Lewis Morris, a Chief 
Justice of the New York Supreme Court, because of a dispute. Morris 
and some others started a newspaper, the New York Weekly Journal. 
They got John Peter Zenger to print the paper cheaply. 
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The newspaper championed a number of causes we take for granted 
now, including the right to trial by jury, the right to print the truth, and the 
right of citizens to object to a tyrant like William Cosby. Because the 
articles were not signed (no byline), Cosby had the publisher, Zenger, 
arrested for seditious libel. When Morris and his friends, James 
Alexander and William Smith, said they would defend Zenger, Cosby 
(through Chief Justice James Delancey, a handpicked choice of Cosby’s) 
had them disbarred. 

On the day of the trial, Andrew Hamilton, from Philadelphia, announced 
his representation of Zenger. Zenger had retained Hamilton because of 
his brilliance and because Cosby couldn’t (even through Justice 
Delancey) disbar a Pennsylvania lawyer (only New York lawyers). 

The Trial Judge, Justice DeLancey, announced that the jury would 
decide whether Zenger had published the items, but the justices would 
decide the issue of libel. Hamilton admitted that the items in dispute had 
been published by Zenger. He argued that truth was a defense and that 
the libel law of England (where truth was not a defense) should not apply 
to New York. Hamilton told the jury they [and not the trial judge] could 
and should decide libel, too. Essentially Hamilton was arguing for jury 
nullification. 

“I know, may it please Your Honor, the jury may do so [return a finding of 
libel]. But I do likewise know that they may do otherwise. I know that they 
have the right beyond all dispute to determine both the law and the fact; 
and where they do not doubt of the law, they ought to do so. Leaving it to 
judgment of the court whether the words are libelous or not in effect 
renders juries useless (to say no worse) in many cases. But this I shall 
have occasion to speak to by and by.” Hamilton told the jury that, “… the 
judge, how great so ever he be, has no right to fine, imprison, or punish a 
jury, for not finding a verdict according to the direction of the court.” The 
jury should use their own eyes, ears, and consciences. 

The Chief Justice was in no position, in 1735, in a hostile courtroom, to 
control the jury. Hamilton defended Zenger and the right to a free press 
and won. The right to freedom of speech and expression survived, 
though it would be sixty-three years before truth was accepted as a 
defense in libel cases. 

Gouvernor Morris would write of the Zenger case: “The trial of Zenger in 
1735 was the germ of American freedom, the morning star of that liberty 
which subsequently revolutionized America.” 

After the victory, Andrew Hamilton, the lawyer who won in New York, 
was given the moniker – “Philadelphia Lawyer” – and it has stuck 
through the ages. As did the phrase “The Devil is no match for the 
‘Philadelphia Lawyer.’ Hamilton was sixty years old at the time of the 
Zenger trial. Hamilton came to Philadelphia to help William Penn in a 
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number of lawsuits. He was a Prothonotary of the Supreme Court and 
Speaker of the Pennsylvania Assembly. “In 1732, he designed and 
supervised the construction of Philadelphia’s Independence Hall.” 
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Budgeting for Marketing 
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BUDGETING FOR MARKETING 

In a rough economy, the slice of the legal pie has gotten smaller. Many 
firms have had to lay off lawyers. Others have had to stress 
consolidation. "Getting" the business is the key to any successful law 
firm. Here are some of the marketing cost and some of the personal 
factors to consider: 

The cost of products: Today, the cost of producing your products 
(website, brochures and printed materials) is getting cheaper and 
cheaper. With software you don't have to pay to build your marketing 
products from scratch. Moreover, the templates for these products are 
getting more artistic and more robust. So producing materials with pop 
and pizazz is virtually a given. Your products can be stored in the cloud 
for safe-keeping. Many vendors let you pay by the month. 

Anecdote. I interview "Creative Philadelphians" on a monthly basis. A 
recent interview was with Dan Rottenberg who wrote for the Philadelphia 
Inquirer and ran several print publications. When I asked him about his 
publication of the Broad Street Review (an online cultural magazine for 
Philadelphia) he said:  "Here you can post instantly all over the world 
without worrying about distribution or paper supplies. If you’re writing 
about music, the reader can hear the music while she’s reading. If you 
make a mistake, you can correct it instantly." 

The cost of services: By services, I mean advice on the content of your 
marketing materials (online and offline), your strategies for who you 
target and how your target them and how you integrate all of your 
marketing efforts. Plus creating checklists and pushing you to look in all 
the right and new directions. 

 The software vendors usually have their own team - but you 
have to pay extra. 

 It's tough to be a specialist and a generalist at the same time. 
Even if you could afford to have experts for each marketing 
strategy (online and offline), there is wisdom in hiring someone 
who knows how all the strategies inter-connect. 

 On the other hand, the generalist isn't as up to date on the latest 
updates. A good generalist will recognize this and work with the 
specialists. 

 Doing it on your own. The ease of using technology tempts many 
to try to do their marketing without any help. If you don't have 
extra funds, then that's the way to go. 

The cost of advertising: In addition to your own creations, lawyers now 
advertise everywhere they can: Phone books, legal directories, television 
and radio; anywhere they're allowed. It's a good idea to ask your clients 

http://www.joeglantz.com/Interview_Dan_Rottenberg.html
http://www.joeglantz.com/Interview_Dan_Rottenberg.html
http://www.broadstreetreview.com/
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how they came to you so you have some idea of what's working. Still, 
keep in mind this thought by John Wanamaker who opened successful 
department stores in Philadelphia and elsewhere: Wanamaker said "Half 
the money I spend on advertising is wasted; the problem is I don't know 
which half." 

Return on Investment. Whether it's through marketing consultants, 
specialists for the products you use, doing it yourself, or advertising - the 
test is your return on investment. It's easy to figure out how much you 
spend (dollars and, if you keep a time-sheet, your time). It's harder to 
figure out the money that comes in.   Surveys, feedback, tracking cases 
by various criteria (type, attorney, geography) do help.  You should try to 
create some measurable standards. 

Your personal style.  

Some firms will only work with people with a proven track record and with 
a broad set of connections. 

Other firms recognize that new ideas come from people who think 
outside of any preset box. 

I asked a friend of mine who was the Executive Director of the Salt Lake 
City (Utah) Arts Council how artists used the "West" in their work. She 
said that some artists pull with the "West" - they're glad to be a part of it. 
Other artists push against the "West" by trying to show how the old 
perceptions don't work or need to be questioned. 

There are virtues to both styles. It depends a lot on your personal style. 
Sometimes it's good to change course just to get both perspectives. 
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CLIENT RELATIONSHIPS 
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Getting Client Feedback 

Making the Personal Connection 
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GETTING CLIENT FEEDBACK 

Most lawyers/firms need to get some idea of what their client thought of 
their services - so they know where to improve and what good traits they 
can feel comfortable advertising to other clients. There are several ways 
to get this information. You should explain the purpose of getting 
feedback and that feedback will also be confidential. It is meant solely to 
improve your performance. 

Surveys 

 Online - Online forms allow the lawyer/firm to ask questions 
which easily store the answers. The nice thing about online 
forms is that they're easy to update. They're also easy to tally the 
results so you can average the answers. 

 Offline. Many clients aren't comfortable with technology. Some 
still don't have a computer. For these clients the online form can 
be prepared as a paper handout. 

Telephone Discussions - After I have a medical procedure, it's 
standard for my doctor's officer or the hospital to call me the next day to 
see how I'm doing. A call from the lawyer assigned to the case to the 
client is a nice way to personally say thank-you. It's a chance to make a 
personal connection while getting information about your performance 
and how you could do better. 

Personal Discussions - While the telephone is nice, an in-person 
conversation is even better. The best time for the discussion is 
immediately after the case. There's something to be said for giving the 
client some time to relax. So ask the client if he/she wouldn't mind talking 
to you "so you can do even better" after he's had that time to relax and 
has some perspective or your work. Personal discussions are also a nice 
time to remind the client of the full range of your services and to please 
keep you/your firm in mind for future work for the client and his contacts. 

Surveys have the advantage that you may get a more honest response 
precisely because they're less personal. Direct discussions make it 
easier to get a deeper feel for any criticisms and to follow-up on any 
criticism 

What should be in the survey? 

 Client satisfaction questions about the legal process. 

 Does the client understand what happened or what didn't 
happen? 

 Your performance. What did you do right? What could you do 
better? 
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 Your staff's performance? 

 The performance of the people you worked with. 

 The performance of the opposing lawyers and Judges - if they 
feel comfortable. 

 How would he/she rate your website, blog/printed materials? 

 Did you explain things at his/her level? 

 What advice did they appreciate the most? 

Testimonials - If they really liked your performance, ask them if they 
could give you a small blurb which you would use in your promotions. 

 

MAKING THE PERSONAL CONNECTION 

Get out of the office. Bill Bradley, the former basketball star and US 
Senator from New Jersey, remarked that you really can’t know someone 
until you’ve been in his house. The same is true for clients. This isn’t the 
world of the old family practitioner who made house calls. Still, when you 
get the chance you should try to visit your client in the house (again, 
keeping mind of ethics issues) or, if they run a business – at their place 
of business. Show that you’re willing to get away from your office. 

Conversations with your clients. While keeping mind of your 
professional organizations, clients like people with whom they have 
some common interests, common views or common friends. Try to 
engage your clients so they know a little bit about you aside from the law. 

Your writings. Your web content, blogs and even your legal 
correspondence should show that you know the client as a person, not 
just a client number. 

Your case performance. It’s easy to get caught up in the adversarial 
process. Be mindful, especially in personal service cases, that 
sometimes there are solutions that can benefit all parties. Your client 
wants you to win – but, in many areas, they are going to have to have 
contact with their adversary after your involvement in the case is 
finished. Make sure your client knows that you have their long-range 
well-being in mind as well as the short term case. 

Interviews. Consider preparing an interview of yourself which focuses 
on your legal skills and also your personal interests and connections to 
your community. Either have someone in your firm/company prepare the 
interview or have a marketing professional prepare one. 

Again, lawyers have ethical responsibilities. Be sure you know your 
obligations while trying to engage your clients. 
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GRAPHICS 
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Choosing Images for Your Website 
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CHOOSING IMAGES FOR YOUR WEBSITE 

Images really help to keep the visitor to your site glued to your site. 

If you can’t afford to use images, then you should spend extra time 
getting a good layout with great fonts. Most website vendors will provide 
a preset list of layouts/font designs. For a fee, you can usually customize 
these standard designs. 

Here are some of the places and types of images for most websites. 
Please keep in mind that you’ll also have a lot of offline materials – ex. 
firm brochures, newsletters, announcements. To save costs and to help 
your branding, consider using your online images for your offline 
publications too. 

IMAGES by SUBJECT MATTER: 

Lawyer photographs. You’ll want consistency among the lawyer 
photographs. Since most firms don’t have staff photographers you’ll have 
to hire an independent photographer or, if your local bar association lets 
you (they may charge a fee) you can use the photographs taken by the 
bar association photographer. Try to find out who the photographer for 
the bar association is – in case any of your firm members weren’t at the 
bar association for the day of the photo shoot. 

Many legal websites have group photographs of their lawyers in action 
which they rotate on their home page or practice area pages. 

Practice area images. These images should complement the practice 
area. You might consider using photographs taken by some of your 
clients. It’s a nice way to promote your clients. 

Locations. The same considerations as for practice area images apply 
here. You might also consider contacting the local historical association 
and the local chamber of commerce for images. 

 

Cape May, NJ 

http://joeglantz.files.wordpress.com/2013/03/pbywb_page_061-2.jpg
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SOURCES for your IMAGES 

 Your own photographer 

 An independent contractor. There are lots of quality 
photographers. Check online to see samples of their works. 

