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Tab 1 – Biographies or CVs

Peter M. Reyes, Jr.
Judge
Minnesota Court of Appeals
The Honorable Peter M. Reyes, Jr. is a judge on the Minnesota Court of Appeals. He was appointed by Governor Mark
Dayton on March 5, 2014. Prior to his appointment, Judge Reyes was a partner in the Intellectual Property Department at the
law firm of Barnes & Thornburg LLP. He also worked as a Senior IP Lawyer at Cargill, Incorporated for 12 years. Prior to
Cargill, Judge Reyes was an Associate at Robins, Kaplan, Miller & Ciresi and a Judicial Law Clerk for the Honorable Salvador
M. Rosas in the Second Judicial District.
Judge Reyes is an active member of a number of local, state and national bar associations and organizations. He served as
national president for the Hispanic National Bar Association (HNBA) and on the Board of Trustees for William Mitchell College
of Law. Judge Reyes serves on the Nationwide Hispanic Advisory Counsel for Big Brothers Big Sisters. He is active in the
American Bar Association as a member of the House of Delegates, on the ABA Commission on Hispanic Legal Rights and
Responsibilities, and as an ABA Foundation Fellow. He also serves on the Executive Council for the Minnesota Historical
Society. Judge Reyes previously served as President of the Minnesota Hispanic Bar Association (an Affiliate of the HNBA) for
three terms. In 2001 he was named by Minnesota Lawyer as one of the “Top Ten Minnesota Attorneys of the Year”. In 2012
and then again in 2013 he was named by Poder Magazine as one of the 100 Most Influential Hispanics in America. And in
2012 Judge Reyes was once again named as one of the Minnesota Lawyer’s Attorneys of the Year.
Judge Reyes received his undergraduate degree in Chemistry from the University of St. Thomas and his law degree from
William Mitchell College of Law, graduating with Honors.

    
 



   
 
    
  !"#
$  !"#
% & ! 
$ ' (  ) 

 
*  '  +, - $, 
+,    $./ '  
0      $1  
.   + 2- 3
-  -  '4 
0 / 25.     '


   0 ' % , '   $/  ' $%    '  ' $   '  ',
 $,   ' ' $, 6,7   %  2 %  8 ' '%    ' 7
    )1& /&  , $ ' /  2 % 2   $ ',  $     
3 '%        $3 ' $, $ ,  3$, $/  62%  
 7    ,3 6 )1   ' 7   7 $3 ,,&  $   % 
$/    6 , ', 2%% / ,  ' $/  /   '   )
   $  ' ,, %%  2 %,, ',, 7 2 , $  2  ' $  
$  '    / / '   '  $    3 6% )9  :  &   $    /
  , 6,  7    ,  $ %% $  ,3,    '3 ,
  , 6 ' 2)*,  $/  ' 7 , % 2     3 6%  $ 
3  %   $  2 '  % % , 2 ).,  '    , 6 ,  3$
,  7 62  2 $/ $ 7 , $ / $  2 $    )
;   ',%    ' $/  /     3  %   '  3 ,& /
&  '  %$  $   $  $    / ')1  7   $


   -)0 '

<
<
<

=7  '  $%/$    ',$ 2>2  / / '& ,    '  ? 
  2
=7  '  $%/$     / / '   2  %     '   0 '
,  
=7  ' % /  7 /$      $   $ , 0 '   % ,
$    / /

9 $/ ',       / / ',  2),, 7 7 %,7 $ %$  
% /  '  8   $3 , ' $   %@$ 0 ' 1   A, '   
-    ,  '  8   % 6 $ ,B $ )
     7 %,-  -  '4 --4! $,% C      $+, 0     
$1   $.   + 2- 3  ' ),    7 %,% C- 7 -  
   $  ,/ ' )

 
<
<
<
<
<
<
<

79 $ %0  @3- 32D0 /   0 '  29     $
79 $ %0   0 ' - E 8 - 32   
79 $ %0  , , ?$ 0 ' - E 8 - 32   
79 $ %0  @$ 0 ' 
0  9 $ %0  1   A; ' @$ 0 '  $
7-    ,- 3#
7- 32 7 % 0 ' #

 
<
<
<
<

@ $E  '  0 '  
 
E  * B$3 $     
1  * F ' 2     
1  .   1   1  ' ,  

!
:)0)B / 2 %
9))B / 2 %

%  0 / ,  %- 3
%   0 ' "

" 
% 



   -)0 '


B))0  
B))0  
B))0  
B))0  

 ,0   % % 
  0   % % 
+ 0   % % 
@ ,0   % % 

  
  ,

# $
%& '&(% )*+ ,!!% &   -./ 
%
 
:
0  1.
  
:#
23  4( !( /(('&
 !
  
