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PUBLIC RELATIONS

Strong Legal and B2B Experience

I have promoted the capabilities, credentials and perspectives of some of the country’s leading law firms, ranging
from AmLaw 50 firms to much smaller shops, strategically positioning their lawyers as thought leaders, with a
strong focus on Corporate, Finance, Life Sciences, IP, Litigation, Family Law, Product Liability and Energy. Law firm
PR clients have included:

Dechert (in-house consultancy)

Kaye Scholer (in-house/PR & Communications Manager)
Thompson Hine

Morrison & Foerster*

Fulbright & Jaworski*

Thelen*

Venable*

Blank Rome*

Golenbock Eiseman Assor Bell & Peskoe*

Additional national and international agency clients have hailed from the non-profit, real estate, HR & employment,
entertainment, tech, economic development, education and healthcare spaces. This allows me to operate
comfortably in a wide range of vertical industries, for law firm clients.

The International Institute for Conflict Prevention and Resolution

New York International Arbitration Center, AcumenADR and Arbitration Place
Healthcare staffing company, HCL International

Non-profits Toy Industry Ass’n and American Management Ass’n*

Tech and economic development entity, USVI Research & Technology Park*

Real estate developer, The William Kaufman Organization*

Dating service, It’s Just Lunch*

Celebrity lecture series, SmartTalk Women*

*Denotes clients assisted before I launched my own consultancy, while employed at other PR agencies.




THOUGHT
LEADERSHIP

MEDIA COVERAGE

HOW PROFESSIONAL SERVICE PROVIDERS CAN USE
CURRENT EVENTS TO ENHANCE THEIR REPUTATIONS BY
SERVING AS AN OBJECTIVE THIRD PARTY SOURCE...

CASE STUDY: When The New York Times published the article, “Vast Mexico Bribery Case
Hushed Up by Wal-Mart After Top Level Struggle,” I reached out to members of my AmLaw100
law firm’s White-Collar Litigation & Investigations Practice to see if anyone might be available to
serve as a media source on this breaking news.

The firm’s White-Collar group responded quickly, working together both to designate an
appropriate spokesperson and to clear any potential client conflicts (always a critical step). Over
the next three days, the partner made herself available for all media opportunities I proactively
arranged and helped her to prepare for.

The results? More than 40 newspaper and online outlets highlighted this partner’s insights on
FCPA issues and how they applied to the Wal-Mart situation.

In addition to the outlets listed in the
sidebar, I helped to write/edit and place the following bylined
articles:

Thomson Reuters:
“Wal-Mart Scandal Offers Early Lessons for Compliance and
Crisis Management”

Corporate Counsel
“Wal-Mart Scandal Highlights Gray Areas in Whistleblower Laws”

This partner was quoted in the
following stories:

Bloomberg: “Wal-Mart Bribery
Probe in U.S. Seen as Expanding to
Consider Coverup Claims”

Picked up by:
Bloomberg BusinessWeek

The San Francisco Chronicle

The Financial Post

The National Post

The Gazette

The Portland Press Herald
Montreal Gazette and

Money News, among several other
outlets

Thomson Reuters: “Analysis: In
Wal-Mart Probe, a “Black Box” of
Possible Fines”

Picked up by:
Chicago Tribune

CNBC

Reuters India

Yahoo! Finance and

Yahoo! Canada, among other outlets

USA Today: “Public Company
Foreign Bribery Cases Rarely Go to
Trial”



http://www.kayescholer.com/news/publications/Wal-Mart-Scandal-Offers-Early-Lessons-For-Compliance-and-Crisis-Management-26Apr2012
http://www.kayescholer.com/news/publications/Wal-Mart-Scandal-Offers-Early-Lessons-For-Compliance-and-Crisis-Management-26Apr2012
http://www.law.com/jsp/cc/PubArticleCC.jsp?id=1202550427058&WalMart_Scandal_Highlights_Gray_Areas_in_Whistleblower_Laws
http://www.sfgate.com/cgi-bin/article.cgi?f=/g/a/2012/04/25/bloomberg_articlesM2ZOPM1A1I4H01-M324G.DTL
http://www.sfgate.com/cgi-bin/article.cgi?f=/g/a/2012/04/25/bloomberg_articlesM2ZOPM1A1I4H01-M324G.DTL
http://www.sfgate.com/cgi-bin/article.cgi?f=/g/a/2012/04/25/bloomberg_articlesM2ZOPM1A1I4H01-M324G.DTL
http://www.reuters.com/article/2012/04/25/us-walmart-fcpa-idUSBRE83O1DD20120425
http://www.reuters.com/article/2012/04/25/us-walmart-fcpa-idUSBRE83O1DD20120425
http://www.reuters.com/article/2012/04/25/us-walmart-fcpa-idUSBRE83O1DD20120425

