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This is Part II in a two-part series about starting a solo or small practice. 
Part I discussed the operational aspects of starting a law firm.

Congratulations on your plan to launch your legal practice. As you put into place the operational aspects of location, technology, staffing, financial systems, insurance and the like, you should also focus on how you will announce the existence of your new firm today and promote your services in the future.

Following are items on your check list for Public Relations and Marketing Communications activities to help you build awareness of your practice and grow it through the years.

·  Website
·  Logo, Stationery and Business Cards
·  Database of Contacts
·  Announcement and Press Release
·  Social Media Profiles and Activity
·  Networking Groups
·  FREE Informative Material
·  Media Contact
·  Writing
·  Newsletter
·  Speaking
·  Prioritize
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Website
No viable business can exist without a website, which requires a Uniform Resource Locator, or URL, on the internet. Before you register and purchase this domain name, conduct an online search to determine whether the name you desire is available or has already been acquired. If it is taken already, consider adding LLP, PC or PLLC as appropriate. You can also consider appending the postal code for your state (NY for New York).

Develop initial content for the website, no matter how minimal. Address the essential questions as if you are a reporter:
· Who are you?
· What do you do?
· Who are your clients?
· Why should they care about what you do? In other words, what might happen if they do not follow your sage advice?

The basic answers are:
· Your name, professional headshot and bio (up to 250 words)
· Description of your practice and the primary industries where you focus your services: transactions, litigation or advisory

To explore these four essential questions more fully:

Your bio does not retrace your fabulous education and your glorious career in chronological order in detail. Instead, use reverse chronological order. Start with what you do now that is most meaningful to your readers. Next, recount your areas of focus at your prior firm(s) and clerkship. End with where you received your law degree and your undergraduate education.

On your Services page, describe your current offerings. Your services may be displayed as a list; group specific activities by categories with no more than five bullet points in each section. For example:

Cyber Security and Data Privacy:
· Compliance
· Event Response
· Monitoring and Investigation
· Policy Development and Implementation

Create one succinct case study of a representative matter in each category; prospective clients will learn that you understand their problems and their industry. Emphasize results that demonstrate how, without your counsel and intervention, the client’s problem would have persisted unresolved and maybe would have left them with hefty fines or shuttering the company altogether.

Additionally, make sure your phone number and email address are displayed on every page. You cannot anticipate which section a website visitor will be reading when they decide to contact you.

Create a Contact page with your mailing address, phone number and email address. Include a form to submit an email directly to you. Keep the informational fields basic:
· Name:
· Preferred means to contact you: phone, text, email and a slot to input that data:
· Describe your situation: either a list of a maximum of four items plus “Other” or a blank area with a capacity of 250 characters
.
Perhaps you will include testimonials interspersed among the pages; do not collect them on a single page, which very few visitors review.

[bookmark: ID0EKH] Logo, Stationery and Business Cards
Contract with a graphic designer for a logo and tag line. Order letterhead, envelopes, mailing labels and business cards with your new contact information.

Note that the letterhead and business card are your paper partners, so make sure that they clearly remind the reader about you. Follow this checklist:
1. Your name, title and law firm name
2. Description of your practice
3. Ideal client or target market
4. Contact information: street address, phone number(s), email address and website
5. Tag line on the reverse of the card that amplifies your offer and serves as a reminder of your practice and services
6. Distinctive logo or visual element that is not overused, e.g., do not use the scales of justice
7. White or light-colored back, so the recipient can write a note there using an ordinary pen
8. Font size of at least 8 points for legibility
9. Substantial card stock that is not paper thin
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Database of Contacts
Think of everyone you know who would be interested in learning about your new practice, whether colleagues, former clients, or referral sources, such as the following:
· Attorneys who represented the other side in transactions or litigation
· Colleagues at former law firms or with whom you clerked
· Classmates at law school and undergraduate college
· People who served on bar association committees with you
· Members of networking groups
· Panelists and moderators at your speaking engagements

Select a Contact Relationship Management system and enter the names, email addresses, phone numbers and other data. Usually, this can be uploaded as an Excel spreadsheet or a CSV file.

