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De Novo is a bi-monthly publication of the Colorado
Association of Legal Support Staff (CALSS),
published in odd-numbered months. Deadline for
submission is the 15" day of the month preceding
publication (i.e., February 15 for the March issue)..

The information in this publication is intended for
general guidance, and should not be construed as legal
advice. CALSS accepts no responsibility for loss to
any person or entity as a result of action or inaction
based on the use of any information in this
publication.

Articles that appear in De Novo do not necessarily
reflect the view of CALSS, nor does their publication
constitute an endorsement.

An annual subscription to De Novo is provided to
members of CALSS as part of their membership dues.
Printed copies may be obtained from the editor.

All correspondence regarding content should be
directed to the editor. Original articles may be
submitted for publication, as well as reprints of
previously published articles. In the latter case, please
include author and publication information so
appropriate reprinting permission may be obtained.
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From the Editor

You probably noticed the picture on page 1. My favorite way to start the day is to make
myself some breakfast and sit down with the daily newspaper for a half hour or so. Since
the Rocky Mountain News is no more, like the rest of you I have adjusted to reading the
Denver Post. The De Novo doesn’t promise to be a Denver Post, but it doesn’t feed you a
diet of crime stories, either. The De Novo tries to be an uplifting part of your day. Once
again this month we are providing articles that we hope will interest you, inform you,
motivate you and inspire you — maybe even two, three or all of those. We also hope that
the articles in the De Novo will increase your knowledge of the legal profession and the
business world and make you a better, more productive employee.

You never know when you will be on the periphery of newsworthy events. Janet Ellen
Raasch contributes an article this month on the relationship between law firms and
reporters. Having fielded a few calls in times past (most notably from A&E’s Cold Case
Files and from television reporter Connie Chung’s office), I know that a little guidance
on dealing with the press can be a useful thing. Also, see Ms. Raasch’s article on the
effect of the economy on the legal business. Some of her suggestions on how to make
yourself more valuable to your firm — and more noticed -- are applicable to staff as well
as to attorneys.

I am always looking for contributors to the De Novo. If you would like to contribute an
article to be considered for publication, please contact me at asalek@kimtaxiaw.com. 1
would love to hear from you about your passion for your work, about a learning
experience you had which would be of help to others, or about matters of general interest
to De Novo readers. In addition to the two articles from Janet Ellen Raasch in this issue,
you will also find an invitation from the Rocky Mountain Paralegal Association to a talk
by the Honorable Christina M. Habas, 2™ Judicial District, on “Paralegals: Why You
Are a Lawyer’s Best Friend.” So grab a cup of tea or coffee, shut the door, and read on.

Ann Salek, De Novo Editor
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Does this economic cloud have a silver lining?
More time for business development!

By: Janet Ellen Raasch

Some experienced attorneys are hot commodities right now — those practicing in the areas
of litigation, bankruptcy, foreclosures, corporate securities or patent proceedings.

Other attorneys, not so much.

As the economy contracts, law firm clients have laid off more than 600,000 employees —
in January alone. Law firms are feeling the ripple effect. In just two days in February —
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Black Thursday and Friday the 13" - 1,100 legal professionals lost their jobs or received
buyout offers. According to industry experts, this is just the start.

As books of business continue to shrink, what is a fearful lawyer to do?

“All too often, a fearful lawyer hibernates in his or her office -- completely avoiding
networking and business development,” said Cindy Rold. “Instead, lawyers must
consciously release their fear and maintain a positive attitude. Embrace change and make
it work for you. Take advantage of this ‘gift’ of free time to do some focused business
development — positioning yourself to attract new business now, and post-recovery.”

Rold made this presentation on “business development in a down economy” before
members and guests of the Rocky Mountain Chapter of the Legal Marketing Association
(www.legalmarketing.or/rockymountain) at a program held Feb. 10 at Maggiano’s Little
Italy restaurant in downtown Denver.