Bloomberg Law

US Law Week

How Lawyers Can Lead Thoughtfully Through Proactive PR

@ Tania Zamorsky
Zamo PR and Communications

PR and media relations play an enormous role in the business
of law by promoting firms’ capabilities and increasing brand
awareness, writes Tania Zamorsky of Zamo PR and
Communications.

Some might assume that public relations is all about celebrities,
products, or parties—but surely not lawyers and the like.

But as I learned when [ moved from legal practice into legal
marketing almost 20 years ago, PR and media relations play an
enormous role in the business of law, helping to drive critical
awareness of capabilities and brand. When you see a lawyer

quoted in a top-tier outlet, odds are that a PR person—at least
initially—made that happen.

Reservations, Rebutted

A historically cautious bunch, some lawyers are suspicious or even
fearful of PR.

However, if approached thoughtfully and professionally—with an
understanding of how to work effectively with journalists, and of
course steering clear of client conflicts—PR’s potential rewards
exponentially exceed its risks.

Others may feel too busy to talk to the press. I once had a
professional (albeit, medical) say, “My rate is X hundred dollars an
hour—is the reporter going to pay me for my time?”

Of course, PR is something that professional service providers pay
for. They do so because they understand that earned editorial
coverage from serving as an objective third party source on
matters that aren’t their own gives them a level of credibility that
comes across as far more trustworthy than any advertisement or
“advertorial.”

Even if someone isn’t devoting an entire story to you, being
regularly quoted as a source in top-tier outlets and industry trades
can make you seem like the source to clients researching you—an
extremely valuable outcome.

How to Get Started

So how does one build the foundation for proactive PR? Where do
you start? What should you talk or write about? After all, thought
leadership doesn’t mean churning out commentary simply for its
own sake, without critical context or a strategy that drives your
business objectives.

First, identify your professional passion, specialty, or niche. If
you're particularly skilled at or knowledgeable about one specific



thing, such as a sub-category of a broader practice area, consider
focusing some of your effort there. You might become the go-to
person on that subject.

Think about your ideal audience and goal. Let others frantically
and simultaneously chase the trending topic of the day. PR is too
time-consuming to be used simply to show your smarts. What kind
of client or other audience are you trying to attract? For what type
of matter or specific project? Focus your efforts and your offered
commentary or content there.

Find out what your clients are most concerned about or interested
in right now. Out there on the ‘front lines,” you're in an ideal
position to spot the trends or developments that truly matter now.
The real-world answers to these questions will help shape and tell
a newsworthy story. Reporters will want to tell it as well.

Ask yourself if you've recently made any distinctions in your work
or business, or changed a strategy or approach. The answer to
these questions may not be hard “breaking news,” but they can
still lead to a perfectly respectable story or feature article.

You already know what’s newsworthy; you just don’t know that
you know it. Any area that is unsettled or in flux, where some
controversy exists, is potential news or editorial.

Reporters appreciate legitimate leads. If you give someone an idea
to run with, they will likely quote you in the story. Even if you can
speak only on background, you've established yourself as a helpful
future source.

Although it applies more to bylined articles than news stories,
everyone loves a “tip” story. Fill in this blank in a way that might
speak directly to what’s important to your clients: “Five Tips for

” or “10 Things You Need to Know About " Don’t
worry, you won't reveal all; you will simply skim the surface,
inspire curiosity and/or concern, and then invite the reader to
contact you for further information.

Any first-year law student can provide a staid summary of a fact
pattern and ruling. To help your soundbite or other content stand
out: Consider being a bit bold (even provocative, if appropriate),
address an existing controversy, offer a new angle, and explain
why your information really matters and the specific impact it
could have. Most importantly, what do the people impacted need
to do now?