5#,3 *  /  6 3(7
!(
 
 ,
%38(%'&("
"   #$%!
07
" !53(&8(5
"   #$%!
7
!!   .()9.* 
  
 '
"

   -)0 '

3(& !  
)'#, '&(/ :*;
= 7
)'#, '&(/ :*;
7
)'#, '&(/ :*;
'
)'#, '&(/ :*;
: 2
)'#, '&(/ :*;
: 
)'#, '&(/ :*;
 2
)'#, '&(/ :*;
 
)'#, '&(/ :*;
 ,#
)'#, '&(/ :*;
?7 2
)'#, '&(/ :*;
:  2
3 ))  ')!!(/#&
G1E
= 7

"& $"&)(
<

*  'E 2.,- 3*,E  % $  2*  '*,@   + 2 $&$  7 ', 
,  , 



Román D. Hernández
OVERVIEW

P +1.503.226.5776
F +1.503.553.6276
roman.hernandez@klgates.com

Román Hernández is a partner in the firm’s Portland office and is a member of the labor,
employment and workplace safety practice group. He has particular experience in the
defense of employers against claims filed by former, current, and prospective employees for
allegations of discrimination, harassment, constructive discharge, wrongful discharge, and for
alleged wage and hour violations in both state and federal courts, including class action
litigation. He provides general employment and labor advice to employers of all sizes
related to employment policies, practices, and labor issues. Additionally, Mr. Hernández has
an extensive commercial litigation practice and regularly represents clients in state and
federal courts in Oregon and Washington. Mr. Hernández represents clients in a variety of
industries including retail, telecommunications, agribusiness, health and hygiene, and
software development.

PRIMARY PRACTICE

PROFESSIONAL BACKGROUND

PORTLAND

Labor, Employment and
Workplace Safety

SECONDARY PRACTICES
Class Action Litigation
Defense
Commercial Disputes

Mr. Hernández was previously a partner at another Portland law firm where he focused his
practice on employment law, labor law, and business litigation. He was also involved in
international business matters and conducted cross-border contract negotiations on behalf of
firm clients.
Prior to law school, Mr. Hernández served in the United States Air Force for nearly five years
where he attained the rank of Captain, and was subsequently honorably discharged.

PRESENTATIONS
“Leadership Skills for Lawyers,” Hispanic National Bar Association (HNBA) Corporate
Counsel Conference, March 2015.
“Legal Writing: Elevator to Success or Nearest Pitfall. Where do you Stand?,” HNBA
Annual Convention, August 2014.
“Saying Good-bye is Hard to Do: Challenges of Employment Termination,” HNBA
Corporate Counsel Conference, March 2014.

PROFESSIONAL/CIVIC ACTIVITIES
Mr. Hernández has devoted a significant amount of time to civic and community
involvement. He is a former National President of the Hispanic National Bar Association
(HNBA), a voluntary, nationwide bar association that represents the interests of 100,000
Hispanic lawyers, judges, law students, and paralegals throughout the U.S. and Puerto Rico.
He is also a former founder and Chairman of the Board of Directors of The HNBA Legal
Education Fund, the HNBA's only charitable foundation.
In 2011, Mr. Hernández was one of 12 Hispanic national leaders selected to participate in
Project Interchange, which is an educational institute of The American Jewish Committee
and brings leaders and policy-makers to Israel for a week of intensive travel and learning in
Israel.
In January 2013, Mr. Hernández began serving a three-year term on the Board of Directors of
the Portland Branch of the Federal Reserve Bank of San Francisco, one of 12 banks that
comprise the central banking system of the United States. Through this service, Mr.
Hernández helps develop the nation's monetary policy. Only 274 Americans serve as a
Director within the Federal Reserve System's 12 banks. Mr. Hernández was reappointed to
another three-year term in 2016.

ADMISSIONS
Bar of Oregon
Bar of Washington
United States Court of Appeals for the Ninth Circuit
United States District Court for the District of Oregon
United States District Court for the Eastern District of Washington
United States District Court for the Western District of Texas
United States District Court for the Western District of Washington

EDUCATION
J.D., Lewis & Clark Law School, (Cornelius Honor Society)
B.S., Oregon State University

ACHIEVEMENTS
Mr. Hernández has been recognized by business publications and other groups for his
commitment to the community and to business development and growth. He was selected as
a recipient of The Portland Business Journal's “Forty Under 40” award that annually
recognizes the 40 most accomplished, influential, and civic-minded young executives in
Portland. Oregon Business magazine selected Mr. Hernández as one of Oregon's "Fifty
Great Leaders" and featured him in its publication. The Oregon Chapter of The American
Jewish Committee selected Mr. Hernández as its first-ever recipient of its Judge Learned
Hand Emerging Leadership Award in 2004.
In February 2013, he received the "Paul J. De Muniz Professionalism Award" from the
Oregon Hispanic Bar Association. This is the organization's highest award and is presented
annually to an individual who exhibits exemplary professionalism, significant contributions to
the Oregon legal system, and for exemplary community service.
Mr. Hernández has been recognized as a "Rising Star" in employment law by Oregon Super
Lawyers magazine in three separate calendar years, and he was selected as one of Oregon's
“Up and Coming Lawyers" by The Portland Daily Journal of Commerce. In addition, in 2010
and 2011, he was identified by Chambers USA, an annual guide featuring leading U.S.
lawyers and law firms, as a "Leader in his Field" in the area of Labor and Employment Law.
In 2014, Mr. Hernández received the “Distinguished Business Law Graduate Award" from
Lewis and Clark Law School, which is an award presented annually to a graduate of Lewis
and Clark Law School who has demonstrated exemplary leadership, has made a positive
mark on the legal or business profession and whose accomplishments have brought honor
and distinction to Lewis and Clark Law School.
Additionally, he has been selected by his peers for inclusion in The Best Lawyers in America
in the area of Employment Law- Management (20th-23rd editions, 2014-2017).