 Graphics Databases. Many magazines and newspapers use 
graphics databases - you can too. A few of the well-known ones 
are Getty and Corbis . The vendors for these databases let you 
search their websites by a variety of categories – photos, 
illustrations (graphic designs, cartoons, drawings, etc.), topic 
area, black and white or color. They even let you purchase music 
and videos. If you buy in quantity, you can often get a discount. 

 Artists. You can contact an artist you like to see if he’ll/she’ll let 
you use jpegs of her artwork. This works best nicely if you want 
to use one image for all of your web pages. 

 Local Associations. Your chamber of commerce, film society or 
local historical association may have nice images. As mentioned, 
these work best for locations. 

 Charities. If you work with a charity/nonprofit you might consider 
using some images from that charity/nonprofit to show you work 
with the community 

 Competition. You could consider a competition (it’s a way to 
help local artists; especially young ones) by arranging that the 
winning image will be displayed prominently on your site. 

ANIMATIONS. For the right type of firm (like a patent firm) these might 
work. During the holidays some firms are sending wonderful emails of 
animations designed specifically for the firm 

Credits: All images should be properly credited. If there are any 
intellectual property issues you’ll need to get proper legal clearance 
before using them. 

Ethical issues. As with everything on your site, the use of any images 
should comply with the legal ethic rules for your jurisdiction. 

 

 

 

 

 

 

http://www.gettyimages.com/
http://www.corbis.com/
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HOW TO GET NEW CLIENTS 
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Where do new cases come from? 
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WHERE DO NEW CASES COME FROM? 

Before launching a marketing campaign, it's crucial to have some idea of 
where you already get your clients and where you, realistically, can hope 
to get new ones. Here are some of the ways lawyers get new cases. The 
list is certainly not exhaustive. The main purpose of the list is to get you 
to think about who your marketing targets are. All of these contacts 
should be stored in a client relationship management system. Don't be 
afraid to ask the client how he/she came to you. 

Be aware of the ethical issues involving referrals. 

Other lawyers. Lawyers refer cases for a variety of reasons. 

 They need expertise in a field that they don't have. 

 They're in-house counsel and they need someone out-of house. 

 They're government counsel and they need someone not 
connected with the government. 

 Geography. They need a lawyer in your location 

 They have a conflict of interest. 

 They like to spread the wealth around. I know one general 
counsel who refers to several lawyers because he doesn't want 
any of the lawyers he refers cases to - to get too comfortable 

Your Working Partners 

 Accountants 

 Financial Experts 

 Investigators 

 Medical Experts 

 Real Estate Brokers 

 Anyone you've used to help prepare a case. 

 Anyone who's been a witness in your case. 

Old Clients 

 Clients who have repeating matters, like filing yearly tax returns. 

 Clients who you represented in one field, but now want you to 
handle a case in another field. 

New Clients 
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 Clients who find out about you from people who know you - 
because you handled a case for them or are involved in a 
common interest. 

 Clients who find you through the Internet or Social Media. Some 
examples are through online legal directories or through a basic 
query search. 

 Clients who discover you through the press or articles you've 
written. 

 Clients who discover you through speeches or presentations 
you've given. 

Organizations 

 Activities directly related to your field of interest. Ex. Real estate 
cases if you're a member of local real estate or even historical 
association 

 Activities directly related to a common social interest. Little 
league, women's or minority organizations, religious 
organizations, etc. 

Professional Forums 

 Linkedin and other social media sites let you joining forums in 
your interest area. These forums are a good way to make 
connections. 

 Most bar associations have committees for your practice areas. 

Bar Association Referrals.  

 Most county bar associations will inform local citizens of the 
lawyers (who are members of the bar association) who practice 
in the field of law the client needs. 

Rainmakers.  

 People who really like you and have connections. 

  



40 
 

 

NON-ELECTRONIC MARKETING 
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Legal Handouts 

The Value of Printed Materials  
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LEGAL HANDOUTS 

The old pre-electronic ways. 

In the rush to do everything electronically (web, smart phones, emails, 
social media, etc.), there is still plenty of merit in the older ways in terms 
of getting and keeping business. It's important to consider how some of 
the older ways and techniques still work and how they can merge with 
the new ones. 

Business Sources. Begin by thinking through the various ways you 
already get cases. Make sure you're current with all of those methods 
before trying new ones. 

Referrals from other lawyers, experts in your field, old clients, 
organizations, bar associations, your rainmakers. I've expanded on this 
categories in my blog post here 

Handouts 

Flyers, Brochures, Newsletters, Greeting Cards, Books. These still work. 
I've also expanded on this topic in another blog post here 

Special events. One of the most memorable experiences I had growing 
up was when my father, Sam, and his partner rented out part of the 
Bucks County Playhouse for a showing (to clients and contacts) of a 
Woody Allen play. Special events (cultural, charitable, non-profits, 
community, common interest related) are expensive. Plan event 
according to the interests of the lawyers but with some sense of what 
your clients like. Make sure you announce them plenty of time in 
advance and coordinate with your other marketing efforts. Try to provide 
a tangible give-away - printed materials, coffee-mugs, T-shirts. 

Sponsorships of community activities. 

Community activities, charitable and otherwise are prime areas for 
promoting your work. These days you'll want to show those activities on 
your website. If there's one in particular activity you enjoy, say local 
music, have a link to the music site or give an award to the organization 
and announce the winner on your site. Don't just promote you. You're 
supposed to be working with these outside organizations for the good of 
the organization. Promote the organization. 

Press Releases 

Every new achievement of your firm and your lawyers is fodder for a 
press release. If you think the achievement is noteworthy prepare the 
release and try to get the local press to print it. Even if the press doesn't 
print it, you can still use it in your other materials. As you work with the 
press (here's where you might try a few LinkedIn connections if you don't 

http://joeglantz.wordpress.com/2013/03/01/where-do-new-cases-come-from/
http://joeglantz.wordpress.com/2013/03/07/the-value-of-printed-materials/
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anybody at the local papers), you'll get a better idea for what 
"noteworthy" items are also "newsworthy" items. 

Again, keep in mind your ethical obligations. 

 

THE VALUE OF PRINTED MATERIALS 

In this electronic age, it's tempting to put all of your publications online 
and only online. There's minimal cost involved, it's easy to stay organized 
and clients can use the search tool or a menu system to find what they 
want. But there is still value in printed information - business cards, 
brochures, flyers, newsletters and even books. 

 Office material: They're something for your client to read while 
he's sitting in your waiting room or waiting in your sitting room 
(OK, bad humor - sorry). 

 Take home material. They're a tangible the client can take 
home with him or give to friends. 

 Easy to create. These days, they're easy to create with lots of 
artistic pop. Basic tangible products use Microsoft Word or 
Publisher. More sophisticated tangibles are often designed in 
Adobe InDesign or products where the graphics can be layered. 

 For some they're easier to read than reading online. 

 Surprise of reading you don't get with the Internet. The 
beauty of the Internet is it lets the reader focus on what he's 
interested in. The downside of this focus is there's no element of 
surprise (and the exposure to different topics) like there is when 
you're reading a newspaper or something handheld. 

Brochures - These are usually informational. Advice on a practice area. 
A summary of the lawyers in the firm. Presentation is important but they 
key is that the advice is useful and current. They're also a way to show 
you have some authority on a topic and that you care about the client. 

Newsletters. Newsletters usually include a variety of topics. Some show 
how the lawyer/firm is engaged with the community. Most show some 
new news about a member of the firm. A good newsletter should include 
an interesting story - either personal or legal but one that engages the 
reader. Newsletters also summarize current legal and practice issues by 
practice area. They're a way of showing the broad range of lawyer 
services. The hope is that clients will keep them. 

Holiday Greeting Cards - While some animations sent by email are 
pretty cute - most clients appreciate the sentiment and art and that you 



44 
 

dipped into your wallet to do something nice. Try non-Winter Holidays in 
addition to the December ones. 

Books - If you blog, every year or so you should be able to put together 
your blogs into a useful book to show your authority in a specific practice 
area. Mostly, you just have to copy and paste, organize the material by 
topic and save to a pdf format. There are cheap online services that 
prepare the book and print on demand. If your firm has been around a 
significant number years (25, 50, 100, etc.), a book down memory lane is 
nice. Books can be in the waiting room or given to clients. 

Business Cards - While many people use email with a signature sign-off 
(some in the shape and design of a business card) the printed cards still 
serve a purpose. They're great to hand out when you're away from the 
office, for clients who aren't computer savvy and they're a way of giving a 
quick impression of you. 
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PRACTICE AREAS 

Considerations for each Practice Area 
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Considerations for each Practice Area 
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CONSIDERATIONS FOR EACH PRACTICE AREA 

As with all marketing suggestions on practice areas – the advice given is 
not legal advice and does not establish a legal relationship. Lawyers 
should comply with all Professional Rules before considering how best to 
market their services. 

Some of the keys to consider when promoting your practice area 

Become an authority. No matter the personal service area, the more 
you can become an authority the more you should be able to get more 
cases. 

Win your cases or get results. See number 2.Clients know who the 
opposing lawyer is. If you win you should get two clients (and their 
contacts) – your client and, in the next case (if there’s not a conflict) the 
opposing client. 

Provide a FAQ of legal terms and case studies relevant to your 
practice. Make it easy for clients to see (online, offline and in-person) 
what you do while at the same time impressing them with the range of 
topics you cover within your specialty. 

Distinguish yourself (in a positive way) from your competitors. 
• You understand the law better. Show your writings and results. 
• You understand people better. Provide stories and anecdotes and 
testimonials. 
• You negotiate better. Show you get results but also appreciate that 
there are times when there are solutions that could benefit both sides. 
• You’re more assertive. Show your style through a video and in-person. 

Include a promotional video which relate to your practice area. When I 
searched for a cardiologist I wanted a doctor who was a member of a 
team, who had good rapport with my general physician (was referred by 
my general physician), who went to good schools, had been in practice 
for a while, who wrote for and read scholarly journals and who had a 
good reputation. What I would have liked to see – but didn’t was a video 
so I could determine his/her bedside manner and the way he dealt with 
patients. A promotional video should begin by covering these issues. It 
should educate rather than promote. 

Join the practice area committees for your local, state and federal bar 
associations. This is the area where you should keep up with not just the 
law but all the practical issues of running your practice. It’s where you 
can see what your competition is up to and see where you can 
distinguish yourself. 

Join relevant online groups. Part of the reason for this is to make 
connections beyond your geographical area. 
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PRACTICE AREAS 

Bankruptcy Law 
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Bankruptcy Law 
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BANKRUPTCY LAW 

As with all marketing suggestions on practice areas – the advice given is 
not legal advice and does not establish a legal relationship. Lawyers 
should comply with all Professional Rules before considering how best to 
market their services. 

Provide service for your client. Explain the practical and 
psychological issues: 

 The emotional side of bankruptcy. 

 The debt side of bankruptcy. 

 New start issues. 

 Finding employment issues. 

Show your results 

If you handle personal bankruptcy for debtors, then the focus will be on 
the number of cases you’ve handled for the various Chapter types and 
that you're involved in consumer debt organizations. 

If you handle creditor claims (personal or business bankruptcies), then 
you should emphasize the percentage recovery you get and how that 
measures against normal recoveries without lawyers. 

If you handle business debtor bankruptcies, then in addition to showing 
the number of cases you’ve handled – you’ll want to highlight the cases 
where you helped a business survive bankruptcy. You might also 
emphasize the cases where you avoided bankruptcy through a change in 
ownership of the business or other legal strategies. 

Your expert relationships are your prime source for referrals. In 
addition to writing about yourself and educating your readers, you 
should consider guest blogs from your referral sources. 

