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You and your partners have worked hard to build a successful practice, and you are now well known 
within your niche.
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The issue now becomes: do we stay local? Or expand nationally? Even if the decision is made to 
remain a single-office practice, that does not mean that your clientele cannot come from all parts of 
the U.S. We will discuss how you can ‘expand your footprint’ to become a national brand in the field of 
law.

Your Practice’s Persona
Can a law practice have a 
personality? The straightforward 
answer is ‘yes’. We are not talking 
about the personalities of the 
members of your firm, but rather 
what the firm itself is known for, 
how it is perceived in public, and 
what elements have given it that 
persona. In order to achieve the 
legal market share you presently 
enjoy, clients within that market 
have had to come to associate your 
firm with the specific legal services 
they require. In some towns, a 
person in need of a personal injury 
lawyer will immediately connect 
with that billboard they have 
passed numerous times on the 
way to work or will recall that your 
firm obtained a six-figure 
settlement for a relative or that 
radio spot they paid little attention 
to in the past, now becomes quite 
relevant. In other words, your 
practice now resonates with the 
needs of the clients within your 
market, over and above the 
recognition of other practitioners.

What It Takes to Go 
Big—But Stay Local
If you or your partners are not yet 
poised to expand into another 
state, but you need to become 
‘better recognized’ as the go-to 
firm in your field, one of the best 
methods to achieve that expansion 
is to network for referrals from a 
variety of connections, including 
former clients, fellow attorneys, 
and the businesses with whom you 
interact. And that, of course, entails 
‘outperforming’ the competition in 

your area. Many stories have been 
told of attorneys picking up new 
clients from ‘the other side of the 
table’ after a successful real estate 
closing or commercial business 
negotiation. It’s not that the other 
side didn’t appreciate their own 
attorney’s efforts or 
representations; it's just that you 
and your firm outshined him or 
her.

Be mindful, however, of the Canon 
of Ethics regarding any in-person, 
telephonic, or electronic 
solicitation of a prospective client 
who did not initiate contact with 
you or to anyone who has made it 
known that they do not wish to be 
solicited for legal services. 

Leaving the Local Nest
Let’s assume that at some point, 
your firm does decide to take the 
practice ‘on the road’, and expand 
beyond your current location. 
Obviously, in order for your firm to 
practice in another state, the 
attorney(s) practicing there will 
have to be licensed in that state 
unless the local rules for pro hac 
vice representation under a local 
attorney’s license have been 
adhered to. That being said, the 
procedure typically applies in 
high-profile or high-value cases, 
where it is impractical for the 
lawyer in such cases to actually get 
licensed in each state where his 
client’s litigation is filed or 
transferred to. Nationally known 
criminal lawyers such as the late F. 
Lee Bailey or Johnnie Cochran 
come to mind, as do contemporary 

� The Issue
How to put a national 
brand association 
between your firm 
and the market you 
serve or want to 
serve.

� The Gravamen
National name-brand 
status can be 
achieved even if your 
firm remains in its 
customary, 
locally-established 
offices.

� The Path Forward
Expanding your firm’s 
footprint, whether 
locally or nationally, 
will require 
marketing tools 
across a wide 
spectrum of media, 
both traditional and 
social media, and 
making use of 
expanded 
networking among 
colleagues and 
clients.
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high-profile trial lawyers such as 
Alan Dershowitz or Robert 
Kardashian. All of their practices 
were national in nature, but 
without having to open up an 
office and obtain local licensure in 
each instance.

Conversely, a certain ‘nationally 
known’ Securities Fraud firm 
started out in New York but now 
has offices in nine U.S. cities while 
still specializing in that same niche 
practice.

Becoming a Brand
Whether expanding locally or 
nationally, branding your firm 
involves either a written or audio 
message (or both) along with a 
memorable visual or audio theme 
that can be a recognizable logo or 
an easy-to-remember tagline. 
Either way, the ready association 
between your area of practice and 
your firm is the goal of branding. In 
fact, that establishes a level of 
‘interaction’ even before the new 
client has met you in person ( even 
if you’ve never bought a Tesla, you 
certainly know the brand!)

Perhaps your offices are situated in 
a building that you own, and your 
local signage regulations permit 
you to emblazon your firm’s name 
on your building. If you are an 
anchor tenant in a ‘trophy 
building’, your lease may allow 
such a prominent display of your 
firm’s name, visible to all. In 
addition, promoting your firm’s 
lawyer personalities by way of 
promoting attorney profiles serves 
to build a ‘resume’ for your firm 
while at the same time putting a 
personal face on it.

Staying Connected
With today’s high-tech 
connectivity capabilities, more and 
more law firms are greatly  
increasing what was once only 
local market participation by 
expanding their practice’s national 
and even global footprint. The ease 
with which this can be 
accomplished has been clearly 
demonstrated in the course of the 
COVID-19 pandemic, whereby 
remote work technology has been 
advanced across many platforms. 
The bottom line is that even if you 
decide to ‘stay local’, ‘think global’, 
or at least ‘national.’

Practice 
Assessment:
Conduct a realistic 
assessment of how 
your practice has 
grown and whether it is 
at the point you 
targeted for the current 
year.

More to Grow:
If the local market you 
currently serve allows 
for further expansion, 
then your focus should 
be on increasing 
branding and 
recognition at the local 
level.  

Expanding 
Outward:
If your practice has 
reached the point 
whereby you are locally 
saturated and you have 
the resources-both, 
financial and 
human—to open an 
out-of-state office, then 
your planning should 
be in that direction.

Client Needs:
Regardless of how 
successful your 
practice is locally, if 
your client demand 
necessitates ‘going 
national’, then apply 
your branding 
campaign nationwide. 