REPRESENTATIVE EXPERIENCE
Foley Enterprises, Inc. v. Frontier Communications Northwest, Inc., Case No. 3:16-cv00425-HZ (D. Oregon 2016) (favorably resolved lawsuit alleging fraud and unjust
enrichment claims after moving to dismiss or stay the lawsuit)
Tecta America Corp. v. Viewpoint, Inc., Case No. 3:15-cv-02214-HZ (D. Oregon 2015)
(favorably resolved computer software dispute after moving to dismiss fraud claim and
claim for consequential damages alleged by the nation’s largest commercial roofing
company in lawsuit alleging in excess of $4 million in damages).
Alberto de la Mora, Jr. v. Target Corporation, Case No. 3:15-cv-00209-PRM (W. D. Texas
2015) (favorably resolved Title VII and 42 U.S.C. Section 1981 national origin and
discrimination/retaliation claims the day after deposing plaintiff in lawsuit where plaintiff

sought compensatory and punitive damages).
First Pacific Funding v. Frontier Communications Corp., Case No. C14-00744-RSM (W. Dist.
Wash. June 2015) (settled consumer protection putative class action on favorable terms
after successfully defeating plaintiff’s attempt to dismiss client’s counterclaim for attorney's
fees).
Fog Cap Acceptance, et al. v. Verizon Business Network Services, Inc., 2014 U.S. Dist.
LEXIS 159682 (D. Oregon Nov. 12, 2014) (dismissing breach of contract, bailment, and
negligence claims related to alleged loss and destruction of plaintiffs’ computer software
for which plaintiffs claimed $11.5 million in economic damages).
Bryan v. Wal-Mart Stores, Inc., 2014 U.S. Dist. LEXIS 28332 (W. Dist. Wash. Mar. 4, 2014)
(dismissing, with prejudice, disability discrimination nationwide class action that alleged
that client's policy violated Americans with Disabilities Act as to pharmacists who are
recovering drug addicts and alcoholics).
Alvarez v. Target Corporation, 2013 U.S. Dist. LEXIS 96509 (E. Dist. Wash. July 10, 2013)
(dismissing various state law torts including outrage/lIED, breach of promise, negligent
infliction of emotional distress, and Washington Consumer Protection Act claim).
Johnston v. Kimberly-Clark Global Sales, LLC, 2010 U.S. Dist. LEXIS 144088 (D. Oregon
Aug. 19, 2010) (dismissing intentional interference with economic relations claim).
DeBaugh v. Greyhound Lines, Inc., 693 F. Supp. 2d 1253 (D. Oregon 2009) (dismissing
negligent entrustment claim asserted against motor carrier).
Surber v. Wal-Mart Stores, Inc., Umatilla County Circuit Court Case No. CV040529
(dismissing Worker’s Compensation discrimination and retaliatory discharge claims).

Karen I. Leyva-Drivin
Associate

NEW YORK
T +1 212 596 9847
Karen.Leyva@ropesgray.com

Education

Practice
Karen Leyva-Drivin joined Ropes & Gray’s intellectual property group as an
associate in 2014. Karen’s practice focuses primarily on patent litigation.
Karen has experience in various phases of litigation in Federal Courts and the
International Trade Commission, from filing to pre-trial. She has experience in
motion practice, depositions, validity and infringement analyses, and preparing
expert reports.
Karen has represented clients in a range of technology areas including
telecommunications, computer software and hardware and electrical products.
Prior to attending law school, Karen worked as a consultant for Accenture, LLC
providing on-site services to clients in the U.S. and Europe. In that role, Karen
worked with Fortune 100 and Fortune 500 companies to implement SAP
enterprise resource planning software.

• JD, Fordham University
Law School, 2010
• ME (Network
Information Systems),
Stevens Institute of
Technology, 2003
• BE (Computer
Engineering), Stevens
Institute of Technology,
2003

Bar Admissions
• New York, 2011
• New Jersey, 2010

Experience
• Member of litigation team representing plaintiff in two patent infringement
actions concerning telecommunications technology in E.D.T.X.
• Member of litigation team representing defendants in a breach of license
agreement action in S.D.N.Y.
• Member of litigation team representing defendant in a patent infringement
action concerning telecommunication technology in the ITC.

Court Admissions
• U.S. District Court for
the Southern District of
New York, 2014
• Supreme Court of the
United States, 2014

• Member of litigation team representing defendants in a patent infringement
action concerning semiconductors in the ITC.

Publications
• Co-author, “Fee-Shifting Under the Lanham Act in the Wake of Octane and
Highmark,” Managing Intellectual Property (December 11, 2014)
1

www.ropesgray.com
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How to Define Your Personal Brand
By Jay Harrington | Dec.26.14 | Business Development,
Development, Daily Dispatch,
Dispatch, Legal Marketing

Branding. It’s one of the most overworked and overanalyzed topics in the marketplace of ideas. Paradoxically, or perhaps consequently, it’s
also one of the most misunderstood. This misunderstanding isn’t a definitional one. There’s a general consensus that a brand “is the sum of
what others think of you” or something similar.
But there are two pertinent, preliminary questions beyond “what is branding?” worthy of exploration: Why is it important? And how is it done?