 Credit Counselors 

 Valuation experts and appraisers – these people help to put an 
economic value or certain parts of personal and business assets. 

The related practice areas. 

Bankruptcy Law isn’t connected too much to other professions. Still, 
there are some areas where you may need to work with lawyers in other 
areas. These other areas can create sources for referrals and for guest 
blogging. 

 Real Estate - The biggest expense most debtors have is their 
house payments. If the bills can’t be paid then the debtor has to 
consider using a real estate lawyer to sell the house. Otherwise, 
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the creditor may get his/her own real estate lawyer to force a 
sale. Many debtors choose Chapter 13 over Chapter 7 in order 
to try to save their home. 

 Family Law - Some family obligations can’t be dissolved through 
bankruptcy. For example, support payments may always be due. 
Inquire of your local family lawyer what these obligations are. 
Even if you know what the obligations are, it’s a good way to 
break the ice and connect with a lawyer who might refer work to 
you. Alternatively, you may have to work with family lawyers who 
represent creditors (such as the other parent) who want to 
protect those family law rights. 

 Business Lawyers – If you handle business bankruptcies, then 
you should have a working relationship with business lawyers 
and in-house counsel so you know what claims businesses are 
going to make and how best to negotiate settlements 

What should be in your blog and newsletter? 

For most debtors, an explanation of the various bankruptcy remedies is 
paramount. In addition to teaching your clients how they might save 
some of their assets, the consequences of bankruptcy and how to make 
sure they don’t get into financial difficulty again, bankruptcy is a 
personally upsetting experience. Bankruptcy lawyers need to be aware 
of the emotions that come with not being able to pay one’s bills.  Your 
newsletter should be designed so that you can address not only the legal 
process but the practical and emotional consequences of bankruptcy. 
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PRACTICE AREAS 

Family Law 
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Family Law 
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FAMILY LAW 

As with all marketing suggestions on practice areas – the advice given is 
not legal advice and does not establish a legal relationship. Lawyers 
should comply with all Professional Rules before considering how best to 
market their services. 

The following are some of the ways you can write about your 
knowledge and accomplishments. 

Explain the practical and psychological issues: 

 Adult Issues: All of the reasons people get married – romance, 
intimacy, friendship, comfort, emotional and even economic 
support dissolve when adults divorce. All of these issues have to 
be restarted when the adult/your client has to begin with new 
relationships. How you can steer your client through these 
reasons/issues are part and parcel of the financial and legal 
issues that have to be resolved. Know which counselors, which 
local organizations, which local activities can help with the 
dissolution and the establishment of new relationships. 

 Children's Issues:  If children are involved, try to be familiar 
with the schools they attend - visit the schools. Try to know the 
children's doctors. Appreciate that two involved parents are 
normally the best dynamic for the children. Suggest practical 
steps for working with an ex-spouse for the child's benefit. Again, 
the more you can help your client transition into a new life, the 
better. 

 Grandparent’s Issues: Understand the crushing blow that 
grandparents suffer in a divorce. Not only do they have to work 
with an unhappy child and risk losing contact with a son-in-law or 
daughter-in-law but their relationship with their grandchildren and 
with the other grandparents is potentially altered. All of these 
relationships are fodder for comments 

Show your results 

Unlike personal injury and criminal cases, family law issues are normally 
presented before counselors, court officers and Judges without juries. In 
some cases, the Judges write decisions. In many cases, the parties 
ultimately reach an agreement. So, except for rare cases (and be sure to 
tout those rare cases) there’s not a public record of your achievements. 
Except for repeat divorces and repeat child issues there’s no scorecard 
to show how the next marriage fared or how well the children adjusted. 

Showing your results (online and in your writings) requires a different 
approach than identifying wins and losses. Here are a few suggestions: 
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 Explain what you think a good result is. What’s a good divorce? 
Is a bad marriage saved better than a divorce where the parents 
are happy and can focus on their children? Show you know 
what’s best for the children – emotionally and economically. 

 Summarize how many cases you’ve handled for each category 
(divorce, alimony, equitable distribution, child support, child 
custody, etc.) 

 Provide statements/testimonials from the experts and happy 
clients you work that they think you got above average 
outcomes. 

Your expert relationships are your prime source for referrals. Try to 
get these people involved in your marketing. 

 Court appointed family counselors who are now in private 
practice. 

 Your own team of psychologists, psychiatrists and marriage and 
children counselors. 

 Brokers who are sensitive to the emotional issues when selling a 
house because one income can no longer afford a mortgage. 

 Pension and economic evaluation experts. 

 Teachers and school administrators 

Get people in the related practice areas to help too. 

Often family law cases have aspects of real estate law, criminal law, and 
bankruptcy. Try to have working relationships with lawyers in these other 
fields. As with the experts you work with, these lawyers can be good 
sources for referrals. 

 Real Estate – many divorces mean a house will have to be sold. 
The lawyers who handled the sales can be a good source for 
referrals. 

 Bankruptcy and Criminal law – Many divorces fail because of 
financial difficulties. Consumer and mortgage debt lawyers can 
help. 

 Wills, Trusts and Estates. To protect one’s assets, provide 
economic support for one’s spouse and guidance for the children 
- the proper documents need to be drafted and administered with 
the help of estates and trusts lawyers. 
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PRACTICE AREAS 

Personal Injury 
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Personal Injury Law 
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PERSONAL INJURY LAW 

As with all marketing suggestions on practice areas – the advice given is 
not legal advice and does not establish a legal relationship. Lawyers 
should comply with all Professional Rules before considering how best to 
market their services. 

What should be in your practice area pages, articles, blogs and 
newsletter? 

Personal injury marketing has the unique disadvantage that lawyers can't 
count on repeat business. It has the unique advantage that the need for 
a lawyer is almost immediate because adjustors will be calling and the 
plaintiff needs prompt medical additional and the means to pay for that 
attention. 

In addition to teaching your clients how to get immediate financial help 
(to pay for health care providers and provide an income) personal injury 
is mostly about the physical pain. Your newsletter should be designed so 
that you can address not only the legal process but the financial and 
physical process also. 

Explain the legal and practical issues 

 Insurance - It's key to show potential clients you know which 
insurance companies pay which claims and that you can 
negotiate the quickest and fullest results. 

 Show you know the type of claim - If it's a car accident, show 
you know how accidents happen. If it's a birth injury, show you 
have the staff that can prove what went wrong. If it's a worker's 
compensation case, explain the difference between temporary 
and permanent disability. If it's a premises liability, explain the 
key things a victim should do when they fall or get hurt. 

 Show you know how to prove pain and suffering - Show you 
have results before juries and with your settlements. Explain the 
key criteria such as which witnesses you'll need and how 
medical testimony can be key. 

 Healthcare - The primary health issue is getting appropriate 
care. This starts with getting the client to the right doctor and 
being able to pay for the hospital care. The doctor is also a key 
witness as to the client’s issues so knowing how to work with 
doctors from the lawyer’s perspective and the patient’s 
perspective is important 

 Family Care issues - In addition to trained medical care, family 
members are often key providers and often suffer along with the 
patient. Explain the role of the family in a personal injury case. 
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Show your results 

Personal injury is one area where, for plaintiff’s lawyers, court victories 
and large settlements count. When it comes to accomplishments 
personal injury it’s primarily about the cash. 

 Highlight your awards by the size of the award. 

 Distinguish them by the type of claim and arena (jury, judge, 
settlement, appeal) 

 Get testimonials. 

Defense lawyers will want to emphasize the opposite side of the scale: 

 Defense verdicts and small settlements 

 Testimonials from their clients – normally insurance companies 

Your expert relationships are your prime source for referrals and for 
blogs. 

 Doctors and Other Health Care Providers. Be careful of the 
ethics issues here. Many personal injury lawyers get referrals 
from health care providers. 

 Insurance agents. If you do defense work, the insurance 
company is often your primary client. If you do plaintiff’s work 
you still should develop good relationships with the agents who 
handle the claims so you can get speedy initial results. 

 Repair-people for whatever caused the accident. 

 Product liability experts – engineers and scientists who can 
explain why the product failed. 

 Valuation experts – these people help to put an economic value 
or certain parts of personal injury claims such as when someone 
dies. 

 Inspectors – People who either help to clean up the mess 
causes by an accident. 

 The Police – These people are normally the first person on the 
scene. Their duty is to their jurisdiction and ethics laws apply in 
your relationships with them. They normally can’t refer cases. 
Still, it’s good to have a working relationship with your local 
police since their testimony may be key to your case. 

The related practice areas. 
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Personal Injury Law isn’t connected too much to other professions. Still, 
there are some areas when you may need to work with lawyers in other 
areas. 

 Wills, Trusts and Estates - In some cases the injured person has 
to be cared for the rest of his/her life. In these cases some 
financial planning and care issue planning is required. In extreme 
cases, the injured dies. In these cases, the PI lawyer will have to 
work with an Estate Lawyer. In some cases, the injury award 
may be the biggest asset 

 Family Law - As above, injuries impact the whole family. In some 
cases the impact may cause strain on the family relationship. A 
family lawyer can help. 

 Financial difficulties – Financial difficulties because of injury can 
sometimes lead to bankruptcy and sale of residences – both of 
which can require legal help. A key question, for example, is how 
bankruptcy impacts a personal injury case and a person injury 
award. 

 Criminal Lawyers – in many cases, such as car accidents, the 
police are called to the scene. If criminal charges are filed, they 
can impact your claim or your defense and your ability to drive. 
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PRACTICE AREAS 

Real Estate 

  



65 
 

Real Estate 
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REAL ESTATE LAW 

As with all marketing suggestions on practice areas – the advice given is 
not legal advice and does not establish a legal relationship. Lawyers 
should comply with all Professional Rules before considering how best to 
market their services. 

What should be in your blog and newsletter? 

 Why buyers and sellers still need a lawyer 

 Pitfalls of selling a property on your own. 

 Issues involved in getting a mortgage 

 New issues like short sales 

 How to handle the inspections 

 Common title issues 

 What does a lawyer do at settlement 

 Are there any zoning issues? 

Provide service for your client. The practical and psychological 
issues: 

 Residential Sales. Homes are people’s memories; their 
connections to family, friends and communities. When homes 
are bought and sold you need to show an appreciation of these 
connections. As a lawyer you need to focus on the legal 
arguments but it helps if you appreciate the “why” of client’s 
request for a new residence. Are they starting out, trying to get a 
better school for their children, moving because of a new job or 
downsizing.  The more you know the community and relate that 
knowledge to the client, the more of a personal connection you’ll 
make with your client. 

 Commercial Sales. Commercial sales and purchases come with 
a variety of practical concerns. What are the local taxes, the local 
operating rules and procedures? Who handles maintenance 
issues? Who has control over common areas? Are there any 
zoning issues? A good commercial real estate lawyer has to 
know more than the checklist of requirement to buy or lease the 
real property. Knowing something about the business and the 
tenants in the property helps. 

How to show your results 

The main focus of real estate is the buying and selling of properties. It’s 
not an area where you’re going to tout your wins and losses and court 
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successes so much as showing your ability to make the sale go through 
to the satisfaction of the buyer and seller. The focus is more on the 
properties than the people. 

Here are a few suggestions: 

 Summarize how many homes you’ve sold. Itemize them by price 
range, size, bedrooms and which communities. 

 If you also handle commercial and industrial real estate – list 
these by type and show the features and the prices. 

 “Show” some of the homes you’ve sold. 

 If you handled other issues like zoning, environmental issues 
and eminent domain then list (and explain) where you got zoning 
approvals, approval from the EPA and eminent domain awards. 

 List of some of the issues you’ve addressed. 

Your expert relationships are your prime source for referrals. 

