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T|ps to Secure Positive Press Coverage

By Terrie S. Wheeler, MBC

ith social media activities,

blog posts and other in-

teractive marketing strate-

gies in full force for many
lawyers, public and media relations sits
idly on the back burner. While lawyers
are focused on building and maintain-
ing a stunning presence online, let’s not
forget about what lawyers used to do in
the pre-social media days. It’s not about
rekindling an “old” strategy - securing
positive press coverage for you and your
firm - and turning it into a “new” strat-
egy for today. Rather, it’s viewing proac-

tive public and media relations efforts
as a continued important part of your
marketing mix. Many new lawyers today
are just not that well-versed on public re-
lations best practices. Seasoned lawyers
are caught up in today’s social media
frenzy, trying to blog and post their way
to success!

I'll bet when youre reading your local
daily paper you often wonder: “How did
that lawyer score this type of exposure?”
The likely answer is that they have a pro-
active strategy in place to keep the firm’s
name recognition high with local, regional

and national business and legal reporters,
editors and producers. The result? Getting
interviewed for the 6 p.m. news or being
quoted in a big story in the daily paper.
This article is designed to demystify
what it really takes to develop a PR plan,
create your PR tools, and generate posi-
tive press coverage. If you are really serious
about media coverage, you will consider
hiring a PR professional or a PR firm. But
for those DIYers out there, here are steps
you can take to double down on securing
the elusive animal called positive press

coverage.
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A Few PR FPllnning Tips
It's important before you jump in and

start contacting the media, to develop a

basic PR plan that will identify:

PR OYjectives — Are you looking to become
a regular TV legal contributor, secure a
radio interview, get quoted in relevant
stories, or provide bylined articles for
publication?

Audliences - Members of the media who re-
port upon your practice area and topics
of interest to your clients. Remember
the media is a conduit through which
you will reach your “real” audiences.

Mettages -~ Why should members of the
media want to talk with you? What ex-
pertise do you have that is a cut-above
the rest? Remember that your messages
and pitches need to be newsworthy -
topics that affect a large group of people
very significantly.

Measuiement — PR can be a hard sell to law-
yers and law firms. Why? Because a lot
of arduous work may result in a feature
story on the cover of a business publi-
cation, or it may result in nothing. PR
is a game where you must continue the
“right” strategies over time - consis-
tently. If you do find yourself gracing
the cover of a publication, being the
star of a feature story, or being inter-
viewed on television, even though the
actual coverage is editorial (not adver-
tising), such coverage will significantly
increase your name recognition, and
will position you for more. Media be-
gets media. If you keep being featured
and interviewed, more opportunities
will come your way.

Gelting Down lo Biass Tacks

Following are many activities you
should consider if you want to generate
your own press coverage:
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Bo a Contumet of the Mews — Make sure you
are staying current on your reading
with media outlets covering topics re-
lated to your practice. You don’t want to
pitch an idea that was just covered last
week or even last month.

Media. [t - 1f you could wave your magic
wand and know you would be success-
ful in your PR efforts, on which radio
shows, TV news programs, publica-
tions or blogs would you like to be fea-
tured?

PR Materinh - Reporters are busy and
deadline-driven. Do your best to syn-
thesize information for them. Many
firms have a “media room” on their
websites that include a one-page firm
summary, bulleted versions of select at-
torney biographies, links to past news
coverage, and other tools to make the
reporters job easier.

Nows Bleases — A news release is a tool to
communicatee information the media
should know about. News releases are
broadly sent to many media outlets,
many times as a “let’s throw it out there
and see if anyone calls” If you are se-
rious about sending timely, relevant
news releases consider a subscription
to www.PRNewswire.com, a first-rate
media distribution outlet.

Gl Filehes - Story pitches are used to
present a specific story idea to (gen-
erally) one reporter. This is where the
media doesn’t want you pitching sto-
ries to just anyone. If they like what
you are pitching, they will want an ex-
clusive.

Media Sowrce - Keep track of reporters who
cover stories affecting your clients. En-
gage with them online - comment on
their stories. Point out something they
may have missed by offering a different
angle on their story. Maybe they will
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call you for an interview or you will

become a great source for them to call

when they have questions about a par-
ticular case or matter.

Help o Bporter Ot (HARD) - True DIY
lawyers must know about this service.
HARO identifies upcoming stories
from all major news publications, so
you can offer yourself up as a source of
timely and relevant information. Here
is their website: www.helpareporter.
com

[Henlify the [ocal Angle on 6 Nadional Stry — Keep
an eye out for big, national stories. If
you can identify a local angle and pitch
it to a local reporter, you might just find
yourself being extensively quoted in a
story.

Dont Ovelook Attoney at Law Magagine - Be-
ing featured in Attorney at Law Mag-
azine is a fabulous way to generate
positive press coverage. The publica-
tion is very selective about lawyers
and law firms they feature so you need
to use the same strategies above when
developing your story pitch. What is
unique about this magazine is that
they negotiate reprint rights upfront.
Most publications charge thousands
of dollars if you want to reprint the ar-
ticle or create a perpetual link on their
website.

Public relations is alive and well.
In fact, it’s better than ever. There are
many lawyers focused on digital media
in lieu of traditional media sources (TV,
Radio, Print), yet demand remains high
for timely, relevant and newsworthy
story ideas. Don’t have a PR firm? It’s
OK - with the tips above you can really
do it yourself. In fact, most reporters
prefer hearing directly from you rather
than a PR agency pitching a story on
your behalf.
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