Reputation and Brand — A Distinction Without a Difference?
This post focuses on personal branding for lawyers, not law firm branding. Your firm has a brand, but you do, too. Unless you’re the boss, you may have little
control over how your firm is positioned. But you control your personal brand.
Some balk at the term “personal branding” and argue that it’s a clumsy, meaningless substitute for “reputation.” But there’s a difference. A lawyer’s reputation is a
critical component of her personal brand, but the terms aren’t synonymous. Branding requires a concerted, strategic and active effort to describe, position and
promote how one’s skills and expertise are relevant and uniquely able to solve a client’s problems. It’s not just about letting your reputation speak for itself. It’s
purposefully injecting your unique value proposition into the marketplace. While reputation is something that happens to you, brand is something you make
happen.
Ever wonder why the guy down the street with similar skills, experience, pricing and reputation consistently scores more opportunities than you? It very well may
be that he focuses time and energy on developing and promoting his personal brand such that he is top of mind when clients need help of the variety he provides.
You may be just as equipped to provide the help, but don’t get the call because you take a more passive approach to promoting yourself. You rely on your
reputation, when you should be building your brand. Active, strategic management — that’s the critical difference between developing a reputation and developing
a brand.

Why? Your Positive Mark
The market for legal services is fiercely competitive and lawyers need every edge they can get. A compelling brand can provide one. Last month’s “One of a Kind”
post focused on the importance of establishing expertise to build an interesting, profitable practice. That’s step one.
Step two, the subject of this post, focuses on how to package, position and promote that expertise to the marketplace. To stand out, a lawyer must be mindful of
both substance (expertise) and form (brand).
Think about how many times you’re asked what you do for a living, or what practice area you’re in, and eyes glaze over at your answer. How many pitches have
you been involved in where you begin describing your background and your audience’s attention drifts toward email? How many people actually read from start to
finish, let alone engage with, your firm website bio or LinkedIn page?
Do you leave a positive impression, a memorable mark, after any of these interactions? If not, why not?
A well-defined and developed brand lets people know who you are and what you’re good at. They’ll know your strengths, the value you provide and the types of
situations you’re uniquely qualified to assist with. Accordingly, you won’t have to chase as much business — it will start chasing you. You’ll also have more leverage
to charge a premium.
Conversely, a poorly defined and developed brand will leave your market confused about, or unaware altogether of, you and your practice.

How? Three Benchmarks
Personal brands aren’t “created,” they’re “developed.” It’s a subtle point, but not a pedantic one. “Creating” a brand suggests that branding is a one-time or shortterm event, when it’s really a process — a lifelong one. Brands evolve over time, just as you do.
There’s no single path or method to create a compelling personal brand, so I won’t suggest one. Sometimes blueprint methods work well, but in an endeavor such
as this that is intensely personal and requires big, bold thinking, there is no single blueprint to follow.
But there are benchmarks. For a personal brand to be effective, it must be authentic, unique and bold. And it must grow and progress as you do in your life and
career.
1. Authentic. People crave authenticity and transparency, and nothing is more authentic or transparent than being yourself, warts and all. Don’t try to be someone
you are not — your brand will suffer for it.
One of the best ways to be authentic is to tell your story, as opposed to reciting your resume. From client pitches, to website bios, to social media engagement,
expressing your brand as a story will help build something people care about, can relate to and want to buy into. People connect with stories, they’re memorable
and evoke emotion — that’s why lawyers are taught to craft a story through their closing arguments and brief writing.
Consider the following possible responses by a young lawyer to the dreaded “Tell me about yourself?” question in a social business setting:
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Lawyer A: I graduated from the University of Michigan Law School and specialize in corporate bankruptcy law.
Lawyer B: I was a junior in college when I realized how little journalism graduates earn out of school, so I rushed to apply to law school, knowing nothing
about the practice of law. I got accepted into a mid-tier school, loved the challenge and curriculum, worked my tail off, transferred to and graduated from the
University of Michigan. After graduation, I was supposed to be an M&A lawyer, but my first day of work was on Monday, September 17, 2001, and virtually
every new associate in the firm was tossed into the bankruptcy department given the economic impact of 9/11. It was intense, terrifying, challenging and
exhilarating.
The first is the response I typically gave when I practiced — while true, it’s utterly forgettable. The second is more along the lines of what I should have said — it’s
more authentic and memorable, and would have helped shape my brand story at that point in my career.
Storytelling allows you to frame your uniqueness and connect the dots between the client’s needs and the value you provide. It creates loyalty and bonds with
clients and colleagues. That’s because in relationships — attorney/client ones included — people crave authenticity and inspiration. A good brand story can deliver
both.
2. Bold. Your brand story should be more manifesto than bio. Your narrative should describe not just where you are in your life and career, but where you want to
go. It should be aspirational. Think of it as goal-setting. By being bold you’ll not only stake out new ground for yourself, but you’ll create some personal
accountability, too. Your career objective is no longer an abstract in your mind, but a crucial element of your brand story.
3. Unique. Large “full-service” firms that are all structured similarly, offer similar services and serve similar markets and industries have difficulty — with good
reason — developing a brand that convinces audiences they are different in any meaningful sense. That’s not to say it’s impossible, or that some don’t do it
extremely well, but it’s hard. A narrowly focused expert, on the other hand, can move past generalities, hyperbole and embellishments and develop a brand that
draws notice. You’re an original — your brand should be also.
In this context, being unique is as much about how you act as it is about what you say. In an industry that is largely conservative, conformist and commoditized,
individual attorneys have an outstanding opportunity to develop a unique brand based on the client experiences they create, as opposed to the things they say
about themselves. From pricing to hospitality, communication to education, there are countless ways lawyers can create unique, valuable experiences for clients
that can set them apart.