 Brokers and Appraisers –These are the people who sell and 
evaluate the worth of homes 

 Inspectors and Clean-up People– These are the people who 
make sure your property is safe and that it complies with all  the 
local rules 

 Title Clerks and Title Associations – These are the people who 
make sure your client is the proper owner or seller of the house 
and that all claims against the property are cleared 

 Banks and Entities that provide loans for the mortgage and 
financing for new homes and buildings. 

 Investors – People who buy homes/real property with an eye 
towards renovating them and then renting or selling them. 

 Landlords – People who rent their properties 

 Local Historical Societies – These groups and other community 
groups (the local chamber of commerce, local schools) are good 
targets for showing your connections to the community. 

The related practice areas. 

Often real estate matters impact or are impacted by other personal 
service areas. Try to have working relationships with lawyers in these 
other fields. As with the experts you work with, these lawyers can be 
good sources for referrals. 

 Family Law – Two incomes can support a house. One often can’t 
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 Bankruptcy – These lawyers try to save the house. When they 
can’t, they’re the first to know it has to be sold. 

 Wills, Trusts and Estates. Wills and Trusts are designed to 
control who gets the case and who pays the house bills – when 
someone dies. If the homeowner doesn’t have a spouse nor 
children or if the children have their own homes – then the house 
has to be sold. So, know your local estate lawyers. 

 Businesses and Industries – If you do non-residential sales, then 
you’ll need to have working relationships with the in-house 
counsel and the people who run these organizations. 

 Creditors – These are the people most likely to want you to bring 
foreclosure or eviction proceedings. 
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PRACTICE AREAS 

Wills and Estates 
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Wills and Estates 
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WILLS, TRUSTS AND ESTATES 

Wills, Trusts and Estates 

As with all marketing suggestions on practice areas – the advice given is 
not legal advice and does not establish a legal relationship. Lawyers 
should comply with all Professional Rules before considering how best to 
market their services. 

What should be in your blog and newsletter? 

Teach your clients about the following: 

 What should be in a will and why a client needs a will such 

 Additional strategies like powers of attorney, guardians and 
conservators 

 How special needs cases are handled 

 How financial planning can save taxes 

 How financial planning can address control issues such as who 
gets a family business 

 Why estates get litigated 

Provide service for your client. The practical and psychological 
issues: 

 The Death of a Loved One. The most immediate issue is making 
sure, if asked, that you can provide practical advice on how to 
handle the funeral and what paperwork the 
executor/administrator needs to get access to the decedent’s 
papers, to transfer title, to collect assets, etc. Show that you 
know the first priority is to mourn for the decedent and the 
second is to show respect for his/her wishes. 

 Financial Issues. Be prepared to discuss how pressing financial 
issues can be addressed before the estate is concluded and the 
assets distributed. Discuss long-term financial issues with your 
clients and remind them that now that their loved one (often a 
parent) is gone that the circle is completed and they need to 
think about their own wills and trusts. 

Show your results 

The main focus of wills and trusts is to minimize the financial 
consequences and maximize the personal consequences when a client 
dies. While litigation over Estates is on the rise (there was litigation over 
Ben Franklin’s will – so even the best lawyers can’t avoid legal fights) the 
main measures of success are: 
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 The number of wills, trusts and estates you handled. 

 The number, amounts and categories of tax returns you filed. 

 The ways in which you saved your clients money by astute 
financial planning. 

 The ways in which you cared for children and those with 
disabilities. 

 Testimonials from all the people you worked with in your 
practice. 

Your expert relationships are your prime source for referrals, 
testimonials and blogs. 

 Appraisers - these people and businesses value personal 
property, real property and businesses. 

 All of the people associated with the funeral – from the funeral 
directors to the religious leaders to organizations the decedent 
cherished. 

 The Executors of the Estate – the main people you’ll work with. 

 Charities – Many decedents give to charities as to well as to 
relatives and friends. Some may ask the charities if they know 
good legal counsel. 

 Tax Experts – Estates involve a variety of tax returns. These 
experts can help you prepare before death occurs and minimize 
the tax impacts after the death of a client. 

 Business Partners of the Decedent 

The related practice areas. 

Often wills and estate issues are connected to other business and 
personal service areas. Try to have working relationships with lawyers in 
these other fields. As with the experts you work with, these lawyers can 
be good sources for referrals and testimonials. 

 Family Law – Often this is the main reason people have wills. 
Wills provide for the financial and day to day care of spouses, 
children and other relations. In drafting a will, a lawyer should 
know some of the family law issues and concerns such as who 
will take care of the children. In handling an estate, it’s often the 
children who litigate over control and asset issues. 

 Business Law - While business agreements (partnerships, how 
the stock is held, etc.) can address many of the control and 
financial responsibility issues when the owner of a business dies 
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– often it’s the will or intestate laws that provide the final answer. 
Understanding how control of a business is resolved and 
understanding the business and financial issues (for ex. should 
the business be sold or maintained) go hand in hand with an 
estate practice. 

 Real Estate Law – When a decedent dies, his heirs often have to 
sell the property. The best way to prepare the property for sale 
and how to handle the sale so the Estate gets the most value 
requires working with a knowledgeable estate lawyer. 

  



75 
 

  



76 
 

PUBLICATIONS 
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Newsletter Software 

The Value of Printed Materials 
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NEWSLETTER SOFTWARE 

Just as there are vendors who offer ready-made templates for web 
design, there are vendors who can create and track your newsletters. 
Some vendors do both. 

I use Constant Contact  to create the newsletters I send. A similar vendor 
is MailChimp My cost, which includes the ability to include a lot of 
graphics is $25/month. If you send to a lot of people the price goes up a 
little. 

With electronic newsletters you can: 

 Create your own template - There are plenty of designs. Each 
design lets you customize further the layout, font and color of 
your newsletter. 

 Add attention getting features - You can add images, links, 
video, audio, documents, surveys and social media links. You 
can also link your newsletter to paypal. 

 Addresses - The newsletter is the main reason you want to get 
the email and print addresses of your clients, business contacts, 
experts and other lawyers. 

 Events and Promotions - If you're holding an event, you can 
run all the notices and RSVPs (registration) through this 
software. 

 Social Media - In addition to emailing your newsletter, you can 
easily send notices about your newsletter to Facebook, LinkedIn 
and all the main social media channels you use. 

 Time the sending of your newsletter - You can time the 
sending of your newsletter. People tend to read emails more 
when they first get to work. They tend to enjoy them more 
around lunchtime when they have some free time. 

 Create an Archive - After you've sent your newsletter you can 
save an online archive so people can see it. For ex. here's the 
archive of the newsletter I sent on my book Philadelphia 
Originals. 

 Analyze who's reading your email - After you send your email, 
your software will track who opens your newsletters and what 
pages they open. Tracking "opens" is useful because it gives you 
some idea what people are really concerned about so you can 
prepare responses. I used LinkedIn and direct requests to gather 
my email list so I know the people I'm sending the email to have 
some connection to me. Still, many people don't want to be 

http://http/www.constantcontact.com/index.jsp
http://mailchimp.com/
http://archive.constantcontact.com/fs060/1106251286369/archive/1109157201649.html
http://archive.constantcontact.com/fs060/1106251286369/archive/1109157201649.html
http://www.linkedin.com/
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bothered with emails so I monitor who doesn't open my emails. If 
they're not reading them, I extend the courtesy of removing them 
from my list. I also, at the end of my newsletter, inform them that 
they have the right to unsubscribe. 

 

THE GOAL OF ELECTRONIC NEWSLETTERS 

E-Newsletters are the best starting point for any marketing campaign. 
They're easy to get started, don't take too much time to create and have 
many uses. Some of the benefits of E-Newsletters are: 

Contact readers who are already interested. Readers who have 
agreed to give you their email address have already indicated a 
willingness to read your content. 

Content can be used across many platforms. Content written for your 
electronic newsletter can be recycled. You can use it for your print 
newsletters, your blogs, your Facebook page and even for your videos if 
you do them. 

Content can be targeted. E-newsletters can be sent to all of your clients 
or to targeted clients. Targets could include; 

 Clients by practice area 

 Clients by age 

 Clients by location 

 Professionals you work with. 

 Current clients 

 Past clients 

 Rainmakers. 

The main goal of an electronic newsletter is to get the people who read 
your newsletter to forward/share the electronic newsletters with 
others.  Sharing usually requires that the reader have a personal 
connection with your story or that there's something in the story they 
think they're their friends/colleagues should really know. 
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SOCIAL MEDIA 
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Social Media Explained 

Social Media Strategy 

Social Media Fundamentals 

Facebook Strategies 
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SOCIAL MEDIA EXPLAINED 

Here’s a straightforward explanation of the various social media 
types. Most lawyers use LinkedIn to build up their working 
relationship contacts. Some lawyers post their web videos to 
YouTube. The other sites are more personal. 

 Twitter: Allows posts up to 140 characters (about 30 words). 

 Facebook: A personal site. Some law firms have a business 
page, which Facebook allows. 

 Foursquare: Commentary on places you’ve visited 

 Instagram: Post your photos instantly 

 YouTube: Search for videos on any topic 

 LinkedIn: Resumes and references. 

 Pintertest: Paintings, photos and images you like. 

 Last FM: Music you like 

 Goggle Plus: Share current happenings 

There’s also Yelp which has critiques and comments about various 
business – restaurants, hotels and such. Not much on lawyers. 

 

 

 

 

http://joeglantz.wordpress.com/2013/03/01/a-humorous-but-informative-look-at-the-various-types-of-social-media/
http://joeglantz.files.wordpress.com/2013/03/lm_socialmedia.jpg


83 
 

 

SOCIAL MEDIA STRATEGY 

For services the marketing progression works like this. 

 Social media gets the reader to your website. 

 Websites get the reader to make a personal contact. 

 The personal contact is what makes the sale. 

 A good result on the sale (customer satisfaction) leads to return 
clients. 

 Return clients lead to rainmakers 

 

SOCIAL MEDIA FUNDAMENTALS 

GET THE EMAIL ADDRESS 

At a minimum, you should be capturing (with consent) your client's email 
address so you can send them periodic updates. 

 

BASIC STRATEGY 

The best way to promote your firm (AND THE BEST USE OF SOCIAL 
MEDIA) is to have others promote you. Old school would mean word of 
mouth. The Social Media way is for your clients and the people you work 
with to promote you through Facebook, twitter, email and other electronic 
means. 

 

RECYCLE 

Content should be written for one platform so it can be used by all 
relevant platforms. Start with your newsletter and then use your content 
for blogs, Facebook, Twitter, Youtube, etc. 

 

FACEBOOK STRATEGIES 

Lawyers and law firms are now starting to focus on creating Facebook 
business pages. One of the big problems with these attempts is that 
many people use Facebook for personal interests rather than business 
interests. Still, there are some benefits to these pages and some general 
Facebook tricks that lawyers and law firms should consider 

 

 

http://joeglantz.wordpress.com/2013/02/28/the-main-strategy-for-using-social-media/
http://joeglantz.wordpress.com/2013/02/28/legal-uses-of-social-media-the-fundamentals/
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FAN PAGE TIPS 

 Timeline Photo pages. Use these pages to brand your firm. Don’t 
have too much text. The photo page is there to create a visual 
impression of the lawyers, the firm and the community. Try to 
include others in the photos – like people you work with or even 
a reader. You can change your timeline photo page whenever 
you want. 

 Be sure your “About” section is all it can be. It should link to your 
website. 

 Consider getting a custom URL for your business Facebook 
page – one that mentions your business. 

POSTING STRATEGIES 

 Ask questions – people like to answer them.  Better still, create 
an image and ask the question in an image. 

 Show your personal side. Don’t just sell. 

