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FROM THE CROWD

BY ARI KAPLAN

The language is clear: “An advertisement or solicitation shall not depict the
use of a courtroom or courthouse.” While using a courthouse in an ad for

your law firm may be cliché — and fail to set you apart from the competition ._
— it hardly seems intuitive that doing so would violate advertising guide-
lines. That will be the case in New York if the proposed rule goes into effect
in November. Across the country, advertising rules continue to evolve, so
pinpointing how to best spend your marketing dollars can be challenging.
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irms should start with rhe

[marketing] steategies thar

have che potential to give the

highest return on invest-

ment, thar are the least
expensive, easy to measure, give them
great marketing penetration, and chat
they have some knowledge in imple-
menting,” says Boca Raton, Fla-based
legal markering consultant Nader Anise
of Nader Anise Lawyer Marketing. These
strategies include focusing on a niche,
enhancing visibility, leveraging your
online presence, cultivating a referral
network, being patient, and measuring
the return.

To maximize 2 matketing budget,
concentrarion 15 key, Along those lines,
identifying her niche was so Important
to Kathleen Hopkins that she and che
cofounders of Seattle-based Real
Property Law Group decided against
using any individual names when estab-
lishing the firm five years ago, Instead,
they opted for a firm designation thac
described their practice. “We market
wha we are by our firm name,” she says
of the five lawyers at the firm  adding
that ethics rules in Washington prohibir
lawyers from descnibing themselves as
specialists in 2 parricular practice area.

Real Property Law Group, which only
handles larpe commercial real estate
transactions, also has parmers who tar-
get their marketing ar commercial real
estare brokers, and whoe are members of
the local Business and Qwners
Management  Association. Partner
Stephen Day 1s an architect who serves
as a member of Seattle’s historic preser-
vation beoard, which promotes his his-
toric rehabilirarion tax credic pracrice.

While being an architect has its
advantages, being a former postal work-
er has created a thriving niche practice
for William Brawner of Ventura, Calif
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His five year-old firm represents federal
employees in dispures with the govern-
ment and 70 to 75 percent of Brawner’s
clients are with the U.S. Postal Service.
His Web sive, www.federaladvocate.com,
is his sole form of markering because his
legal work 18 so  specialized.
“[Prospective clients] come looking for
me,” he says. “More people find me than
I can possibly represent.”
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station WWRL 1600 AM tells anyone
who is listening. “I use the advertising to
boost my name recognition in the event
someone refers a client to me,” says
Steven Goldstein, founding partner of
the two-lawyer petsonal injury and crim-
inal defense firm, which does nor have a
Web site. They may say, “oh yeah, I've
heard their ads on che radio,” he notes,
From its investment of $1,000 per

Get On the Tube

Beverly Hiils attornay Ryan Lapidus wanted to increase awarensss of Lapidus &
Lapidus, the IP litigation, entertainment, and corporate law firm where he prac-

tives with hig brother. Utimately, he chose to work with Spot Runner, Inc., a Las
Angeles-based start-up that customizes pre-produced television commerclals via
its Webr site, www.spotrunnercom. For about $3,000, the firm recelved a profes-
slonal gustom ad, which ran 96 times over a period of two months, and was target-
ed at Los Angeles viewers of tha Golf Channael, ESFN, CNBC, the History Channel,
FoxNews, CouriTV, and CNN Headline News. “We are pleased with the name recog-
nition and brand awareness this campalgn has generated,” says Lapidus,

Law firms interested in custorizing a Spot Ruaner advertisement choose from 17
pre-produced ads in the legal services category, Alf of the ‘spots’ run for 30 seconds
anhd incorporate strong visual imagery. The company provides a solf-serve platform
for cormmercial production, media planning, and media buying. Firms provide infor-
matioh about themselves to Spet Runner, and the company provides a new custom
volcaover to accompany the pre-produced commercial. At a fiat fee of $408 for the
commercial and a recommended minimum purchase of $1,000 in air time, the cost
of a Bpot Runner campaign is often lass than running a singte ad in a daity law jour-
nal, highlights Lapidus.

“Depending on the market, you are reaching at least tens of thousands of people
at any givan time," says Rosabel Tag, Spot Runmer's vice president of communica-
tlons. While TV marketing may seem like an expensive and complex, strategy, it can
he extromely effactive if tailored to your target audisnce. “It puts our name on the
desks of our referral sources and helps us to be more wall-known among some of
our colleagues and in our locai markat,” says Lapidus. — A K.