Is It Working?
Let’s say you’ve bought into the benefits of developing your brand, and have been actively and strategically managing your brand for six months or more. You’ve
narrowed your focus, begun presenting yourself differently and more purposefully with clients and prospective clients, improved your Internet and social media
presence, put your thought leadership in the public domain, and generally sharpened your brand in line with your expertise. What are some signs you should look
for to know whether your efforts are paying off?
1. Other attorneys and professionals will have taken notice, and better understand what you do. You’ll receive more referrals in line with your expertise,
and less that aren’t.
2. Clients, too. As with referral sources, clients and prospective clients will have a better idea of where your expertise lies. They’ll know what you do and how you
can help, and new opportunities will reflect that understanding.
3. You’ll be more visible
visible.. Because you are a more focused and visible expert in your niche, both online and offline, your content marketing efforts have likely
become sharper and more beneficial. Your ideas are attracting more eyeballs and, consequently, new opportunities to write and speak present themselves.
4. You’ll be more profitable. One of the key factors that drives down prices is the availability of substitutes. As a well-branded expert you’ll be able to charge
more.
5. You’ll be more productive.
productive. Once you narrow your focus, and focus your energy, you’ll increase productivity. You’ll feel less scattered because you’ll no longer
be trying to serve and please everyone.
6. At a minimum, you’ll be more purposeful.
purposeful. Many of us approach our careers without a plan and drift from day to day, then year to year. By focusing on
developing a personal brand that is authentic, bold and unique, you’ll have something to aspire to, and benchmark against, on a consistent basis.

No Hiding
More than ever — through the reach of the Internet, social media and business networking sites, and the plethora of publishing and advertising outlets
available — you have the power to craft your own unique brand story. At the same time, if you don’t take control of your brand, you can’t hide from it. Your
uninspiring story is still out there for all to see.
Your brand, just as your reputation does, develops every day. So there’s no time like the present to start working on yours.
Jay Harrington is co-founder of Harrington Communications,
Communications, where he leads the agency’s Brand Strategy, Content Creation and Client Service
teams. In addition to his “One of a Kind” column for Attorney at Work, Jay also writes weekly dispatches on the agency’s blog, Simply Stated.
Stated.
Previously, Jay was a commercial litigator and corporate bankruptcy attorney at Skadden, Arps, Slate, Meagher & Flom and Foley & Lardner. He
@harringj75..
has an undergraduate degree in journalism and earned his law degree from the University of Michigan Law School. Follow him @harringj75
Catch up on the “One of a Kind” column here.

ONE OF A KIND:
A Proven Path to a Profitable Law Practice

https://www.attorneyatwork.com/define-personal-brand/

How to Define Your Personal Brand - Attorney at Work - Attorney at Work

Page 3 of 3

Practical advice for building a more profitable practice. Almost every lawyer wants to command higher rates and attract more clients.
But many are stuck perusing ineffective strategies. Others don’t even know where to start. In his new book, lawyer-turned-legal
marketer Jay Harrington lays out a path for lawyers to build a profitable practice.
Attorney at Work’s Merry Marketing Marathon celebrates the year’s most popular marketing posts throughout the holiday season to get you inspired for a great
big 2015
This post was originally published in August 2014.
Sponsored Links

»Streamline your law practice. Intuitive legal practice management software. Free trial.
»Start Saving Time: Top cloud-based practice management software.
»Learn more about the way attorneys get paid. Free trial.
»Manage my legal practice from anywhere on any device—HoudiniEsq.
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Why Your Personal Brand Matters
# Law Technology Today

2 June 10, 2015

 Books, Marketing

As lawyers, we are so dedicated to our actual work that we often fail to focus on what gets the work in the door. Part of the reason is that it’s much
easier to stay on the practitioner side of the business and avoid the business side. Contributing to this tendency is our work environment and
practice setup. Below are three different legal work environments with three different scenarios from clients that highlight the lack of focus on
marketing in the legal profession.

Law Firm Lawyers
If you are a lawyer in a medium-size to large firm, you may not have had to deal with client development…yet. In fact, as you read this book you
may dismiss certain topics because you do not believe they apply to you. For instance, many law firm lawyers do not care about the firm website or
business cards because “someone else at the firm does that for us.” You may have been so busy producing the substantive work that the thought
“Where is this work coming from?” or, in marketing terms, “How full is my pipeline?” may never have occurred to you.
Experience has shown that this kind of thinking can be a problem—a bigger problem than most lawyers think. Take Suzie, a client, who is a lawyer
at a medium-size law firm.