Add the names of people in your email address book and review the suggestions in Your Gold Mine of 5,000 Contacts for additional connections to upload into your CRM.

[bookmark: ID0EYDAC] Announcement and Press Release
Compose an announcement to send to these contacts. State that you are pleased to announce your law firm with a focus on these specific areas of practice.

Indicate your mailing or office address, website URL, email address and phone number. Mention a complimentary consultation of 15 or 30 minutes, if appropriate.

Consider an email format that you can use for your newsletter at a future date.

Compose a press release, attach your photo and email the two directly to:
· Legal media in your jurisdiction
· Local business magazines
· Reporters at the industry trade publications read by your potential clients
· Alumni associations of your law school and undergraduate college

[bookmark: ID0ESFAC] Social Media Profiles and Activity
Update your online presence on LinkedIn (and Facebook) to reflect the launch of your new firm and your areas of practice. Confirm that the Contact info niches on your LinkedIn profile display details of your current firm, not your former employer. Solicit recommendations from clients and colleagues.

Consider revising previous client alerts and articles you published to incorporate current details; include these in the Featured section of your LinkedIn profile. Post on LinkedIn at least twice a week; it need not always be original content. You can comment on posts made by others in your circles.

LinkedIn and Facebook both offer company pages; be sure to establish those and describe your practice. If Twitter and Instagram are appropriate for your clientele, create or update your presence there to attract new followers. Periodically post to keep your contacts apprised of new developments at your firm and new insights.

[bookmark: ID0E2GAC] Networking Groups
Prepare to update the members of your networking groups. Engage in individual conversations with your network peers to ask how you may be a resource to them and remind them of the services you offer.

Consider joining other groups who represent potential referral sources or potential clients. Look beyond the traditional attorney membership associations and focus on either heterogeneous groups, such as chambers of commerce, or industry organizations whose members include your current and prospective clients.

Plan to take a more active role in these organizations. Step up to organize a program or moderate a panel. Participants might be an officer of the group and a client or even a leader in the industry.

Contribute an article to the group’s e-newsletter, perhaps coauthored with a client (see below). Propose a quarterly column on legal news for the industry.

Offer to review the group’s bylaws, contracts, leases or other documents, bringing your legal background in support of the organization.

[bookmark: ID0EGIAC] FREE Informative Material
Write content for a FREE giveaway that website visitors can download after leaving their email address (for your follow up):
· Checklist
· Quiz
· Timeline of usual steps
· Five Dos and Five DON’Ts

For example: a matrimonial attorney might prepare this timeline of steps regarding divorce proceedings:

1. Discuss the divorce with the attorney who will represent you
2. File a Divorce Complaint
3. Response by the Spouse
4. File a Statement Net Worth (or similar) regarding financial assets, support and equitable distribution
5. Achieve Settlement Agreement
6. Enter Mediation or Schedule Court Trial
[bookmark: ID0EPKAC] Media Contact
Introduce yourself to reporters at the local business magazine and the industry publications that your clients read. Develop a Media Profile that summarizes your background and the key issues you focus on in your practice.

Reporters know what has already happened in the industry or the city. They want to know what’s going to happen before it happens. Suggest a big picture trend or look at an issue that individuals, business owners or corporate executives need to address to Save Time, Save Money or Make More Money.

If there is a deadline for compliance with a new law or regulation, suggest that as a topic. Give general advice on how to comply and the consequence of not following that counsel.

Trends don’t change all that often, so update your media profile every four months or so to remain top of mind with journalists.

Of course, if there is a hot topic or court case in the spotlight, reach out to reporters with a pithy insight that will prompt an interview and greater discussion of your perspective.

[bookmark: ID0E4LAC] Writing
As your practice grows, consider writing and speaking about your client successes. Write and publish an article on a timely subject in an industry publication that is read by your clients or the metropolitan business magazine read by your referral sources.