Rold is a relationship development coach with Maraia & Associates
(www.markmaraia.com). She is a Platinum Partner coach with the Anthony Robbins
Company (one of only 12 to hold this designation) and co-author of 99 Networking
Nuggets. She is a lawyer, a former senior law school administrator and a former
president of NALP (the Association for Legal Career Professionals).

“High-level networking is the key to building and maintaining good relationships that
lead to new business — in good economic times and in bad,” said Rold.

“At the basic level of networking,” said Rold, “a lawyer networks with others in order to
get something: ‘Will you give me some work?’ At the intermediate level, a lawyer gives
something in order to get something in return: ‘Here’s some good advice or a good
contact. Now, will you give me some work?’ At the most-effective level, a lawyer
contributes something without expecting something in return: ‘Here’s some good advice
or a good contact. I hope this information helps you solve your problem.’”

Use your “down time” to strengthen relationships by networking:

Every day, make a small contribution. “By a contribution, I mean selflessly sharing
something that makes another person’s personal or professional life a little bit better,”
said Rold. “Call a client to ask how they are being affected by the down economy. Send
a news clip or an online link about a subject the person is interested in. Write a note to
thank the person for something — or maybe just a ‘thinking of you’ note to someone who
has been laid off.”

Get closer to clients. Use your available time to meet with your clients and learn more
about their businesses and how they are doing in the current economy -- face-to-face and
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off-the-clock. Ask how you are doing as a service provider — and how you can improve.
Create and present free in-house education programs for the legal, risk management and
human resources departments of your clients.

Delegate work to associates. “Often, when there is less work in the pipeline, partners
will retain that work rather than passing it along to associates,” said Rold. “If it is
associate-level work, let associates do it. At the senior level, you need to be out making
it rain for yourself and your firm — especially during hard times.”

Refine your personal marketing plan. Use your available time to carefully consider
your personal marketing plan. Going forward, who is your specific ideal client? To
which industry groups does this client belong? To which publications or Web sites does
this client subscribe? What are the emerging legal issues affecting this client? If
necessary, make some calls or visits to answer these questions.

In addition, come up with a short “elevator statement” that succinctly states how you help
clients solve their problems — so you can let people know what you do.

Attend gatherings. “In the current economy, you finally have the time to attend many of
those events you had to pass on before because you were ‘too busy,’” said Rold. “These
include business and professional networking events, social gatherings and even kids’
activities. At these events, consciously but tactfully ask ‘high energy’ questions to turn
conversations towards business activities and needs. Don’t ‘sell,” just discuss and look
for ways to ‘make a contribution’ and be helpful. Everyone can be a member of your
network.”

Get involved. Use your newly available time to join and actively participate in the
industry or professional groups frequented by your ideal clients — with the goal of making
a contribution by participating at the committee or (eventual) board level.

Speak and write. “Once you know what groups your ideal clients belong to, make an
effort to speak at their local, regional and national events and write for their print and
electronic publications,” said Rold. “Before you speak or write, interview your clients or
potential clients for their input; they will be flattered. Invite them to the speech. After
you speak or write, send a synopsis or a copy of the article to your contact list with a
personal note. You could also use available time to create a newsletter.”

Get to know your colleagues. With a little extra time on your hands, get out of your
office and systematically get to know your colleagues at your law firm — especially those
on other floors or in other cities. Stop into their office or ask them to join you for coffee
or ameal. Ask them about their practices, their needs and their interests — so you can
provide them with information and possible contacts going forward.
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Implement your marketing plan. “Even in a down economy, no lawyer has the time to
accomplish each and every one of these networking suggestions,” said Rold. “Select a
few that best fit your practice and personality. If you need some help devising or
implementing a personal plan, a coach can help. Make a chart to help you track your
progress and success — like “‘call two contacts a week, ‘join and participate in one
organization this year’ or ‘write one short legal Q&A for the industry newsletter every
three months.’”