 Ask the fan to like, comment or share rather than just hoping 
they will. Say “share this with your friends,” or “Please like my 
page.” 

USE IMAGES 

 It’s better to upload an image or a video than link to a site. When 
you link to a site, Facebook will upload an image from the site. 
But the image from the site is much smaller than the one you 
upload. If you want readers to go to your blog, consider creating 
a screenshot of your blog and then uploading the screenshot – to 
get the bigger image display. 

 There are free websites that can help you manage your images. 

 

USE FACEBOOK ADS 

 Use Posts and Promoted Posts for your advertising. You need to 
have enough fans. The fees aren’t too much. Ads are especially 
good for events. 

 Use Facebook Offers. If you have enough fans, you can offer 
discounts or promotions to targeted audiences. 

 Think through where people are reading Facebook. Desktops, 
Laptops, IPads, Mobile Phones, etc. 

 Facebook has many rules for business pages and ads. 

 There are many applications, like http://fanappz.com/ that can 
help you get more fans. 
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Best Bang for Your Buck 

The Main Mistake Lawyers Make 

Integrate Your Marketing 

Finding Inspiration for Your Content 

High-Tech vs. Low-Tech 

Marketing vs. Public Relations 
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BEST BANG FOR YOUR BUCK 

Choosing between all the new technologies features can be a little 
overwhelming. The newest applications all sound like a sure bet from the 
vendor’s viewpoint. Each option, though, has a learning curve and a 
price to think about. You also have to figure how any new marketing 
software is going to fit in with your existing marketing strategies. 

Given the minimal cost and ease of use, electronic newsletters are the 
best online marketing tool if you have repeat clients and still want to 
target new clients. They’re easy to learn, you can target your readers so 
you make the strongest pitch and you can use the content for other 
marketing strategies. 

Ease of Use: 

There are a variety of online vendors you can use if you don’t want to 
customize your e-newsletters. Some are free; others have a minimal 
cost. The cost factors include how many people you want to send your 
emails to, how much media (graphics, sound and video) you want to 
include and how much analytics you want to do.  Whether support is 
offered, can also be a cost factor. 

Common Features: 

Choose a design: You can use one of many templates or design your 
own template. It’s not too hard to design your own template (there are 
standard blocks, fonts and design features) if you want a particular look. 
Most pre-designed templates can be adapted somewhat too. 

Target Your Readers: With an electronic newsletter, you can target your 
content to specific audiences. You can send some content like firm 
announcements to everyone. You can target some by product or the 
specific service you provide. You can also target by location or by the 
type of client (existing, past client). The advantage of targeting your 
newsletters is that you reach readers who are most interested in your 
chosen topics. 

You can choose when the electronic newsletter is sent: You can send 
them in the morning so you can have the whole day to review replies. 
You can launch them weekly or monthly if that works for your business. 

Analytics: Analytics let you see who’s reading your electronic newsletter 
and what they’re doing online when they read your newsletters – for 
example, you can see if the reader is going to your main website. 
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E-Newsletter Content: 

Content for electronic newsletters should be short and to the point – 200 
to 300 words at most.  It shouldn’t take too long to create. It should focus 
on just one topic and be interesting enough to get the reader to visit the 
rest of your website. It can be informational, promotional, educational, 
show your community interest or just be fun. 

Multiple Uses: 

Once you prepare your content for your electronic newsletter, you can 
use it in multiple ways. 

 For your electronic newsletter 

 For your blogs: For each e-newsletter your write, you can post 
the information on your website in blog format. Blogs are really 
just short articles. They let your readers see that you’re 
interested in keeping them informed. They can help in getting 
readers to your site. If the reader types keywords that match 
your blog content, then the reader can get to your site. They also 
can help with your site’s SEO (search engine optimization) score 
because updating your site with new content helps your score. 

 For your print newsletter: While e-newsletters save a lot on 
costs, it is nice when customers can clients get a hardcopy 
newsletter. A handout doesn’t get passed over as much as 
online content. You can copy and paste your e-newsletter 
content into your print newsletter. 

 For you social media such as Facebook and Twitter: You can 
also copy and paste your content into your social media posts to 
create an online conversation with your reader. 

Many vendors let you demo their electronic software for free for a month 
or for a very small fee. There are common vendors that many people use 
such as MailChimp and Constant Contact.  Because e-newsletters are 
your best buy, you should try to get permission for email addresses of 
your customers and onsite visitors. 

 

MAIN MISTAKE MOST LAW FIRMS MAKES 

Many law firms make the key mistake of just preaching to their own 
choir. What they should also be doing is preaching to the choirs of those 
people and organizations they work with. Family lawyers really want their 
happy former clients, other lawyers who refer them business and 
professionals such as brokers and psychologists to tell their respective 
customers and clients how good the family lawyer is. The same holds 
true for any type of lawyer or law firm. Your clients and the people you 
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work with already know who you are. You want to reach the people who 
don’t know who you are. 

How do you get your supporters to recommend you?  

As with all marketing, there are ethics issues that need to be respected – 
especially when you’re relying on a non-lawyer to help you get business. 

 Word of mouth – many lawyers hope their connections will help 
the lawyer get referrals by recommended them personally. This 
does work. It works better if the lawyer lets the connection know 
the lawyer needs the connection to help them. 

 Guest blogs – consider giving your connections the ability to 
guest blog on your site on a relevant discussion topic. Be sure to 
tell the connection, that the guest blog works best if the 
connection directs the connections’ audience to the blog. As 
mentioned elsewhere, blogs can also be used for social media 
posts, e-newsletters and print newsletters – for both the lawyer 
and the connection. 

 Seminars – consider giving a seminar or having an event where 
you and your best connections are present. Have the 
connections invite their audience to the event. 

INTEGRATE YOUR MARKETING 

At every level and at every chance, you should consider how each piece 
of marketing can be used for other pieces of your marketing. It 
maximizes your results and minimizes your efforts. Ben Franklin was a 
great writer and publisher. But his Pennsylvania Gazette took off when 
he figured out that a Post Office across various states would get his 
publication into the hands of region after region of new readers. 

A special event should be announced as many ways as possible, should 
be planned to explain the services your other lawyers provide and should 
be celebrated with tangible giveaways like hats or programs. 

Referrals from other lawyers should be acknowledged with a thank-you 
letter, should be promoted as showing your expertise (that other lawyers 
admire your work) and you should return the favor whenever possible by 
referring a matter you can’t handle to the referring lawyer. 

A blog post can also be used for your newsletter, correspondence, 
brochure, email communications and web content. They can even be 
compiled into a book. 

Announcements of winning achievements should be designed for the 
press, your website and other lawyers. 
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FINDING INSPIRATION for YOUR CONTENT 

Finding inspiration for your blogs, newsletters, videos and other 
marketing efforts can be difficult. After a while, many parts of a 
practice can get repetitive and it becomes hard to think of fresh 
ideas. Those ideas are out there with a little work. Keep in mind that 
for every marketing effort you consider - you want to use that effort 
across as many of your other platforms as possible. I recommend 
starting with content for your electronic newsletter. You can then copy 
and paste (or use) that content for your print newsletter, your blog and 
even your videos. 

Each article you write is a chance to promote your practice areas and 
your lawyers. 

Here are a variety of sources. 

 Advice from people you work with – doctors, valuation 
experts, investigators, etc. Clients like to know about your 
working partners, how they can prepare for any personal 
contacts with the partners and how the partners benefit their 
cases. Discussing your working partners has the added benefit 
that your partners will want to share your comments with their 
networks (especially if you strategize by asking them to share 
ahead of writing about them). 

 Consumer alerts. Many law firms post and email alerts on news 
that directly impacts their clients. 

 Courses and seminars you’ve given. Courses should be good 
for videos, webinars, screencasts, slide shows, podcasts and a 
variety of blogs and articles  pre-course and post-course. 

 Explanations of each practice area you handle. Many 
potential clients don't directly read your practice area 
biographies. Reposting or rephrasing some of the key concepts 
in a blog or newsletter is a way to get more exposure for your 
practice areas. 

 Firm news. For all the obvious reasons. 

 Issues in cases you’ve handled. After every case, try to have a 
checklist for any new or interesting issues that came up in the 
case. 

 New laws or regulations. These may impact old clients so 
they're especially useful. 
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 News items in your area that might be relevant. Commenting 
on a case in your location can help entice readers in the same 
location. 

 Practical advice on related legal issues such as immediate 
steps to take after an accident. Just one bit of useful practical 
advice can make a connection. 

 Practical advice on various medical and financial issues 
such as the need for an independent medical exam or an 
independent audit.  

 Psychological Issues. Every type of case has psychological 
issues. Some are directly relevant like injuries in personal injury 
cases. Other go to the stress of negotiations, dealing with 
uncertainty and trying to know your competition. 

 Settlement verdict trends. There are journals which report 
these trends. Showing you're up to date with the latest trends 
helps to show you're an authority. If you had a favorable 
settlement or verdict, then you want to share these too. 

 Strategies you use in negotiations or in trying a case. While 
there's the caveat that you don't want your opposition to know 
too much, some of the more common tactics can show your 
expertise. 

 

HIGH-TECH VS. LOW-TECH 

Technology is a wonderful way to communicate with your clients. But 
there’s still a lot to be said for face to face conversation. Here are some 
of the advantages and disadvantages on focusing on technology 

Advantages. 

 It’s easy to make corrections. You can update things on the web 
immediately. 

 The cost to maintain a website is much less than print mailings. 

 People like starting their lawyer research on the web because it 
avoids a sales pitch. 

 Technology makes it easy to stay organized. 

 It's fun. 

Disadvantages 

 Most new clients and cases still come from personal 
connections. Lawyers still need to join professional and social 
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organizations, hold personal events and work with the local 
press. 

 Technology is ephemeral. People don’t hold on to electronic 
images. A handout, brochure, holiday greeting card is something 
a client can keep and hold on to. 

 There’s a tendency to throw the kitchen sink (everything you’ve 
ever written) on to a website. It can overwhelm the client. 

 It takes time to understand old technology and keep up with new 
technology 

 

MARKETING VS. PUBLIC RELATIONS 

Marketing is your promotional ideas and your promotional stories. You 
have control. 

Public Relations are the ideas and the stories of others (not you). You 
don’t have direct control other than to pitch the ideas and stories to 
others and hope/plan that they’ll help promote you. 
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WEBSITES AND TECHNOLOGY 
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How to Organize Your Content 

Search Engine Optimization (SEO) 

Website Design. The Particulars 

Databases. Legal Marketing Uses 

Web Analytics 

Search Tips 

Legal Website Fundamentals 

Web Videos  
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HOW to ORGANIZE YOUR CONTENT 

WHY IT’S IMPORTANT TO ORGANIZE YOUR CONTACT 
INFORMATION 

One of the beauties of 21st technology is that it is now easy to make 
sure your reader is reading only material that is relevant to him/her. To 
target your pitches (online and offline), you need to identify the type of 
readers you have. You should already have a lot of contact information in 
your computer - billing files, Linkedin contacts, case files, etc. To identify 
which reader you want to get a certain pitch, you need to set up your 
contact data correctly. 

THERE ARE TWO BROAD AIMS YOU SHOULD THINK ABOUT: 

 Avoid manual entry: Essentially you want your newsletter 
software (Constant Contact for example) to be able to 
automatically pick up the lists you already have in your current 
software. 

 Integrate your software: You also want each program with 
contact information to be able to work with each other program 
that has contact information. For example, if you have a 
Constant Contact account for sending newsletters, each time 
you create a new email contact you also want to have that 
contact available for your print mail campaigns. Each time you 
start a new billing account for a new client, you want to make 
sure that client’s email gets put into your Constant Contact list. 

