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The Blog and How to Use It: Web Feature Catches On 
By Elizabeth Bennett 
Ofthe DLW 

Members of the legal community 
may have noticed some new jar
gon creeping into the lexicon 

these days -terms like blawg, aggrega
tor, Rich Site Summary and Extensible 
Markup Language. 

These are words associated with blog
ging, an exploding phenomenon among 
groups as varied as political journalists to 
soldiers in combat that is getting more and 
more attention in the legal world, includ
ing in Delaware. 

Lawyers are discovering that legal blogs 
- or blawgs, as they are called in the lat
est tech patios - are great marketing 
tools, excellent knowledge-management 
resources, and a convenient way to share 
ideas and build community. 

Widener University School of Law 
began its own blog a little over two weeks 

ago through its Legal Information Center. 
Maggie Stewart, the center's reference out
reach librarian who posts most of the con
tent, said the site was launched to keep 
students up to date on legal research, news 
and goings on at the library. 

Blogs@Widener Law Library also offers 
a legal news aggregator, a news feed from 
other legal blogs around the country often 
termed a rich site summary, or RSS. 
Widener features links to Blawg Republic, 
the Illinois Trial Practice Web log, and the 
Jurist, a project of the University of 
Pittsburgh School of Law, among others. 

Links to other useful blogs, especially 
those of high-profile law professors, are 
also a feature of Delaware Corporate and 
Commercial Litigation, a blog started in 
April by Francis G.X. Pileggi, an attorney 
with Fox Rothschild in Wilmington. It is 
hosted by LexBlog, a Seattle company in 
the business of handling the technical 
aspects of blogging for busy lawyers. 

Pileggi's site deals with topics germane 
to his practice as a corporate litigator, and 
he says it helps him get his ideas out there 
in a more timely manner than traditional 
publications. 

"I've published a lot of articles in legal 
publications. . . . Whef\) found out about 
blogs I realized that in many ways it is 
similar to a columnist in a newspaper," 
Pileggi said. "Instead of waiting for a col
umn to come out three times a week, if 
you like that columnist you can go to the 
blog and see it more frequently. I thought, 
this is more efficient and increases timeli
ness." 

Another advantage to blogging, said 
Pileggi, is that it enforces discipline. He 
reads opinions faster then he would have if 
he didn't need to generate content. 

While Pileggi said it's sometimes hard 
to find the time, his young blog may wind 
up saving him time in the long run. 

Blog continues on page 4 

Delaware Law Firms Warm Up to Marketing and Public Relations 
By Elizabeth Bennett 
Of the DLW 

A s law firms across the country grow 
increasingly market savvy, those in 

Wilmington have been relatively hesitant 
to jump on the publicity bandwagon, but 
there are signs that is beginning to 
change. 

Young Conaway Stargatt & Taylor is in 
the middle of a search for a full-time in-

satellite offices of national firms importing 
the established publicity practices of their 
home offices, and you've got a rising level 
of marketing sophistication in Delaware. 

"We're growing, and as our firm grows 
we need to coordinate our message and 
make it more consistent," said Michael R. 
Nestor, the marketing partner for Young 
Conaway, a firm with roughly 100 actor-

neys and offices in Wilmington and 

Georgetown. "We want to work toward a 

business development model that has been 

adopted by other firms of our size." 

Nestor said Young Conaway is talking 

to parties interested in the marketing 

director position and will probably make a 

Public Relations continues on page 5 

house marketing director after about three Legla scholar talk about 
years of working with an outside consult- Delaware courts and 
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Associates, an international business-mar
keting firm based in Washington. 

Add to the mix young firms like the 
Delaware Counsel Group - which has 
been using an outside marketing consult
ant to carve a niche for itself- as well as 
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decision in the next couple of months. 
Micah Buchdahl, a lawyer and market

ing consultant who runs HTMI..awyers 
Inc. in Moorestown, N.J., has been :work
ing with Young Conaway for about three 
years. He said the firm's new employee, 
when hired, will be the "first full-fledged 
marketer in Delaware," adding that the 
state "has been behind in regard to other 
markets." 

While change has been coming slowly 
to Delaware since the landmark 1977 case 
Bates v. The State Bar of Arizona, in which 
the U.S. Supreme Court opened the door 
to advertising by law firms, Buchdahl said 
there have been "larger firms from outside 
Delaware opening practices and opening 
offices in and around Wilmington that 
play a supporting role." 

For example, the presence of interna
tionally known corporate law firms such as 
Skadden Arps Slate Meagher & Flom have 
had an effect. 

John James, a partner with Potter 
Anderson, agrees that the landscape is 
changing. 

"Firms around the country have discov
ered the big national practice that we have 
here. That has changed the climate .... 
There are a whole slew of Pennsylvania 
firms. There is a large bankruptcy practice 
here that sort of changed the dynamic." 

Until recently, James said, marketing 
and public relations didn't seem essential 
in a legal community small enough for 
everyone to know everyone else, where 
there was plenty of work for everyone. 

Morris James recognized the growing 

competition in Wilmington and not only 
turned an existing employee into a full
time marketing coordinator, the firm also 
just entered into an agreement with The 
Brownstein Group, a Philadelphia adver
tising agency that specializes in branding. 

David H. Williams, managing partner 
of Morris James said the branding effort is 
currently getting off the ground. Though 
Williams said such initiatives take time to 
be effective, the firm has already reaped 
some benefits from its marketing person. 

"It's important to have a full-time per-

Of course, Delaware firms 
often seek a narrower form of 
attention than big national 

players because of their 
common role as local counsel. 

son to develop the expertise to market 
effectively," Williams said. 

For instance, when he attended the 
groundbreaking for a new building in 
which the firm will be leasing space, the 
marketing person was able to introduce 
him to reporters from TheN ews Journal and 
Delaware Today. 

Of course, Delaware firms often seek a 
narrower form of attention than big 
national players because of their common 
role as local counsel - one reason that the 
state's firms have been comparatively dis
interested in self-promotion. 

"If you are functioning as local counsel 
you have a referral relationship with large 
national firms and you don't want to pres
ent as a competitor," Williams said. "That 
can be a little delicate." 

If you are a new firm doing local coun
sel work, however, you have little choice 
but to get your name out there. The 
Delaware Counsel Group, started by three 
senior practitioners from Stradley Ronon 
Stevens & Young, opened for business in 
early 2004 and brought an outside mar
keting consultant on board about a year 
later. 

DCG hired Fountainville, Pa.-based 
Gina Furia Rubel, a marketing consultant 
who is also an attorney, for a specific rea
son, said founding partner Heather D. 
Jefferson. Almost a ye;ar into its practice, 
DCG applied for certification from the 
National Association of Minority and 
Women-Owned Law Firms and sought a 
professional to make the most of the 
opportunity. 

The certification was "a very vigorous 
process .... When we knew we were get
ting closer and closer, we really needed an 
expert to help us get the word out. This 
went beyond normal lawyer marketing 
activities," Jefferson said. 

Specifically, membership in NAM
WOLF means that big law firms in finan
cial centers like New York City can use 
DCG as their local Delaware counsel while 
fulfilling any goals they have for the use of 
women and minority partners. 

"We needed professional help to get 
that message out." Jefferson said. "We do a 
good job of marketing and building the 
business. Public relations is just a slightly 
different set of skills." • 
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