Most lawyers are being affected in some way by this “dry” economy. Do not give in to
the paralyzing effect of fear. Adjust your attitude and use this time to build and maintain
outstanding relationships with your clients, potential clients and colleagues —
relationships that will lead to quality business once the rain once again begins to fall.

Janet Ellen Raasch is a writer, ghostwriter and blogger (www.constantcontentblog.com)
who works closely with professional services providers — especially lawyers, law firms,
legal consultants and legal organizations — to help them achieve name recognition and
new business through publication of keyword-rich content for the Internet as well as

articles and books for print. She can be reached at (303) 399-5041 or
jeraasch(@msn.com.
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A Paralegal is a Lawyer’s Best Friend --

The Rocky Mountain Paralegal Association invites all interested persons to hear a
presentation by the Honorable Christina M. Habas, 2" Judicial District, on the
topic of “Paralegals: Why You are a Lawyer’s Best Friend.” The occasion is
RMPA’s 36™ Annual Dinner Meeting, at which Judge Habas is the keynote
speaker. The Dinner will be held on Tuesday, May 12, 2009, at the Courtyard by
Marriott Denver Cherry Creek, located at 1475 South Colorado Boulevard,
Denver, Colorado. The evening will begin with a Social Hour Kkicking off at 6 p.m.
Lawyers, practicing paralegals, paralegal students, and other interested persons
are invited to attend. The cost is $37 for RMPA members and $42 for non-
members. There will be vendors and door prizes. Elections will be held for
RMPA’s 2009-2010 officers. For more information, please contact the RMPA 2009
Annual Meeting chair, Nora Ablutz, at nora.ablutz@hro.com or (303)866-0431.

Other news of note:

Many of you remember life coach Dale Falini, who gave a presentation to CALSS a
while back and who also contributed an article to a recent issue of SOTA. If you are not
presently on are on her e-mail list but want to reach her, her e-mail address changed
recently. It is now dale@dalefalini.com.
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Forget about love and hate:
Strive for “professional”
In your relationship with reporters

By: Janet Ellen Raasch

Lawyers and law firms often maintain a love-hate relationship with reporters. When they
have good news to tell about themselves or their clients, they actively seek media
attention. When the news is not so good, they try to duck around the corner.

Pestering a reporter at some times and avoiding the same reporter at other times gives a
mixed message and can lead to a not-very-productive relationship. A reporter’s job is
neither to help lawyers and their clients nor to hurt them. It is to provide readers with the
objective information they need to know in order to make good decisions about their
personal and business lives.

Most reporters understand and respect the professional constraints placed on lawyers —
especially when it comes to client confidentiality — as long as this need does not
unreasonably conflict with their need to report the news. Lawyers would do well to treat
reporters with equal respect. A balanced, professional approach works much better -- for
both parties -- than a love-hate relationship.

A panel of reporters and editors for daily, weekly and monthly publications discussed the
reporter’s perspective before members and guests of the Rocky Mountain Chapter of the
Legal Marketing Association (www.legalmarketing.org/rockymountain). The
presentation was held March 10 at The Denver Press Club.

Participants included Greg Griffin, reporter at 7he Denver Post; Cara DeGette, managing
editor of Law Week Colorado; Renee McGaw, reporter at The Denver Business Journal,
and Mike Cote, editor of ColoradoBiz magazine. Moderator was Lisa Simon, chief
marketing officer for law firm Brownstein Hyatt Farber Schreck.

A reporter’s perspective

Before pitching a story idea to the press, carefully review the publication to see which
kinds of articles it runs and to determine which reporter covers the appropriate “beat.”
All of the panelists said that they prefer to be contacted by email or by phone — not mail.
A “blanket” press release that has obviously been sent to many publications will get less
attention than an email or phone call offering an exclusive.

The definition of “news” in the eyes of a reporter or editor can vary with how often a
publication appears, although there is some overlap. A daily publication wants to be the
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first to cover news as it happens (although all publications relish the opportunity to break
important stories). To appeal to a daily, you must be timely with your news and provide
the name of a lawyer who is ready and able to talk.