Client #1, Suzie: Suzie had worked at ABC firm since she graduated from law school. She had spent the last
nine years of her litigation career at this firm research-ing and putting together substantive briefs and memos
and other motions. Suzie recently made partner at ABC firm, and she was delighted until she heard the terms of
her new partnership agreement. Suzie was being asked to bring in three million dollars of new business within
three years—to keep her partnership status. Suzie’s problem: she had no experience in bringing in any business
over the past nine years, so she did not even know where to start. All she knew was that she was feeling the time
crunch and the scrutiny of her fellow partners. What was Suzie to do?

Solo Practitioners
If you are on your own in a small practice or have one to two other lawyers with whom you associate, then your work environment and issues
around personal branding are different, but they can lead to the same potential problems.

Client #2, Joe: Joe graduated at the top of his law school class four years ago. Immedi-ately after law school,
Joe spent one year working at a large law firm as an associate in the business law section. In that capacity, Joe
never directly met with any clients. His main focus was learning the law and drafting vari-ous transactional
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documents. These documents went to senior associates for review and then on to the partners at the firm.Joe’s
firm had to make certain cutbacks due to the economy. As a result, Joe lost his associate job after the first year.
He couldn’t find another job in a firm, so he did the only thing he could do—he decided to start his own firm. Joe
started the firm with three other associates, two of whom had also been downsized from Joe’s old firm and one
with whom Joe had attended law school. Of the four lawyers, only one had any experience interacting with
clients. One of them had never worked for a law firm. None of them had ever had to market their services. None
of them had ever run a business nor networked. In fact, not surprisingly, neither Joe nor his three partners had
any law school course work on marketing/personal brand manage-ment. What were Joe and his three partners
to do?

In-House Lawyers
Most in-house lawyers don’t think much about marketing, personal branding, and so on. In the past, by the time they went in-house, they were
established as lawyers and working for a company was the final stop in their legal careers. The economic landscape has changed that scenario for
most lawyers today. Let’s look at Jane, a former client.

Client #3, Jane: Jane practiced in a law firm as an intellectual property lawyer for five years as an associate
before being offered an in-house counsel position by one of her firm’s IP client companies. While at the firm, Jane
had focused on substantive IP work and had not found any opportunities in marketing or personal brand
development. When Jane went in-house, she spent three years working on substantive IP issues for her client
company. Most of her legal work and issues dealt with her internal “client” matters. After three years, her
company wanted to promote Jane to the position right below gen-eral counsel. However, the company could not
do so until the management saw Jane’s brand as a visionary and thought leader. Jane was panicking. She had no
idea how to change her brand from intellectual lawyer to vision-ary leader. What was Jane to do?
All three scenarios have a common issue. Up to this point, Suzie’s, Joe’s, and Jane’s practice of law did not include enough (or any) time for the
nonsubstantive business portion of their practice. Their work environment and structure did not emphasize the marketing and personal brand and
business development part of legal practice. Thus, the three lawyers in these scenarios had no real skill set upon which to build a business or get
promoted.
Your legal business can be divided into two parts:
1. Fifty percent is about your substantive work product. If you are not able to do the substantive work, then there is no market for you in any way as
a lawyer. This fact quickly becomes evident. End of story.
2. The other fifty percent is about your nonsubstantive work product. What does that mean? If you are unable to get clients, your substantive
expertise will not matter. Getting clients is where most lawyers potentially fail regardless of where they work—for a law firm, as an in-house
lawyer, or as a solo practitioner. We tend to hang our hats on the notion that we are fabulous practitioners of the law. Got a legal problem? Bring
it on. I can solve it!
In fact, as lawyers we tend to take shelter behind our substantive knowledge, as all professionals do. There is comfort in what we know and the
areas in which we demonstrate expertise. Often lawyers confess, “I don’t want to market myself. I went to law school to be a lawyer and not to be in
marketing.”
That’s great. But what would make me pick you out of the multitude of other lawyers who have the same practice area? The other lawyers have a
similar educational background and experience. So what distinguishes you?
The answer rests with the fact that why people hire you initially as their lawyer has nothing to do with your substantive work product. It’s because
of the fifty percent that is about you as a person. That’s why your personal brand matters so much. But when we come from a background and a
work environment that, for whatever reasons, were not very concerned with our personal brand, it is hard for us, as lawyers, to grasp the
importance and magnitude of our personal brand.
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Katy Goshtasbi provides an excellent yet simple definition of a personal brand: It’s what people say about you behind your back.
back. Essentially,
it’s your reputation.
As people have become more active on social media, though, the idea of a personal brand has expanded. Before social media, I suspect your
reputation was largely based on what your professional peers thought of you in the workplace. Now, however, people share their activities and
thoughts outside the workplace with pretty much everyone. This forces us to be more mindful about how our personal posts could affect our
professional reputation.
Recently, a law school asked me to speak about how to build a personal brand. As a solo practitioner who is active on social media and blogging, I know I have a
personal brand, but I don’t give it much thought. I’m just me, and so far I think that’s working out. But the invitation gave me the opportunity to reflect a bit more
on what I think my personal brand is. I ended up with two lists: (1) What I want people to think about me, and (2) How I convey that message.
Here they are:

What I Want People to Think About Me
• Competent lawyer
• Connected to the community
• Approachable
• Helpful
• Prevent problems
• Geek
• Wicked smart
• Blogger
• Author
• Professional speaker
• Sassy

How I Convey That Message
• T-shirt Friday,
Friday, jeans and sneakers
• Member of Local First Arizona
• Volunteer with Ignite Phoenix
• Speaker at Phoenix Comicon
• ABA Legal Rebel
• Two blogs, three books
• Active on social media
• Simple office, answer my own phone and email
• Swearing,
Swearing, rants
• Tattoos
• Awesome website

The Ultimate Test
The ultimate test of my brand, though, isn’t what I want professional contacts to think of me; it’s what they actually think about me. So I sent a survey to over 70
people I know who work in marketing or the legal industry, or who are entrepreneurs active on social media (and who I suspect understand personal branding). I
asked them to reply anonymously to a simple question: “What is Ruth Carter’s brand?”
I received 30 responses and was surprised by how remarkably similar they were to each other and to what I hoped people would think of me. Here’s a sampling:
• “Independent, off the beaten path, edgy … and yet somehow always professional.”
• “I find your brand to be someone who is intelligent, connected, community focused and has just the appropriate amount of quirk to make interacting with you
consistently fun and never boring.”
• “As an individual brand, you are a passionate, loyal, compassionate person always willing to help out a friend or cause that you believe in…. As a lawyer, you
are flexible and focused and speak to the meaning behind the law more so than the law itself. It makes you very approachable in a field where people often are
leery of engaging with lawyers and asking questions.”
What about you? When’s the last time you asked what people think of you and how your actions influence your reputation? (By the way, please remember that
“branding” is about being authentic, not trying to sell a fake persona.) If you want to do something similar and ask your contacts for feedback, I recommend using
an anonymous survey to get the most honest responses to your questions.
Ruth Carter is a lawyer, writer and speaker. Her law practice, The Carter Law Firm,
Firm, focuses on intellectual property, social media, First Amendment and flash mob
law. Ruth’s new ABA book, The Legal Side of Blogging for Lawyers,
Lawyers, launches this month. She is also the author of the ABA book Flash Mob Law: The Legal Side of
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Planning and Participating in Pillow Fights, No Pants Rides, and Other Shenanigans,
Shenanigans, as well as The Legal Side of Blogging: How Not to Get Sued, Fired, Arrested or
Killed.. In “Nothing
@rbcarter..
Killed
“Nothing But the Ruth,” she writes about the lessons she’s learning while building her new practice. Follow her on Twitter @rbcarter
Sponsored Links

»Work from anywhere. Intuitive legal practice management software. Free trial.
»Start saving time: top cloud-based practice management software.
»Manage my legal practice from anywhere on any device—HoudiniEsq.
»Learn more about the easiest way to get paid.
»Manage your practice with ease, for one small fee.
»Register now for Lawyernomics 2014. April 23-25, Las Vegas.
Illustration ©ImageZoo.
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8 Tips for Attorneys to Build Your
Personal Brand
Posted on June 2, 2010 by Pete Kistler

CONTENT PARTNERS

A lot of people think personal branding is only useful for celebrities. But anyone can
benefit from it to articulate their strengths, differentiate their unique value and leave a
lasting impression that wins clients and new business (if you’re new, start with the
personal branding worksheet). Today we’ll take a look at some tactics attorneys can use
to build their brand.

Not just for the famous
1. Create a portfolio of successes. Whether a website or print portfolio, showcase the
work you’ve done in the past. Ask past clients for testimonials and get permission to use
one of them as a case study. This builds trust in a world where trust is hard to come by,
and helps convince potential clients of your ability to accomplish the same results for
them.
2. Create a LinkedIn profile. This combination
resume, cover letter, references document and
database of your network makes it easier to sell
your services and make yourself accessible to
potential clients. Especially for attorneys, what
others say about your brand is more important
than what you say about yourself. If people rave
about your work ethic, get them to write a public
LinkedIn recommendation. (For help building your
LinkedIn profile, read my LinkedIn audit).
3. Attend events. Legal conventions and conferences are a great way to build local
contacts and spread your message. Know your specialty and how to talk about what you
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do. What type of legal services can you provide? What separates you from other lawyers
here?
4. Speak at events. This is much more effective than just attending events, and allows
you to showcase your expertise to a large group, many of whom will likely approach you
afterward with questions, contacts or opportunities. Speaking at events can be a
powerful advertising tool if you don’t sell your services, but genuinely sell your
expertise.
5. Write articles. This is a great marketing tactic. Depending on your writing portfolio
and the strength of your brand, you can write for a variety of content sources.
Magazines, online sites, blogs and article directories are a great place to contribute and
spread your brand to. If you have time, start your own blog, or use a blogging service
like Lexblog specifically tailored to lawyers.
6. Keep touchpoints of your brand up to date. As your name and personal brand spreads,
make sure your relevant information grows as well. Regularly update your LinkedIn
profile to include your latest contacts, experience information, and summary. If
information about your brand is not current, it reflects poorly on you.
7. Stay in the loop. Do a Google search for other legal bloggers in your nichie and see
what they’re doing to market themselves. For example, check out Brent Britton’s blog
http://www.brentbritton.com/ – Brent is an intellectual property attorney who
specializes in utilizing social media to educate, enlighten and entertain his followers.
8. Don’t go nuts with social media and become onedimensional. LinkedIn, blogging, etc.might seem like a lot
of work. Don’t get too sucked into social media to the
point that it distracts from your work tasks at hand.
Experiment with different tactics and see what works. If
speaking gigs get you on average two new clients, and a
month of blogging does the same, drop whatever takes more time and focus on the
biggest wins.
In the end, it is on you to spread your expertise and grow your reputation. How do you
do it now? Has the web changed any of your tactics? Do you plan to use the web more
moving forward?
Author:
Pete Kistler is a leading Online Reputation Management expert for Generation Y, a top 5
finalist for Entrepreneur Magazine’s College Entrepreneur of 2009, one of the Top 30
Definitive Personal Branding Experts on Twitter, a widely read career development blogger,
and a Judge for the 2009 Personal Brand Awards. Pete manages strategic vision for Brand‐
Yourself.com, the first online reputation management platform for job applicants, named one
of the Top 100 Most Innovative College Startups in the U.S.
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BY VICTOR LI (HTTP://WWW.ABAJOURNAL.COM/AUTHORS/27587/)
Lawyers can use personal branding, storytelling and even romance (in a
metaphorical sense) to create a base of loyal clients that will help bring in
additional clients and work.