Invite a client to be your coauthor. This approach to writing an article accomplishes several goals:
· It strengthens your relationship with the client because you will perform most of the effort by writing the discussion.
· Your coauthor’s role signals to the industry publication’s editor that this is a topic that others in the sector need to address.
· Your client’s status will be raised in the eyes of their peers as author of the article.
· You will be introduced as a though leader and resource to others in the industry.

Before you rush to put pen to paper, draft a proposal for an article but not the actual article itself:
· Develop your main theme in three to five sentences.
· List three to five bullet points in which you explore or prove your thesis.
· Submit the proposed article to the editor of the publication and ask for the word count.

The reason to propose an article and not write it outright is as follows. If you were to write an article of 600 words and the publication has a limit of 500 words, you may be asked to trim the draft accordingly to suit this length. On the other hand, perhaps the editor will like the idea and ask you to address two additional points. Now the word count is 750. Instead of expending the effort to surgically cut the text to 500 words, or to elaborate and expand to 750, it’s best to get the word count up front and write the discussion once to the specified length.

Of course, you may wish to publish articles in the local and state bar association newsletters, whether general or specific practice areas, plus the legal media that cover your geographic area. Such articles will place you top of mind with other attorneys in your state and your practice area. The same principles of proposal and word count apply.
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You should have a newsletter to keep in touch with your many contacts, sent at least quarterly, if not monthly. It need not be extensive; one article is sufficient. Review the newsletters you receive and select the features and aspects that you find most helpful for inclusion in yours.

You may write about a recent client success, or offer timely tips that may be related to the calendar or are simply best practices at any point in the fiscal year.

Choose among the various email newsletter services available. Many Public Relations professionals prefer MailChimp for ease of use. It is free for the first 2,000 subscribers; after that, there is a fee.

Identify the fields of the information you will collect for your newsletter. The standard data are First and Last Name plus email address. If you will segment your audience, for example, by different industries, you can add that field as well.

DO NOT automatically subscribe everyone in your contact database to your newsletter. That is a violation of General Data Protection Regulation (GDPR).

Instead, announce you are launching a newsletter that can be sent to the recipient on a regular basis. If the person wants to receive it, they should click the SUBSCRIBE link. If they do not want to receive it, they don’t have to do anything, because this is a one-time mailing.

In the future, make it easy for people to subscribe to your newsletter. Post the link to subscribe on your website and in your email signature. When you meet someone at a networking event, mention that you have a newsletter. “I’ve so enjoyed speaking with you today. Let’s keep in touch; I have a quarterly newsletter about ____. I’ll send you the latest issues, and if you find it interesting, please subscribe.”
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In addition to writing articles for industry, local business and legal publications, look for opportunities where you can speak to groups about timely issues. Possible venues to stand before an audience and showcase your insights include:

· Local Networking Group
· Chamber of Commerce
· Industry Association
· Bar Association
· Local Economic Development Group
· Law School or Graduate Business School

As in the example of partnering with a client as coauthor, consider presenting a case study with a client as a co-panelist. You will reap the same benefits of working closely with the client, burnishing their reputation and positioning yourself in front of potential clients and referral sources.

Identify podcasts that align with your clients’ interests. Reach out to podcast hosts and offer to speak on selected topics. Again, a paired appearance with a client may be valuable in securing the interest of the podcast host.

[bookmark: ID0EMDAE][bookmark: ]Prioritize
Taken together, all these activities may seem overwhelming. Note that many of them are interconnected, for example, developing a newsletter requires a database of contacts who may subscribe and a well-developed website that readers may visit to learn more about your practice.

Start with your website, logo, business cards, database of contacts and announcement as your first wave of activity. These elements are truly foundational.

The second wave of social media profiles, informative giveaway and networking groups represents how you will build and extend your reach online and in person.
Finally, media contact, writing, newsletter and speaking are all vital, yet they may be best scheduled later in the first year of your practice.

With the operational components of Part I under your belt, you are well-equipped to develop these marketing tools to launch your firm. Following these best practices will stand you in good stead for the first year and well into the future.
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