“As a weekly, we have the luxury of having more time to interpret the news,” said
DeGette. “Because of Law Week’s unique focus on the legal industry, we often can
include stories that would not qualify as news for a reader of The Denver Post. If a story
has already run in the daily newspaper, we will be looking for a fresh angle on that
story.”

A monthly magazine is rarely interested in news that broke weeks ago. “Rather, we are
interested in trend ideas that lead to lengthy analytical articles — usually around 3,000
words in length,” said Cote. “Recently, for example, we ran a piece comparing jobs in
the ‘new energy’ economy with those in the traditional energy economy.”

A daily newspaper, for example, might run the news that a new law has been adopted at
the state or federal level. A weekly (or the Sunday section of a daily) would be more
likely to consider and write about the impact of that law on local law firms (Law Week)
and businesses (The Denver Business Journal). A monthly might write about the lengthy
lobbying effort that contributed to passage of the law.

Each reporter and editor indicated an interest in ideas that provide a local or regional
perspective on a legal trend or a national or international business story. Weeklies
provide editorial calendars, and are particularly receptive to stories that fit within their
calendared themes. None wants to dedicate much time or energy to news that has
appeared in a similar form in a competing publication.

News about routine events like the hiring of new attorneys, the promotion of existing
attorneys, an expansion into new space, or the announcement of various awards and
appointments is welcome, but likely to end up as a short mention in a “people on the
move” or “business changes” column rather than a stand-alone article.

All about deadlines

Receptiveness to a story idea has a lot to do with a publication’s deadlines. At the daily
paper, reporters prefer to have a story no later than 3 p.m. — but can extend that deadline
to as late as 10 p.m. for important breaking news. The Sunday business section, which
includes more interpretive content, is printed on Friday night. “If I am going to put the
time into a feature article,” said Griffin, “I’ll want it to be an exclusive.”
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Law Week goes to press on Monday and The Denver Business Journal on Wednesday.
“We are always frantic, so these are the absolute worst days for trying to ‘pitch’ a story
idea,” said McGaw. “You might get an abrupt reception on an idea that I might find
quite appealing just one day later, when I need to provide my editor with three good ideas
for article for the next issue.”

ColoradoBiz magazine goes to the printer mid-month and generally assigns articles to its
freelance reporters two months or more in advance of publication.

All of the publications maintain online as well as print versions — where an article (like a
late-breaking jury verdict in a newsworthy case) can be posted immediately without
regard for print deadline, often appearing later in the print version as well.

Terms of use

The “hate” side of the love-hate relationship comes into play when a reporter initiates
contact for a story that the law firm did not initiate — and perhaps does not want. If you
want a reporter to answer your email or phone call when you are pitching news, you need
to respond with equal interest when the reporter is seeking news.

Promptly return the email or phone call to find out what the reporter wants. Ask about
deadline. Ideally, you have anticipated the call and are ready with an approved statement
and spokesperson. If not, promise to call back (well before deadline) after you have done
some research.

If the reporter’s query involves the business operations of the law firm, be as forthright as
you can. Never say “no comment” — which is almost always perceived by reporters and
readers as an admission of guilt. Chances are good that the story will appear anyway in
some way, shape or form; make sure your point of view is included.

If the reporter’s query involves a specific matter for one of your clients (rather than a
trend or a comment on a case involving another firm), be sure to get permission from the
client before commenting. Even in cases where your representation is public — based on
public documents -- you need specific permission before you can disclose the attorney-
client relationship.

“Before you actually disclose any information to a reporter, be clear about your terms of
use,” said DeGette. “If you want your discussion to be off-the-record, both parties must
agree to these terms up front.” Journalists can use off-the-record information to uncover
related facts or to find other sources that might be willing to speak on the record.

“Once a statement is ‘on the record,’ you should not expect that a reporter will take it
off,” said DeGette. “Make sure that your lawyers understand this.”