Peter Shankman. Photo by Jacob
Kepler.

On Thursday, the second day of Avvo’s Lawyernomics
(http://conferences.avvo.com/) conference in Las Vegas focused on how small-firm
and solo practice lawyers can improve their marketing and distinguish
themselves from their competitors. The conference, being held at the
Venetian Hotel, got under way on Wednesday as attendees learned how
to maximize their presence on Avvo, which allows lawyers to claim and
add to detailed profiles of their practice, lets attorneys answer legal
questions posted on the website and allows potential clients to connect
with the lawyers they choose.

The Thursday sessions focused on marketing and branding, and how quality content can attract clients and turn
them into loyalists. Keynote speaker Peter Shankman kicked off the sessions by telling humorous anecdotes from
his career, which included forming AOL’s newsroom in 1995, creating Help a Reporter Out (HARO), and making a
snarky T-shirt about the movie Titanic that got him invited onto the Howard Stern Show, among other things.
Shankman, author of Nice Companies Finish First: Why Cutthroat Management is Over, and Collaboration is in,
had said he intended (http://www.abajournal.com/news/article/the_marketing_benefits_of_being_nice_will_be_touted_at_lawyernomics_confere/) to
speak about how being nice to clients would help lawyers generate business.
However, Shankman spent more time advising the audience on how to create a strong brand. “All you have is
your brand,” said Shankman. “Make sure you brand everything you do. There’s nothing worse than creating
amazing content and then finding it on another website because you didn’t bother to brand it.”
Shankman advised lawyers to be transparent, telling them that mistakes are inevitable. Instead of lying about or
ignoring those mistakes, if lawyers own and promise to learn from them, their clients will trust them more. “You
will create loyalists, and those loyalists will do your public relations work for you,” said Shankman. “If you aren’t
transparent, you will get caught.”
“There are so many ways to reach an audience,” Shankman said, “but how do you know how your clients like to
get their information? It’s simple: ask them. If you can give them information they want the way they want it, then
they’ll be loyal to you.”
Lawyers can also use storytelling to establish their brands. Jay Shepherd, former lawyer and owner of Shepherd
Law Group in Boston, talked about the value of narrative devices in connecting with potential clients.
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“Most lawyer marketing looks the same,” said Shepherd, who is now writing legal thriller novels. Potential clients
will connect with an attorney more if that lawyer has an interesting story to tell, he said. “Storytelling allows
lawyers to differentiate themselves and connect with clients and make them want to work with you,” said
Shepherd. “We’re hardwired to learn through stories.”
Indeed, Shepherd maintained that lawyers should take advantage of their natural storytelling skills and create a
powerful narrative that resonates with clients. Avoid using jargon and legalese, he advised, and write the way you
talk and as if you were writing for a good magazine or newspaper.
For instance, Joleen Hughes, principal at Hughes Media Law Group, relies on her background in the music
industry to brand her firm’s lawyers as “lawyers who rock.” Hughes, who served on a panel with Cozen O’Connor
family law partner Jennifer Brandt and Saper Law principal Daliah Saper, wrote on her firm’s website that she
once ran a management and production company that worked with several legendary Seattle bands, including
Pearl Jam, Soundgarden and Alice in Chains. “Your lawyers should rock, and our brand is that we rock,” Hughes
said. “We want to do the best for our clients and rock for you.”
And nothing resonates with people like a love story. “Don’t kiss your clients, but market like you want to,” said
Avvo CEO Mark Britton.
The lawyer-client relationship is a lot like a romantic one, said Britton, and like singles looking for love, lawyers
are looking for a long lasting, loyal partnership with their clients.
“There are only three questions a lawyer needs to ask a prospective client,” Britton said. “Can I satisfy your
needs? Can you satisfy mine? How do I contact you?”
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