WAYS TO STORE YOUR CONTACT INFORMATION. 

 

 Lists: Most people who use a standard e-newsletter software 
package, like Constant Contact, use lists. Lists simply let you title 
the people you want in the list (lawyers, clients, etc.) and then 
you put the right people (lawyer, client, etc.) into the right list. 
You can then write your content for that list and send it just to the 
people in that list. It works just like email lists that you might use. 
The advantage is they’re easy to use. The disadvantage is 
entries are manual. Entries are not automated and you can’t 
integrate them into you other software. 

 Spreadsheets: If you (or your staff) knows how to use a 
spreadsheet, you can keep all your lists in a spreadsheet. 
Constant Contact or whatever electronic newsletter you use can 
then automatically pick up all the entries in the spreadsheet. So 
can your billing accounts. Most software is designed to easily 
access information in a spreadsheet. Spreadsheets are harder to 
use but they do let you automate your entries. They don’t directly 
integrate your date with your other programs. 



97 
 

 Customer Relationship Management Systems (CRMs): This 
is specialized software you can buy from vendors. It’s a 
database of all your contact information. It’s easier to use than a 
spreadsheet, it automates your entries and your other programs 
(newsletters, billing, word processing, etc.) can all work with it 
(integrate) quite easily. It does have a financial cost. 

SPREADSHEETS AND DATABASES - IN LAYMAN'S TERMS. 

 Spreadsheets are just two dimensional grids. The horizontal 
part of the grid might classify the type of reader (client, former 
client, expert, and general practitioner), etc. The vertical part of 
the grid will then have the name of the person. The grid will than 
have an x to show where the name matches the reader 
classification. 

 Databases are a collections of spreadsheets that are linked 
together by some common item - like the name of the person. 
Users never see the internals of the database. They enter 
information through a form. They ask the database questions 
through a query (usually a few drop down boxes like you see 
where it says State and that you pick the appropriate two letter 
shorthand). The result of the query (give me all my past family 
law clients) is displayed in a report - often an alphabetic 

SEARCH ENGINE OPTIMIZATION 

Search engine optimization is touted as an ideal panacea for businesses. 
Businesses love the idea that "If you build it right, the visitors will come." 
Just design your site with the proper bells and whistles and sit back while 
visitor after visitor types in "bankruptcy lawyer Bucks County" or 
"personal injury Doylestown" and the visitor will go directly to your 
website. Unfortunately, it's not that simple. 

What is it? Search engines (Google, Yahoo, Bing, etc.) display the 
results of a user search. The results are prioritized according to 
algorithms (formulas) that each search engine uses. The theory is that if 
you know (or can get reasonably close) to the algorithm you can design 
your website so that it will have a high priority - the best case scenario is 
your website appears on the first page. 

How does it work? The algorithms are different for each search engine 
and change repeatedly. Some of the factors 

 Keywords - Does your website contain the same keywords as 
those that the user input into his search? If so, how many times 
do those keywords appear? How close to the homepage are 
they? Do you use synonyms for these keywords? 



98 
 

 Metatags - Web pages have tags (data) that you can enter that 
are quick descriptions of your website/webpages. Some 
algorithms look to these tags to see if they keyword match the 
tags. 

 Links - Most sites have links out to other sites. Some algorithms 
look for these outbound links. Other algorithms (probably the 
majority) look to inbound links to your site from other sites. Also 
be sure all your links (internal and external) work. 

 How your site is structured - The easier it is to find things the 
better 

 The URL (Uniform Resource locator; you know it as the address) 
- The keyword in the name of the URL helps. 

 Content Update - How often you update your content. This is 
why some people push blogs. Blogs are an easy way to update 
your content. 

 Social Media - Are you using social media like Youtube and 
Facebook to promote your website? 

 Originality - Using material that appears on other sites is a big 
no-no. You will be penalized if you use content that appears 
elsewhere. 

 Natural language - The more the content doesn't sound forced - 
like you're trying to game the system - the better. 

Is it worth the investment? I know of one firm that uses someone just 
to handle their search optimization. In Google, their site is number one. 
Not so with Yahoo. So, if done correctly it does work to some degree. 
But there is a cost to hire someone to keep track of search engine issues 
or advise you. The algorithms do change and are different for each 
search engine. 

There's a consideration of how you really get your work - do most of your 
clients come to your office because they personally knew 
somebody.  Before focusing on search engine optimization you should 
get a survey of your clients to see why and how they came to your office. 
Remember, if they know your name or the name of the firm they're just 
going to type in the name which (unless your name is generic like John 
Smith) should take them directly to your website. 

Try it. Type your practice area and location (what most people enter) 
into the various search engines (Google, Yahoo, and Bing) and see 
where you come up. 
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WEBSITE DESIGN. THE PARTICULARS. 

Website Design is much easier these days than when most lawyers 
began to post their websites to the web. Here's the basic progression I've 
learned from software work with AT&T, my work with NextLevel Web 
Strategies (a legal marketing firm) and my work helping others with their 
website. 

Decide who's deciding - If you're a sole practitioner this is easy. The 
sole practitioner decides. As the size of the firm increases, it's wise to 
have several people (not necessarily a separate person for each) on the 
implementation team. The implementation team consists of: 

 The person with the most technical knowledge. 

 Your marketing person. 

 A lawyer from each practice area. 

 The person who is going to administer the site. 

Requirements - The Deciders should prepare a list of written 
requirements which analyzes the following: 

Web - Decide what your master pages are going to be. The master 
pages are the templates for the other pages. For example, you'll want to 
have a master page for your practice areas, your full set of practice area 
pages, your locations, your attorneys and your Home page. Common 
considerations for each page: 

 Ability to Easily Scan - Use headers and bullets and creative 
fonts so readers can get directly to an interesting spot on the 
page. 

 Link to other pages - Make sure you link down from general 
pages to specific pages and back up. 

 Decide between marketing and educational pages - Decide if 
you want to sell the lawyer throughout the page and provide 
some understanding of the common problems or if you want to 
show the lawyer is willing to explain problems and give practical 
solutions. 

Integration with your other software. Depending on how sophisticated 
you want your web to be you should consider how your web design will 
work with your other software. All firms should have some sort of client 
management system already. Some have case management systems. 
Additionally, many firms send out newsletters by email. If you're getting 
contact information through the Web (and you should be) you'll have to 
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consider what you're going to do with that information in relation to these 
other systems. Reversely, if you have a case management system, the 
practice areas in your case management system should match the 
practice areas in your web. The bottom line is the more you think through 
the structure of these systems the more you can maximize the benefits 
of all your software. 

Intranet - The intranet is the computer network within your organization - 
usually within the same physical building. For different lawyers working 
on the same case, it's an ideal tool. You should think through who is 
going to be using the system in your office(s)? Who is going to 
administer the system? Who can add to the system? Who makes the 
final decisions? 

Extranet - The extranet is the computer network between organizations 
(for law firms this usually means different offices in different locations. It 
could also mean between the legal office and clients [so they can 
process forms], between the legal office and past clients, and other 
combinations). You'll need to think through the same issues as you do 
for the Intranet. 

Testing - You should have some idea what the limits of your system are 
as your client and case list grows. 

Vendors - These days vendors (general and special) provide artistic 
websites with a lot of functionality.   The vendors should give you all the 
framework you need. And, these days, they usually charge by month 
without any long-term commitment. As for the design of the website, the 
vendors have their teams that can help you or you can use your in-house 
people or a consultant (hint, hint) like me. 

The design of the System - The design of the system MUST be done in 
stages. You should do the home page first and then the master pages. 
Once you've lived with the master pages and a few data pages, you can 
then complete the entry of the data for the other pages. 

Test your System - Before you go public with your completed system, 
you should get feedback from your staff and from the people who are 
going to use the system. 

 

DATABASES? LEGAL MARKETING USES? 

For marketing purposes, you don't really need to know too much about 
the technology of databases. You just need to know that they're an 
option and how to find the information in the database. Like most 
software applications, vendors sell pre-packaged software so (with some 
exceptions) you mainly just have to know how to use (not design) the 
software. 
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Essentially, a database is a collection of spreadsheets (grids) that are 
linked by some common denominator. Databases let users do the 
following: 

 Input. Information is usually input/updated/deleted into a 
database through a form. 

 Information Search. Information is retrieved trough a menu 
system and queries. 

 Output. The result of entering your options in a menu results in a 
report - which can be an online report or a paper report. 

They are powerful tools which can help organize all your marketing 
contacts and make sure the right people get the right marketing pitch. 
Many lawyers firms use multiple databases. It's important to think 
through how all these databases inter-relate. This can get a little tricky. 
You want to make sure the key data in one database matches the key 
data in your marketing database. 

TYPES of DATABASES 

Client relationship management (CRM).  CRMs can be used for a 
variety of purposes such as helping to target your newsletters, targeting 
email alerts, event invitations and any marketing idea you have. This 
software allows you to keep track of all your clients by a variety of 
categories. Some of the categories (there are a variety of options) 
various CRM software analyzes are: 

 Contact information. 

 Firm Status. Active. Alumni. Rainmaker (someone who really 
helps you). Potential new clients. Experts. 

 Relevant Practice Areas. 

 Biography. Some description of the client so the person (from 
the firm) contacting them knows something about them and/or 
their cases. 

Case management files - Firm software that keeps track of all the cases 
your firm handles. Some of the categories case management databases 
keep track of are: 

 Client information 

 Attorney(s) assigned to the case 

 Experts(s) working on the case 

 The Judge assigned to the case 

 Work that's been done on the case 
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 Work that needs to be done on the case 

 Links to the relevant pleadings and documents on the case 

 A time schedule for hearing dates, deadlines and such 

 Other criteria depending on your practice 

Conflict Databases 

The typical way for a firm to manage its conflicts issues is through a 
database which searches for any possible associations/contents/people 
that might relate to a particular client/case - so the lawyer can determine 
if there's a conflict of interest question that must be resolved. 

Content Management Systems. 

 The pages of your website - Simple sites for solo or small firms 
may only need a few pages. But as you add pages for each 
lawyer, each practice area, each office there has to be a 
"system" to manage all of these pages. If you find you have too 
many pages to handle (it's not worth the time and effort to add or 
modify them) you need to consider a management system for 
your web pages. Legal vendors now include these systems as a 
standard option. 

 Publications on your website - Firms have a variety of writings 
they want their clients. Lawyers, businesses and experts to see. 
These include legal writings by the lawyer, press releases, 
newsletters, email alerts and more. A content management 
system is needed to organize all of these writings so it's easy for 
the right reader to find the right article. 

Litigation support systems - Some firm software uses a scanning 
system to keep every document that can be reduced to paper or an 
image. The management of all these documents is done through a 
database. Sophisticated menus and queries are needed to find the 
information you want - such as all references to a key phrase in all of the 
documents in a case. 

Research Tools - Lexis Nexis, Westlaw have databases of their cases 
as to some bar associations. Menu systems help you find most of the 
material in the other applications I mentioned. Research requires you to 
have some knowledge of how to ask (query) for the information. 

Billing - This is what marketing is all about - getting paid. Billing software 
is a database of client information, tasks performed, time sheets, hourly 
rate by lawyer and more. 
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WEB ANALYTICS 

Web Analytics help you evaluate a variety of items such as: 

 The number of visitors to each page of your site. 

 The number of pages viewed per visit. 

 The duration of each visit. 

 The URLS of the sites of the visitors. 

 Visits by country, by continent, by time zone and by date. 

 Visits by Internet Provider 

 Consider putting links to your 3 or 5 “top visited pages” on your 
home page. 

SEARCH TIPS 

If you have just one page with all your content - tell the reader to use 
Control-F. That will open a search window where they can enter 
keywords. 