Action
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1. https://www.clio.com/blog/law-firm-branding/

2. https://www.forbes.com/sites/forbesbusinesscouncil/2021/07/27/how-to-define-your-law-
    firms-brand-identity/?sh=2b40c8c8447c

3. https://dagmarmarketing.com/blog/law-firm-branding-guide/

4. https://abovethelaw.com/2022/05/going-international-tips-for-expanding-your-legal-
     practice/

5. https://www.inboundlawmarketing.com/law-firm-marketing-strategy/
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GREENPOINT STAFF COUNSEL AND 
CONTENT EDITOR

After receiving his Juris Doctor degree from The John 
Marshall Law School in Chicago, Mr. Brochin served as 
an Administrative Law Judge with the Illinois 
Department of Labor for six years where he presided 
over cases dealing with job separation issues and 
matters pertaining to contested Unemployment 
Insurance claims. He also co-wrote the agency’s 
administrative rules, and periodically served as a ‘ghost 
writer’ for Board of Review decisions.

Following that position, he was Director of 
Development for a Chicago-area non-profit college 
where he was responsible for High Net Worth 
donations to the institution. For the next eighteen 
years he practiced as a solo practitioner attorney with 
an emphasis in the fields of Real Estate law and 
Commercial Contracts transactions, and was an agent 
for several national title insurance agencies.

In 2003 he was recruited to head up a U.S. title 
insurance research office in Israel, a position he held 
for four years, and between 2007-2017 he participated 
in litigation support for several high-profile cases. He 
has taught Business Law as a faculty member of the 
Jerusalem College of Technology, and has authored a 
wide variety of legal White Papers and timely legal 
articles as a professional legal content writer for GPL 
clients. Separate from his legal writing, he has 
co-authored academic articles on Middle East security 
topics that have been published in peer-reviewed 
publications.

MANAGING DIRECTOR

William Anderson is Managing Director and Head of 
Law & Compliance. He leads the GreenPoint practice 
in providing regulatory, legal, and technology 
solutions to law firms, legal publishers, and in-house 
law departments around the world, overseeing our 
team of experienced US attorneys and data and 
technology experts. Will has over 25 years’ experience 
working with corporations to improve the 
management of their legal and corporate compliance 
functions. Will began his legal career as a litigator with 
a predecessor firm to Drinker, Biddle LLP. He then 
served as in-house counsel to Andersen Consulting 
LLP, managing risk and working with outside counsel 
on active litigation involving the firm.

Will has leveraged his legal experience interpreting 
regulations and appearing before federal (DOJ, SEC, 
FTC) and state agencies (NYAG) to oversee research 
and other areas at Bear Stearns. In this capacity, he 
counseled analysts on regulatory risk and evolving 
compliance requirements. Will also consulted on the 
development of a proprietary tool to ensure effective 
documentation of compliance clearance of research 
reports. Will then went on to work in product 
development and content creation for a global online 
compliance development firm pioneering the 
dynamic updating of regulated firms’ policies and 
procedures from online updates and resources. Will 
holds a Juris Doctorate with High Honors from the 
Washington University School of Law in Saint Louis 
and is admitted to state and federal bars. He lives in 
Pawling, NY, with his wife and daughter.

Pranav Menon, Esq.
LEGAL RECRUITMENT MANAGER 
AND DATA PRIVACY SPECIALIST – 
LAW & COMPLIANCE |  GPESR

Sanjay Sharma, PhD
FOUNDER AND CHAIRMAN
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About GreenPoint Excecutive 
Search and Recruting

� Founded in 2001, GreenPoint Global offers a blend of 
proprietary technology and US-trained lawyers to 
provide advanced legal solutions to our clients. As 
part of GreenPoint Global, the GPESR team draws 
upon a deep knowledge base across multiple 
disciplines including Legal, Publishing, IT, Finance, 
and numerous other industries.

� By virtue of our unique methods and a proven 
history of providing top-tier legal services to our 
clients, the GPESR team is capable of supporting a 
diverse client base both in the US and globally. From 
solo practitioners to AmLaw 100 firms, legal 
publishers, Fortune 1000 companies, and in-house 
law departments, our team offers legal staffing 
solutions to suit any business needs. GPESR 
provides skilled attorneys in either permanent 
placements or temporary contracts through a 
selective recruiting process. Adherence to quality, 
value, and flexibility are hallmarks of our offerings.

� Ensuring privacy and security of client data is a 
critical component of our business. GreenPoint has 
instituted rigorous physical, administrative, and 
technical safeguards to protect the integrity, 
security, and privacy of client data, all of which 
comply with the most stringent US and global 
standards and regulations.

International Corporate Center, 555 Theodore Fremd Avenue, Suite A102, Rye, NY 10580

About GreenPoint 
Law & Compliance

� GreenPoint Global was founded in 2001 and since 
that time has faithfully served an expanding roster 
of clients. GreenPoint leverages a unique 
combination of US-trained attorneys and 
proprietary technology to deliver a unique offering 
of skill and flexibility to meet client needs. 

� Our core team of experienced US attorneys is 
based in Israel and works US hours. The breadth of 
experience of our attorneys ensures high-quality, 
cost-effective results across a wide range of legal, 
compliance, and regulatory matters.

� GreenPoint’s methodology and proven track record 
of achieving client objectives has resulted in a 
broad base of clients in the United States, ranging 
from Fortune 500 insurance companies to solo 
practitioners, law firms, in-house law departments, 
and legal publishers. GreenPoint attorneys are 
selectively recruited and deployed based on 
possessing demonstrable subject matter expertise 
covering a broad spectrum of substantive US laws 
and regulations. The work product of our attorneys 
is thoroughly vetted internally before delivery to 
client. Adherence to quality, value and flexibility is 
at the core of our foundation.
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