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There are many reasons why an attorney may wish to be seen in the news. In addition, there are discrete moments in the course of your career when it would be favorable for you to be mentioned in the media. Consider which of the following situations and opportunities best align with your goals and your practice as you connect with the media.

· First, being in the news will help you attract new clients and remind lapsed clients of your knowledge and experience. Accordingly, plan to cultivate relationships with reporters at the industry publications that your clients read. You wish to be the attorney a journalist calls to decipher a new law or regulation because you will describe it in non-technical terms that their subscribers will understand.
· You should also review the publications your referral sources read. A change in municipal mandates, for example, will impact businesses in the metropolitan area. Upon learning this, local business consultants may advise their clients to contact you regarding operational changes to comply with this issue.
· Being frequently quoted in the news will support building your brand and becoming known as THE lawyer for certain niche issues or specific industries.
· Is your firm growing? Laterals and associates are attracted to that hot firm that’s always being mentioned in the newspaper. Recruitment is another reason to be in touch with the media.
· When you serve on the board of a nonprofit, you can advocate for their mission in your interactions with reporters.

Whatever your objective, you should seek out the publications that best align with that goal, identify the relevant reporters and create an appropriate opportunity to connect with those journalists.

Here are some of the key career inflection points for media outreach:

When you are promoted to Partner at your firm, or when you join a firm as Partner or Of Counsel, it is appropriate to distribute a Press Release about this news. Send an announcement with your headshot to:

· legal press in your state
· local publications focused on business news
· newsletters that cover the industries that are relevant to your practice
· alumni associations at your law school and undergraduate college

At many firms, a marketing professional will handle this activity. However, if yours is a small firm or you are launching a solo practice, lack of such a resource is no reason to overlook this opportunity to raise the flag for your firm. Look for a press release on the internet to serve as a model, compose your version and send your news to the media outlets cited above.

Publishing an article is another way to garner media attention. Before you draft a lengthy essay on a hot topic, consider instead proposing an article on a timely issue that will affect business owners, individuals or corporations. Identify the publication and confirm it accepts contributions from attorneys. Write an email to the appropriate editor with three to five sentences that describe the premise of the article. Then add three to five bullet points that will substantiate and elaborate on the issue. Ask the editor for the word count and the deadline for submission of the finished piece.

The reason to propose the article, and not write it straight out of the gate, is simple. Every publication has its own guidelines for the length of contributed articles. Imagine you compose a 600-word essay and the publication’s preferred length is 500 words. On the other hand, the editor raves about your idea and asks you to also discuss a related issue in up to 750 words. In both cases, you will have to perform major surgery to meet that word count requirement. This potential mishap is avoided when you get the number or range up front.

Once your proposed article is accepted, follow the publication’s guidelines and submit your draft as directed. Plan ahead to share the news of your published article; you may post it on your website, plus mention it in your email signature, newsletter, blog and social media accounts.

Team up when writing an article. Consider collaborating with a client, a referral source or an attorney in an aligned practice area. Having a coauthor can grant the piece more authority in the eyes of the editor (and the reader). Plus, working together on the article will strengthen your relationship with the coauthor and, upon publication, enhance their status among their peers, making this a win-win for all participants.

Reporters are always looking for sources to comment on trends and issues in business. Journalists call the people they know, so if you want to be that source, you have to professionally introduce yourself to a reporter. Write a Media Profile that highlights the breadth of your background in transactions in a specific industry or litigation in a certain situation. In addition, mention some topics that are hovering under the radar, ones that individuals, executives and business owners need to know more about to grow revenues or protect their assets.

This communiqué should answer three fundamental questions:

· Why YOU? Meaning, not your colleague down the hall or competitor across town
· Why NOW? Which industry or local issue has changed—or will change very soon
· Why should readers CARE? How will your insight help an individual, a business owner or a corporation Save TIME, Save MONEY or Make MORE MONEY

This brief narrative can be updated every three to six months or whenever new issues emerge in the locality or industry.

Are you a former prosecutor who has insights into a case currently underway? Provided there is no conflict of interest with the parties involved or the attorneys handling the case, consider contacting the reporters covering the matter. Journalists often speak with lawyers who can comment on how a case in the news is proceeding and what lies ahead in the trial. When you are prepared to analyze from the sidelines, write your Media Profile with an emphasis on why you are an appropriate commentator, plus provide a glimpse of what you might say. Be sure to include your cellphone number and indicate that you are always available to discuss the matter.

When your practice focuses on transactions, consider that a client may announce they consummated a major acquisition or sale with your assistance. If the client will issue a press release, you may request that your name and your law firm’s name be referenced as advisors on the matter. After the client distributes the press release, you may follow up with industry and local business reporters, offering additional insights on the transaction and what this deal means in terms of trends for that region or industry.

Litigators should include contacting the media in their strategy. In anticipation of filing a case in court for the plaintiff, prepare a press release to be distributed the same day you file. You will announce the terrible wrong that has been committed and how you will rectify it. In the press release, you cite and summarize the complaint. When permitted in your state, include a link to the stamped complaint, so that reporters from non-legal publications who are not familiar with the docket system will be able to access it easily. Distribute the press release to the local newspapers, business press and industry press, plus the local law publication. Generating a news story can be an effective tool to prompt opposing counsel to discuss a settlement because the media coverage reflects negatively on the defendant.

On the other hand, defense counsel should anticipate the plaintiff’s attorney will contact the media. Prepare accordingly. When you are notified of the lawsuit, compose a statement either dismissing the claims as frivolous or stalling to fully review the document. It will not help when you or your client avoid speaking to the press. When the average reader sees “A spokesperson for the company was not available for comment,” they often form a negative opinion about the defendant.

When it comes to being seen in the media, it is not one and done. Your quotes in a news story or your article may be overlooked by your clients and referral sources, not to mention others in the industries and localities your serve. Plan ahead so that you can post and redistribute these items:

· on your website
· in your newsletter and/or blog
· on your social media accounts
· in your email signature

Consider also how you may repurpose the content of your article or the theme of the news story. Is there more to discuss in a webinar or a panel presentation at an industry event? Would a podcast audience find it valuable? Perhaps a short video could explain the salient points and drive the audience to read the entire article or news story. Your goal is to drive readers, listeners and viewers to your website.

Clearly, getting quoted in the news is not for its own sake, but as yet another way to promote your practice and your experience. Keep in mind your diverse audiences—clients, prospective clients, referral sources, future employees, supporters of a nonprofit group—and the publications where they are most likely to be interested in what you have to say. Position yourself in front of those reporters, introduce yourself as a reliable, accessible and insightful source, and lastly, prepare for your spotlight moment, which you will assiduously share and promote.
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