If you have a lot of pages and you want the reader to get to the right 
page you can use sites like www.freefind.com. They're free (with ads) 
and a monthly bill (with no ads). 

If you really want to organize your web-content so readers will get to a 
specific painting or specific article - you'll need to use content 
management software. There are vendors who sell this for desktops or 
you can hire someone to do it. 

 

LEGAL WEBSITE FUNDAMENTALS 

WEBSITE FUNDAMENTALS 

WHO'S THE READER? Websites (and blogs) are designed to appeal to 
lawyers, businesses, experts and clients. They're NOT the same. Know 
who your target audience is. Your target audience will dictate your 
content and your style of writing. 

Be sure to get feedback from your readers. Try to have a survey for 
clients (who wish to be involved) to answer questions about the pros and 
cons of your site - and what else they'd really like to see. 

MINIMUM USE: Lawyers and law-firms should, at a minimum, have a 
website to provide a lawyer/firm history, an explanation (not just a list) of 
practice areas and relevant staff contacts. Give your email addresses 
(and phone and location) and make it easy (being sure to comply with 
ethics and legal requirements) to get the visitor's email address. You 
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really want to get the visitor's email address to drive your electronic 
newsletters. 

MINIMUM DESIGN: Let the site visitor know you put some effort into it - 
to show you're a "professional." 

ADDITIONAL AREAS TO CONSIDER: 

YOUR WRITINGS (for all types of readers) 

 Home page, practice area pages (a main page for each practice 
area and subpages for each subpractice).  Here you really need 
to think about your audience. Are you aiming for first time clients 
or existing clients? Are you aiming for clients who will read your 
copy or who are just looking to see if you can answer a specific 
question? Are your clients impressed with marketing copy 
(here's what I'll do for you and why I'm the best person) or 
educational copy (here are the issues you should be concerned 
with and some of the remedies)? How much do you want to 
explain and how much do you want the reader to call you and 
ask for more information?  Original content is key for SEO. 

 Blogs: Blogs are well suited for personal service professions. 
Keep in mind that your clients probably won't routinely visit your 
blog. The reason not to quit on your blog is that it provides 
material for your electronic newsletters. A secondary blog aim is 
to provide links to and from your site to expand your Internet 
presence. 

 

PRACTICAL CLIENT INFORMATION (Mainly for clients) 

 FAQs: Don't make the user hunt for these. There should be an 
overall FAQ checklist and FAQs for each practice area. 

 Practice studies: This is the next step up from FAQ checklists. 
Try to give the visitor some idea of the types of cases you've 
handled for each practice area. Readers want some idea of the 
steps/process for their legal matter. 

NEWS ABOUT YOU (for clients, businesses, experts and lawyers) 

 Your accomplishments: Verdicts, number of cases you've 
handled, press releases and reasons you're an authority. These 
should be in addition to your biography. 

 Testimonials: People and businesses like to hear about you 
from others. They especially like it if they can contact the person 
giving the testimonial. Try getting testimonials from your clients 
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(after the case is done, keeping in mind confidentiality issues) 
organizations, experts and non-competing lawyers. 

YOUR CONNECTIONS (mainly for clients and businesses) 

 Connections to the Community: List and show your connections 
to the community. 

 Resources: Provide useful legal and practice area sites. Most 
people can find government sites on their own. Provide sources 
that are directly related to the practice area. Ex. Parents without 
Partners for family law. Links to job boards for bankruptcy. 

CLIENT ACCESS: Some sites allow existing clients to directly access 
(through a login) the website so the client can work directly with the 
lawyer/firm. For practice areas that are "form" intensive this is a nice 
feature. 

LAWYER ACCESS: Other sites allow lawyers working on the same case 
to access the case through the Web. This is especially useful if the 
lawyers are in different locations. 

Keep the site simple and most importantly, consistent. 

 

 

PURCHASING NEW SOFTWARE: Factors to Consider 

In this day and age there is some software/application for almost any 
idea you have. Except for sophisticated applications you should be able 
to find ready-made software for your marketing and business needs. 

Technical Requirements 

New software has to be compatible with your present hardware, software 
and your future plans. Be sure to keep in mind some of your long-range 
plans so the software you buy can grow when your plans develop. 

Large companies can have their chief information officer review new 
software. For solo and small businesses it’s best to work with a 
consultant or a tech-friend. 

Operating Systems 

Operating systems are the brains of your computer setup. Most small 
users use a Microsoft or Apple system. Some may use Linux. Your new 
software should be designed for/mesh the most appropriate operating 
system. 

Your Current Software 

http://www.parentswithoutpartners.org/
http://www.parentswithoutpartners.org/
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Many applications are inter-dependent. This means the data from one 
software may be useful for another piece of software. When choosing 
new software think about the data. You don't, for example, want to keep 
repeating your client contact information. So think about how the 
data/information flows from one piece of software to the next.  

Platforms. Software is now accessed through a variety of platforms – 
desktop, workstations, laptop, and mobile devices. The readability and 
functionality may vary depending on the platform. So you need to 
consider all of the standard platforms you and your clients use. 

Choosing a Vendor 

Because of the technical requirements it's a good idea to use a minimal 
number of vendors, to focus on vendors that sell a line of products even 
if you're not going to use every product in that line (because you might). 
Unless you're tech savvy, for example, it's good to stick with Adobe or 
Microsoft of Apple, etc. 

Work with people who know your field. 

 You can mine through online sites and rummage through 
professional journals but the best way to get recommendations is 
to get recommendations from people who work in your field. 
Professional associations (online and offline) are a good way to 
connect with people in your field. 

 Journals. You can find reviews of a variety of software products 
in online and offline journals. The reliability of the review is 
usually proportional to the reputation of the publisher. 

 Forums. Most software is reviewed in a forum – often a forum 
created by the vendor. Good forums are easy to join, easy to 
post questions to and provide a variety of topic areas. 

Test Drive the Software 

Most vendors let you download (or receive a CD in the mail) for a thirty 
day trial period. The keys to keep in mind are: 

 Every software item has a learning curve so don't order the trial 
software until you're really ready to test it. 

 Review the tutorials 

 Many vendors let you test drive a newer version of their software 
after you've tried/bought the older version. 

 Look at the forum while you're doing the test drive to see what 
others think. 

Strategize 

Software can be addictive. I’ve seen many bright people get hooked. 
Once a vendor/consultant sells them on a platform they leave it to the 
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vendor/consultant to do the full design and implementation. They can’t 
wait to get going. You need to make arrangements to see the design in 
stages. You need to make arrangements to work with the data in stages. 
It’s much easier to fix things early on than later. 

Cost Factors 

Many vendors now let you rent the software you want. The hope is that if 
you get hooked on the software you’ll stay for the long-term. If you want 
to buy most software, as mentioned, you can buy already-designed 
software. In some unusual cases you may need to bring in an expert to 
help with the design. 

 

WEB VIDEOS 

Many law firms are now using web videos, webinars, screencasts and 
podcasts to promote their lawyers and to provide authority and 
instruction for their clients. Web videos really help with your SEO score. 
They also help to make a personal connection. 

Types of videos 

 Promotional videos. These presentations are visual and sound 
presentations which accompany the lawyer’s biography. They’re 
meant to give the viewer a sense that the lawyer is 
knowledgeable, personable and knows how to explain the law so 
the viewer can understand it. They can also show the lawyer has 
a certain personality (aggressive, thorough, or whatever matches 
the lawyer's talents). 

 Informational videos. These presentations are also visual and 
sound presentations. They’re more targeted to viewers who are 
interested in specific topics. Some include multiple lawyers or 
even non-lawyers and people the lawyers work with. The targets 
are more sophisticated clients. 

 Webinars. These presentations, like the above videos, are visual 
and sound presentations. They also include interaction from the 
audience that is viewing the presentation. 

 Screencasts. These are slideshows with an audio presentation 
that accompanies the slideshow. They’re fairly easy and fairly 
inexpensive. 

 Podcasts. These aren’t videos because there’s nothing visual. 
They’re audio presentations. 

Why use videos? 
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 They let you target practice areas you’re trying to grow. 

 They let you quickly develop new practice areas. 

 They show your expertise 

 They show you’re personable 

 Videos are better than text when it comes to the algorithms for 
Search Engine Optimization. 

 Google and Youtube (where you can place or announce your 
videos) are the two top places to search for content. 

 Linkedin is going to allow videos soon. Most law firms and 
businesses use Linkedin. 

 Targets. Your audience. 

 New clients 

 Established clients 

 Experts 

 Other Lawyers 

How to create the videos? 

 You can pay an outside service to do your web presentations (all 
types) or you can try to do them yourselves. 

 Web Video requirements and considerations. You should be able 
to find the first four items (the key four) for a total cost of about 
$300 

o Camera (HDTV quality). iPads and IPhones have good 
cameras. 

o A tripod to keep the video from moving. 

o A microphone. A Lavalier microphone is what you should 
look for. Lavalier microphones are a type of microphone, 
not a brand name. You’ll also need a mic(rophone) 
connector. 

o Editing software.  Imovie  (Macs) or Pinnacle (PCs) are 
two popular editing vendors. 

o For most videos the quality of the audio is actually more 
important than the quality of the video. 

http://joeglantz.wordpress.com/Users/jglantz/Documents/google.com
http://joeglantz.wordpress.com/Users/jglantz/Documents/youtube.com
http://www.linkedin.com/
http://www.apple.com/ilife/imovie/
http://www.pinnaclesys.com/PublicSite/us/Home/
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o iStock has video footage you can use (for a small fee) as 
an introduction to your video. It adds music and art and 
even animation. 

o Screen Cast requirements and considerations 

 You need software to capture you slideshows 
and webpages. Try Screen Flow (for the Mac) 
and Camtasia for the PC. 

 You can use slides as standalone marketing 
for Slideshare (a social media tool) where you 
can post your slides or for your website. 

 You can use a different speaker, a different 
narrator, who might give a better audio. 

 

Video creation techniques 

 Better to use Q&A (questions and answers than a script). It 
allows the lawyer to be more natural and not worried about the 
camera. 

 Try to have an outsider do your videos. Otherwise there’s a 
tendency for the lawyers to over-edit. You can do the 
screencasts yourself. 

 Try to include your experts and working relationships in some of 
your videos. This way you can preach to your network and the 
expert can preach to his/her network. 

 The best length for videos is about 1 ½ minutes to 2 minutes. 

 The best person to be the narrator in the video is the person who 
is good with the press. Note – there may be some firm politics 
here since the head of the practice unit is not always the best 
speaker. 

 The less video you shoot the better since there’s a tendency to 
over-edit videos. 

Marketing uses for videos (courtesy of Marsha Redmon who runs a 
marvelous web consulting business. Ms. Redmon was very helpful in 
giving web video advice. Thanks also to the Delaware Valley Legal 
Marketing Group. The DVLMG sponsors a variety of legal marketing 
events.) 

 Your website 

 Your blog post 

http://www.istockphoto.com/
http://www.telestream.net/screenflow/overview.htm
http://www.techsmith.com/camtasia.html
http://www.slideshare.net/
http://marsha.com/
http://www.dvlawmarketing.org/index.php
http://www.dvlawmarketing.org/index.php
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 Twitter 

 Youtube 

 iTunes for the podcast 

 JDSupra 

 Slideshare (posting site). Strip out the audio. 

 Email alerts 

Miscellaneous considerations 

 Some videos go stale because of new law or inaccuracies. Be 
sure to remove them for all relevant sites if they do. 

 Youtube allows you, in the description, to include you website 
address. 

 Reserve your firm name for YouTube even if you’re not sure 
whether you’re going to push videos. 

 Be aware of the ethical issues before you post any videos. 