Enhance Your Vizibility

Because maost lawyers do not have
Brawner's luck, they are exploring other
ways to enhance their visibility, For
example, in your time of need, Goldstein
& McGowan will be your “lawyer friend
indeed.” That is, at leasr, what the adver-
tigerment on New York City talk radio

month for the ads, Goldstein says the
firm has received some name recogni-
tion as well as five cases per year in rhe
lase chree years — two of which he says
are cases involving exposure to lead
paint that could potentially settle for
$400,000 each,

Like Goldstein, Stacey Gray has some
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creative ideas abour marketing and they
include panel discussions on hot topics.
“If you line up a stellar panel, people are
going to come to hear those panels and
you,” says Gray, a periodic CourtTV
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commentatot and the founder of a seven
year-old, three-attorney employment
and commercial litigation boutigué in
Manhatran. In January, she hosted 100
people for “A Call to Action: Diversity

Be Creative

n an effort to market her personality, as well as her law firm, Julie Pear! decided to
Write @ book. Her Pearls of Wit & Wisdom: Julle’s Favorite Quotes & Quips contains
sayings o 1opicy ranging trorm politics to relationships made by speakers such as
John £ Kennedy and Jerry Seinfeld. Each quots, such as Jullus Erving’s “goals
detarrine what you are going to be," conveys a message about the firm, Pearl com-
piled the materlal over a nurmber of years and published the book in 2002 10 promote

the San Francisco-based Pearl Law Group, a five-
jawyer immigration practice she cofounded In 1994
The hardcover book is sent perlodically to contacts
as a complimentary gift along with a box of candy.
The initia} printing of the book cost %2,00C for the

first 400 copies.

“pe've had so many prospective and actual
clients request the book that we'ra now in our third

printing,” says Peart, One on oceasion, Pearls of Wit g -

& Wisdorn sparked a conversation at an HR evant
that over time led to a client relationship that genar-

ates about $60,000 in bitltngs each year.

Angelo Faparalli also aims 10 make an impact. In
June, the founder of Paparelii & Partners, & 15-lawyer
corporate immigration boutique with offices in New
York City and Irvine, Galif,, made a nresentation at the
American Immigration Lawyers Association anngl
conference about the complexities of immigration faw
in the form of a three-ac{ ptay (Good Lawyer and Less
Sor A Morality Tale for Every Immigration Lawyer.
Two hundred lawyars attended the evening perform-

it

Julte Pearl

Angeto Paparaill

ance, which was significant because it followed 12
houra of programming and competed with five other presentations. The show aven
Included a playblil highlighting mock-bics of the aetors’ and URLS to their profes-

siona! backgrounds.

At tha same conferenas, his firm used an exhibit to market its expertize, which he
says was unprecedentad because typically, only vendors of legal support services
oocupy the exhibition hall. “We were mmarketing ourselves as lawyers who can help
other lawyers solve their complex imrigration problems,” Paparedli says. Qvar the
course of three days, the firm displayed a different themea. On day one, Paparelli, a
plack beit, wore his Tae Kwon Do Gi (uniform} to convay the point — “We can help
you break through your hardest immigration problems.” On day twe, he and his team
wora yoga gear ("We can help you stretch your ifnmigration career™), and on day
thres they wore baseball jerseys {“We can help you hit an immigration home run.").
While he spertt approximately $7.500 on his efforts (including hottles of spring water
branded with the firm's name and loga), Paparelli has aiready been ratained 1o be an
expert witness in litigation involving immigration at an antlcipated fea of about
$8,500. He was also approached to becoma a paid mentor to a lawyer learning the

practice. — AK,

“Poar! and Paparslli are members of the 3FB Editorial Advisory Board
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Tocludes Retaining Minoricy  and
Women-Owned Law Firms® at the
Sheraron New York Hotel & Towets in
midtown Manhattan. Her panelises
included: Joaquin Carboneil, GC of
Cingular; Jason Brown, in-house coun-
sel at Pepsi Ameticas; and Andrea Clark,
in-house employment counsel at
American Airlines. “I have made back
the time I put in four- or five-fold,” she
says of the extensive amount of lost bill-
able rime that she invested.

Associates should participate in busi-
ness development activities and be
encouraged o contribute o the firm’s
visibility, “If associates are fo be success-
fal at a small firm, they need o leatn how
to develop business,” says Wendy Werner
of Wernet Associates, a career and organ-
ization development firm in St. Lauis,

Mining the Internet

Stmall firms should develop a focused
program to target potential referral
sources, advises Sally Schmide, president
of 5t. Paul—based Schmide Marketing,
Inc. To do so, more practitioners are
turning to ¢the Internet and finding suc-
cess by taking calculated steps to pro-
more their practices.

