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tly negative when you're talking
aboutthe general-interest media,”
points out Glenn Hansen, com-
munications director at American
Suzuki Motor Cotp., which makes
ATVs and dirt bikes. “Television
historically has been negative since
that CBS 60 Mznutes segment.”

Luve L,;ablb, &:Xﬁulb LVIISC VIUULIL,
director of communications for
the Specialty Vehicle Institute of
America (SVIA) and its sister or-
ganization, the All-Terrain Vehicle
Safety Institute. “We offer free
ATV training for any media mem-
berwho wants to take it so they can
write stories on what are the im-
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® Use a regional strategy. Target the Western recreati
spots where demand for off-road vehicles is greater, z
to target other regions like the Midwest with more uti
themed stories, such as ATVs as a work tool for farme
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LMAstatesits casein‘NYTimes’

Who is your client, andwhat are its media goals?

Cyrus Afzali: The Legal Marketing Association (LMA) is a not-for-
profit group charged with - advancmg the cause of legal marketing. It
was looking to use PR to get out in front of what it considered to be
overbroad rules changes to legal marketing that were being put in
place by the state of New York.

The New York Times Business
section is obviously a high-profile
outlet, but what made it a good
target for this cause?

Ehe New York Times
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Getting Law Firms to Like Commercials
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Afzali: The New York Times
Business section is read by law-
vers and legal firms around the
countty, and because these new
rules could potentially impact
every lawyer who did business in
New York, it was a good fit.
While doing some media out-
reach on the issue, we got wind
that one of the Tzmes’ reporters,
Maria Aspan, was already at
work ona column about legal TV
ads, so we pitched her on using
the LMA as an expert source to talk about the broader rules changes.
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Name:Cyrus Afzali, president, Astoria
Communications (Sloatsburg, NY)

Placement: The New York Times,
June19

Pitch timeline: Six months

The changes to the New York legal marketing rules are fairly conplex
—was it difficult to explain the LMA's take on this issue?

Afzali: No. What we did was position it as a business issue, and even
without hard financial numbers, we were able to argue that these
changes would have a negative impact on the whole legal business.
LMA's past president Kim Perret spoke to Aspan about the marketing
preferences of different types of law firms and the decision-making
process they go through, and whether advertising is a good choice for
their culture.

What was the impact of the hit?

Afzali: Thestory ran June 19 and did agreat job of validating the work
the LMA was doing on behalf of the legal profession. Tt also triggered
a call from MSNBC to get comment on another issue involving legal

marketing, and so the organization was really pleased with the story. &
David Ward
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. Univisionhoststhe first presidential debate
heldin Spanish, as well as English, but it gets
lukewarm reviews from TV, political critics

| Unionized Wall St. Journal staffers post provocative S
| "Show Me the Money" signsinthe newsroom when S
i newowner Rupert Murdoch comes to visit p
USAToday celebrates its 25th anniversary, remaining T
| the US'largest newspaper by circulation \nd seeing rev- n
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WITH THE EXPLOSION in
popularity of so-called virtual
worlds, the question of what,
exactly, businesses can do to har-
ness these new entities is some-
times difficult to answer. What
tools are there to help a business
find its way in the murky maze of
virtual worlds?

Well, for a start, there are old-
fashioned conferences. It might
be surprising to find that the peo-
ple behind the virtual communi-
ties still interact with one another
in person, but that’s exactly what
they need, says Chris Sherman,
executive director for Virtual
Worlds Conference.

Next month, Sherman is hosting
the Virtual Worlds Fall Confer-
ence and Expo in San Francisco,
hoping to help businesses find
their best options in the virtual
world. He says many industries
don’t yet understand how they
can harness one of the more than
25 virtual worlds to best engage
with customers, partners, and
employees. So why not hold the
conference virtually?
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