  

http://www.youtube.com/
http://www.jdsupra.com/
http://www.slideshare.net/
http://www.allenmatkins.com/
http://www.allenmatkins.com/
http://www.youtube.com/
http://www.youtube.com/
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How to Write a Press Release 

Marketing Copy vs. Educational Copy 

Quotes to Get Attention 
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HOW TO WRITE a PRESS RELEASE? 

What is a press release? 

A press release is a story written by you or someone at your firm for a 
reporter or editor. So it helps if you know your local reporters and editors. 
It’s written in the third person. The aim is to get the reporter/editor to print 
it. The key element is that the release should be newsworthy. 
Newsworthy means new, innovative or practical. Typical examples 
include: 

 Announcing an honor or achievement. It’s more newsworthy if 
the honor is given by somebody or some organization outside of 
the firm. But honors within a firm sometimes are newsworthy too 
(ex. celebrating 50 years of practice). 

 Announcing an upcoming event such as a seminar or speaking 
engagement. The more the event is related to the community 
and not just the firm the more newsworthy it is. 

 Announcing a new book or writing. It’s more newsworthy if the 
book/writing is accompanied by a signing or presentation 

Some authors, if they can’t get the standard press to print the release, 
write the release and then post it to their website as a news-item. 
Releases always have more authority if somebody outside your firm 
prints it – but newspapers and the other websites aren’t going to print 
everything you release. So, it’s OK to post to the recent activity/news 
part of your site. Just make sure the style of the release conforms to a 
standard release. 

Keep your reader in mind. Kurt Vonnegut, the fiction writer, wrote when 
you write, you should have a specific person in mind who is reading your 
writing. The initial reader of your press release is the reporter/editor – so 
write your release as if a reporter/editor is reading it. The secondary 
reader is your client – have a particular one in mind. Keeping a specific 
reader in mind helps keep your ego out of the writing. 

Grab the reader with Eye-Catching Headline 

Use a larger font. 

Emphasize your authority/expertise or make clear you’re telling the 
reader something new, something innovative or something practical. 

The first paragraph should be a summary of the remaining 
paragraphs. 
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Make it easy for the reader to understand why this release is important 
and what they can expect in the remaining paragraphs. Give the reader 
the who, when, what, where, how and why. 

Format the Release 

 Press Release - Announce that it’s a press release. Ex. FOR 
IMMEDIATE RELEASE 

 SubHeading - Here’s a quick way to explain the new, innovative 
or practical. 

 Location - At a minimum – give the city. It’s preferable to give the 
address. 

 Date – Give the date you’re submitting the release and the 
relevant date of the topic. Be clear to explain if it’s something 
that happened or is about to happen 

 Paragraphs – tie the paragraphs together.  One should lead to 
the next. 

 Say where the reader can get more information – a website 
address is useful here. 

 Give your contact information 

 Make clear to format where the release ends. This is often done 
by using the ### sign in the bottom center of the page. 

Length 

300-500 words. 

Give it some authority. 

Add a quote or a testimonial or a relevant example or explain why you 
have authority. 

Don’t make it a sales pitch. Again, it must be newsworthy. Newsworthy 
means timely, important and ideally - unique. Just don’t say it’s unique – 
explain why it’s unique. It should be written in an unbiased but 
informative manner. Use active verbs instead of passive ones. 
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MARKETING COPY VS. EDUCATIONAL COPY 

There are two main styles of writing your webpages and blogs. Each 

styles has its pros and cons. The better copy has a little bit of both. 

Marketing Copy - Pros 

 Is written in a narrative form with the hope the reader will read 

the article from top to bottom. 

 Has the key points in the first paragraph 

 Touts the lawyer and what the lawyer can do for the client 

throughout 

 Focuses on why the reader might need a lawyer 

 Provides some explanation, but essentially tries to give the 

reader just enough to think – I better call the lawyer for more. 

 Can impress readers who want a strong advocate and someone 

who just wants to win 

Marketing Copy – Cons 

 Readers may not like that they're getting a sales pitch 

 Readers may be looking for a specific solution to their problems 

– which the marketing copy won't offer 

 Doesn't really show the lawyer's authority other than an 

aggressive pitch 

Educational Copy – Pros 

 Explains the problems and solutions in more detail 

 Shows the lawyer's authority by showing his knowledge 

 Is written with the idea that each subheading should say 

something new so the reader (in this nanosecond world) will get 

directly to the point of interest 

 More likely to address a specific problem the reader has which 

may encourage a call 

 Impresses clients who like a lawyer who explains what's going 

on 

 Can be really good if the reader is comparing lawyers – because 

the reader can see the lawyer is giving more information – even 

if he/she doesn't understand the information. 

 



117 
 

Educational Copy – Cons 

 Tends to be less dynamic than marketing copy 

 Readers may still not understand the explanation and just get 

confused 

QUOTES TO GET ATTENTION 

Adding quotes (that are in the public domain) can give punch to your 
articles. Be sure to quote the source. 

William Penn had this useful quote – “Where wisdom has wit to express 
it, now there’s the best orator.” (William Penn – Fruits of Solitude, 1682) 

This quote from playwright George Bernard Shaw could be useful if 
you’re trying to persuade the reader that change/a new approach is 
healthy: “The reasonable man adapts himself to the world. The 
unreasonable man persists in trying to adapt the world to himself. 
Therefore all progress depends on the unreasonable man.” (George 
Bernard Shaw – Maxims for Revolutionists, 1903) 
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USEFUL QUOTES 

These quotes are just another way to think about your marketing. Some 
are humorous (but with a point). Others are informative. 

 

General Marketing Advice 

“Where wit has wisdom to express it, now there’s the best orator. 

       William Penn  

“If you would not be forgotten as soon as you are dead and rotten, Either 

write things worth Reading or do things worth writing about.” 

Benjamin Franklin 

“The difference between the right word and the almost-right word is the 

difference between the lightning and the lightning bug.” 

Mark Twain 

Blog 

“Though this be madness, yet there is method in it.” 

William Shakespeare 

Branding  

“Do not tell fish stories where the people know you; but particularly, don’t 
tell them where they know the fish.” 

Mark Twain 

Budgeting 

"Half the money I spend on advertising is wasted; 

the trouble is I never know which half." 

John Wanamaker, Wanamaker Department Stores   

Client Relationships 

“He that would live in peace and at ease, must not speak all he knows 
nor judge all he sees.” 

Benjamin Franklin 

Graphics 
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“A man cannot be wise enough to be a great artist without being wise 
enough to wish to be a philosopher” 

Gilbert Keith Chesterton 

How to Get New Cases 

“A doctor can bury his mistakes but an architect can only advise his 
clients to plant vines.” 

Frank Lloyd Wright  

Non-Electronic Marketing 

“Electric communication will never be a substitute for the face of 
someone who with their soul encourages another person to be brave and 

true.” 

Charles Dickens 

Practice Areas 

Bankruptcy Law 

“Life is a dream for the wise, a game for the fool, a comedy for the rich, a 
tragedy for the poor.” 

Sholem Aleichem 

Family Law 

“When two people are under the influence of the most violent, most 
insane, most delusive, and most transient of passions, they are required 
to swear that they will remain in that excited, abnormal, and exhausting 

condition continuously until death do them part.” 

George Bernard Shaw  

Personal Injury 

“It’s even pleasant to be sick when you know that there are people who 
await your recovery as they might await a holiday.” 

  Anton Chekov 

Real Estate 

“A man complained that [on] his way home to dinner he had every day to 
pass through that long field of his neighbor’s.  I advised him to buy it, and 

it would never seem long again.” 

Ralph Waldo Emerson 

Trusts and Estates 
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“The fear of death is indeed the pretense of wisdom, and not real 
wisdom, being a pretense of knowing the unknown . . . and no one 
knows whether death which men in their fear apprehend to be the 

greatest evil, may not be the greatest good.” 

Socrates 

Publications 

“How many good books suffer neglect through the inefficiency of their 
beginnings!” 

Edgar Allan Poe 

Social Media 

“Talking nonsense is man's only privilege that distinguishes him from all 
other organisms.” 

Fyodor Dostoevsky 

Strategy 

"A thought is often original, though you have uttered it a 100 times; if it 
has come to you over a new route, by a new and express train of 

associations." 

Oliver Wendell Holmes, Sr. 

Websites and Technology 

“Science is a first-rate piece of furniture for a man's upper chamber, if he 
has common sense on the ground-floor.” 

Oliver Wendell Holmes, Sr.  

Writing 

“A word is dead when it is said, some say. I say it just begins to live that 
day.” 

Emily Dickinson 
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MY BIOGRAPHY 

BUSINESS EXPERIENCE 

 Fourteen years practicing law. Practice Areas included: 
o Bankruptcy 
o Business Formation and Contracts 
o Family Law 
o Personal Injury 
o Real Estate 
o Wills, Trusts and Estates 

 All phases from client interview through discovery to trial (bench 
and jury) and appeal. 

 Six years working for a large corporation - AT&T. Somerset, NJ. 

 Five years with the Wild River Review - a Nonprofit. Princeton, 
NJ. 

 Worked for NextLevel Web Strategies, a legal marketing firm 
located in Princeton, New Jersey, from 2013 to 2014. 

 Wrote online content for over a dozen lawyers and law firms. 

 Two years with a company (TNS) that advised Hewlett Packard 
and Microsoft on their marketing efforts. 

TECHNICAL EXPERIENCE  

 Five years in software development with AT&T - specializing in 
large scale database design. 

 Work helping artists and writers create content management 
systems 

 Social Media Campaign for the Wild River Review 

WRITING EXPERIENCE 

 Author of two books on Philadelphia 
o Philadelphia Before You Were Born. The art and artists 

of the Philadelphia Press newspaper – during the 1890s, 
the last age in which newspapers used illustrators full 
before the focus shifted to photography. 

o Philadelphia Originals. Profiles the unique styles and 
traditions of Philadelphia’s most notable professions 
including the legal profession. Endorsed by the senior 
curator of the Franklin Institute Science Museum. 
Supported by numerous Philadelphians including the 
CEOs of the National Constitution Center, the Historical 
Society of Pennsylvania and the Greater Philadelphia 
Tourism Marketing Corporation 

 Author of two columns 
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o Original Philadelphians. Interviews with artists, writers 
and historians. And soon to be technical innovators and 
health care providers. And lawyers in intellectual 
property, volunteers for the arts and lawyers using 
creativity in and out of their practices. 

o Interviews with the Famously Departed. A humorous/ 
educational column in which famous people (long 
deceased so their material is in the public domain) 
answer today’s pressing topics with answers from their 
writings. Interviews include Benjamin Franklin, Abraham 
Lincoln, Mark Twain, Abigail Adams and others. 

 How to article in the Pennsylvania Lawyer.  

 Op-Eds in the Philadelphia Inquirer and the Bucks County 
Courier Times. 

GRAPHICS EXPERIENCE 

 Image Acquisitions - Using databases and my relationships with 
other artists to find the right art. 

 Permission Issues - I have received proper permissions for 
hundreds of works of literary and artistic art.  

 Scanning and saving art in proper digital format. 

EDUCATION 

 Bachelor's Degree in Mathematics from the University of 
Pennsylvania 

 Master's Degree in Computer Science from Drexel University 

 JD. George Washington Law School 
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DISCLAIMER 

The materials contained in this book and on my Web site and my 

blog are designed to enable you to learn more about the services 

that I offer. 

This book, my Web site and my blog provided are not legal advice 

or contractual advice or ethical advice and you may not rely on 

them as such.  

While I welcome the opportunity to provide formal services, your 

use of this book, my Web site and my blog do not create a legal or 

contractual or ethical advice relationship. 

 

 

 

 

 

 

 

 

 

  

 