If your firm doesn’t have a Web site
or i¢ in the planning stage, you should
be careful to select a domain name wise-
ly. If you're thinking, “who doesn’t have
a Web site? even today it would be
wrong to assume thar all small firmns

. have a presence on the Web. In the 2006

Legal Technology Survey Report by the
American Bar Association Legal
Technology Resource Center, of the 276
firms with 2 to 9 lawyers surveyed, only
65 percent indicated that their firm had
a Web site. Among the 200 firms of 10 to
49 artorneys surveyed, the percentage of
firms with a Web site rose to 92 percent
— notably still short of 100 percent.
While there are many oprions, select-
ing the besc-ficting Web address can
provide visitors with 2 sense of your
practice bafore they visit your site. When
Angelo Paparelli founded Paparelli &
Partners, a 15-lawyer corporaleé immi-
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gration bourique with offices in New
Yotk City and Irvine, Calif., he choge not
to use his last name as the URL because
most people misspell it. Instead of
taking the risk of craffic going to
www.papparazzicom, he opted for
the more creative designation of
www.enrercheusa.com. “Everyone re-
members it pretty easily, and it often
evokes a wry smile or even a chuckle,”
says Paparelli,

But if your fitm is already established
on the Web, it may be rime to evaluate
whether you are gerting the most out of
your Web site. For instance, Philadelphia
lawyer Lenard Cohen had a generic Web
site for five years that promoted his
workers compensation and personal
injury practice ar a cost of 3500 per
meonth, The problem was, he received lit-
tle, if any, rraffic.

In 2004, Cohen enlisted the help of
Jason Lisi, a former tax lawyer and
founder of seven year-old Legal Internet
Solurions Incorporated, which helps law
firms maximize their exposure onling,
Since redesigning his site two years ago,
Cohen says that he has received 30 to S0
new cases per year, one of which pust ser-
tled for 370,000,

Cohen spends $500 per monch on
the services of Legal Interner Solutions,
which optimize his site to produce bet-
ter results on I[nternet search engines,
and manage his pay-per-click advertising
campaign through Google, Yahoo,
Kanoodie, and others. Those campaigns
cost himn an additional $2.500 per
month. Cohen’s fee of $24,000 from a
recently settled case almosr pays for an
entire annua] campaign.

Firms considering an Interner mar-
keting cumpaign similar to the one
Cohen has implemenced should start
with a trial and crack results, says
Barbara Lewis of Beverly Hills-based
Centurion Consulting Group, which
provides a range of law firm manage-
ment guidance. For example, every two
weeks Lisi and his team monirtor
Cohen’s pay-per-click canpalgn and
modify the search rerms o increase the
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‘Find a Niche

f you are logking for a niche, focusing on claims under Section 337 of the Tariff
IAct of 1930 deyrinitaly quaiifies. Waghington, D.C.-based Adduci, Mastriani &
Sohaumberg, has been handling thase statutory patent infringement disputes over
imported goods before the U.S. Internatlonal Trade Commission (ITC) for more
than two decades. In fact, as much as 70 percant of the 20-lawyer firm's practice
involves this work. “We have probably been invoived in at least 25 percert of the
583 Section 337 cases ever filed befors the TG, says partner Tom Schaumbarg.

With this level of saturation, Adduci, Mastriani can simply refer clients to the list
of Section 337 investigations that the aftorneys of the firm have handled and let
their experionce speak for itself. in arder to compete at this level, “you have to be
visible,” notes Schaumberg, who was the first prasident of the ITC Trial Lawyers
Association in 1884 and has continued 1o serve on its executive committes. He is
also the vice chair of the |TG Cormmittes of the Intellectual Property Owners
Association, a Washington, D.C.—based trade association.

Last year, Schaumberg and his partner Louwis Mastriani spent $15,000 to
£20,000 on travel expenses for a three-city apeak-
g tour in China, which was organized by several
Chinese law firms, Shaumberg and Mastriani dis-
cussed U.S. patent protection and anti-dumping
laws. The then viee chalr of the ITC accompanied
them aon this trip. “As a result of interacting with a
particular Chinese law firm during the speaking
tour, we are now working actively on behalf of a
major Chinese cormpany in the animal feed additive
industry on a section 337 case,” says Schaumberg,
Without providing figures, he would only say that
the return on his firm's marketing investment

“dwarfs the initial expense" of travel and lost bilable
time.

Adduci, Mastriani also spends $10,000 per year on trade publication adver-
tisements in IP Law & Business and tha IP supplement to the Legal Times to
ennance its nama recognition (Both are sister publications of SFB). “We ars
lawyers’ lawyers and need the legal community to recognize that we are available
&s an alternative to the large firms,” says Schaumberg, explaining that many of the
firm's referrals are from other attorneys with whom they then work jointy,

In marketing its size, the firm advises clients that its attorneys collaborate in
small groups and sherten the learning curve by remaining on the casa for its antlre
duration. To more effectively convay its message and — in a move that is general-
ly reserved for the larger institutions with which it compates — Adduei, Mastriani
recently elevated Marguerite Downey, one of its talented paralegals, to the posi-
tion of director of communications & client service, “I'm sure that very few firms of
our size would take that step,” Schaumberg says. — ALK,

Tom Schaumbearg

ceaffic from the most effective sources.
Lisi alsc sugpests thar law firms con-
sider a campaign of reciprocal linking,
For example, if you are a bankruprcy
practitioner, your firm’s Web site should
be linked to other eredible bankruptcy-
relaced sites because che links will gener-
ally increases your Google PageRank — a

caiculation thar Google makes to deter-
mine the relative importance of Web
pages. The higher your rank, the grearer
the assumption is that your site is an

authority in the field.
From his experience, Cohen recom-
mends thart when designing a Web sire,
(continued on page 48)
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(continued from page 39)

firms should include an option for eur-
rent news that is updated regulatly to
encoutage the search engine spidets to
continuously visic your site, He also
suggests including a contact form
because “almost 99 percent of the peo-
ple do not call, they fill out that form,”
he says.

Leav & Steinberg, a four-lawyer per-
sonal injury firm based in New York
City has seen similar success in the four
years that it has used the Lawinfo.com
referral search engine. The firm spends
47,500 per year for prominent place-
ment on queries for wrongful death,
medical malpracrice, and automobile
accident lawyers in Brooklyn and the
Bronx. In response, partner Edward
Steinberg says that the firm usually
receives 6 to 10 calls per month, which
ultimately yields 6 to 10 new cases per
year.

Whether the firm takes the case ot
not, the lawyers follow up with callers
every six months, if they remain unrep-
resenced, and send each a holiday card.
Steinberg says that the Lawinfo.com
campaign yields $96,000 to $160,000 in
total fees per year.

Consultant Lewis also suggests that
firms research the results of other atcor-
neys by asking nom-competing attor-
neys about their level of satisfaction
with various techniques. “Marketing is
no longer a black hole that money goes
into and no one knows what the resulcs
are.” Lewis says, adding that, depending
on the circumstance, claborare client
relacionship management software
jsn't required. Firms can track client
originations in Excel or in QuickBooks.

Considaer Blogging

A blog is only effective if people can
find it, so the same principles of select-
ing a name apply. For instance,
Paparelli incorporated his signature
creativity in selecting the name of his
firm's blog — www.nationofimmigra-
tors.com. He describes the site as a plac-
form to discuss the dystuncrional
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nature of the federal government with
respect [o immigration. “L try to write
thoughtful pieces rhat are more in
depth than quick blurbs, fired off daily,
with a hypetlink to anather article,” he
says.

While Paparelli’s blog is used more
for legislarive advocacy than for brand
enhancement and business generation,
LexBlog founder, Kevin O'Keefe notes,
“small and medium-sized firms are real-
izing subscantial returns from their
blogs” Those that are, however, are
reluctant to share their success. “The big
issue with blogs is that the lawyers who
are having success are the last to shour
from the rooftops about it, because of
the competitive landscape,” adds
O'Keefe, whose company designs and
maintains blogs for attorneys ar more
than 100 firms,

K1's All Relative

Levels of success vary, 50 you need to
periodically evaluate whether your
efforts are bearing fruit. Rob Powley,
co-founder of Powley & Gibson in
lower Manhattan, a bourique that
assists corporations, individuals, and
organizations in all areas of intellectual
properry, cntertainment law, and arg,
spends  $3,000 ro be listed in
Marrindale-Hubbell, but does not
know of any new business that resulted
from that listing, On the other hand,
Stacey Gray spends about $1,900 far
her Martindale listing and credits it
with 11 new matters in the past seven
months, based on feedback from new
clients.

In the end, to help ser marketing pri-
orities, consulrants recommend that
lawyers remain - or become — diligent
in cracking the ways in which cheir
clients find them. At the same gme, chey
should recognize that a certain amount
of trial and error is inevitable. s¥B

Ari Kaplan is a freelanca writer based in the
New York metropelitan area. E-mail:
ari@arikaplan.net,
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