After Being Quoted or Published

Share your coverage on your firm and personal website, blog,
and/or social media platforms, and enlist colleagues to do so as
well.

To build momentum, consider pitching the topic more broadly—
maybe with a different angle—to other media or in other forms. If
you’'ve been quoted in one outlet, offer to write an article in
another. Is the topic timely and important enough to support a
client alert or even a webinar? Discuss with your marketing team.

Following these tips can help your thought leadership stand out
from the sometimes mindless content cacophony—and truly
shine.

This article does not necessarily reflect the opinion of Bloomberg
Industry Group, Inc., the publisher of Bloomberg Law and Bloomberg
Tax, or its owners.

Author Information

Tania Zamorsky is the founder of Zamo PR and Communications,
which specializes in B2B/professional services providers
(particularly law firms) and nonprofits.

Reproduced with permission. Published August 10, 2023. Copyright
2023 Bloomberg Industry Group 800-372-1033. For further use

please visit https.//www.bloombergindustry.com/copyright-and-usage-
quidelines-copyright/
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Former MasterCard, 3M General Counsel
Form New ADR Firm

BY KRISTEN RASMUSS EN

TWO FORMER prominent general
counsel are leaming up touse the
Dusines s exper se Uiey gained in-
house to offer alternative dispute
esoution sarvices,

NoahHantr, GC ar MasterCard
Worldwide from 2001 to 2014, and
Richard Ziegler, top lawyer at 3M
from 2003 to 207 announced
they arce launching MNew York-
based AcumenADR on Monday.

Hanft, who mest recantly
served as president and CEO of
ADRprovider and think tank

about the business of litigation.
... [Business leaders| ere focused
on puttingdisputes behind them
and not spanding 2 lot of time and
maney on litigation.”
Specifically, he added, com=
panies involved in mediation do
notwant mediators who are mere

national Institutz for Conflict Pra-
vention & Resolutlon for ive years,
and fieger, most recently a senior
litigztion partner and co-chair of
the international arbitration prac-
tice at Jenner & Block from 2007
to his retirement from the firm
May 31, met in 1980, they esti-
b, anel Bave Leeniriemds sioes,

They decided to team up when
their paths began to cross in the
ADRspace and realized they were
‘philnsnphically alimed in termrs
of dispute resolution,” Hanft said
in an intarview. In additon to his
wle at Jenner, Zicgler has served
as a member of the board of direc
tors of CPR since 2016.

“When it comes o dispules,
there's a solution orientation
when vou're running a business”
Hanft szid. “You're not thinking

messengers but those who “really
understand the commercial reall-
ties and how corporations and
boards of directors think.”

And arbitration, Henft saic, is
“an incredibly flexible way to deal
with disputes” and *a process that
avoids massive discovary expens-
e and gels you o g conclusion in
a much more efficient way."

‘When Iwas GCat MasterCard,
I'was fortunate enough to waar

hoth hats because | hada signif-
cant amcunt of business respon-
shilities,” he said. “The last thing
vou want to do is be tied down in
litigation It's incredibly distract-
i Lo a o pany.”

Ziegler echoed Hanft's sent-
ment that the pair's experience as
CCs provides unigue Insight Into
and understanding of “what drives
commercial disputes between
businesses.”

“In my carly days as GC at 3M,
Lielt likel wes ezming an on- he-
job MBA," he said in an interview
“It wasn't until | got inside that [
understood what makes business-
es tick and animates decisions.’

Although not expectad to b
jointly retained cn matters, Hanit
and Ziegler are sharing expenses,
including a wehsite and offics
space, which helpe eliminata
lonelness and provides the cok
legiality commonto practicing law
ima firm, Ziegler said,

“l'find being the neutrzl [ party]
very satisfying,” Ziegler said of his
passion ‘or ADR. "Eaving spent
decades as a litigator and conmne
szlor, it is wonderfully satisiying
to assist parties represented by
able lawyers unabls to reach a
sattlement on their ownto reach
asettlement. It's intzresting and
invigorating”

@/ rsten Rasmussen can beseached at
lnas s s end alm com



https://www.law.com/corpcounsel/2019/06/17/former-mastercard-3m-general-counsel-form-new-adr-firm/?LikelyCookieIssue=true&fbclid=IwAR3gJqdc422jkZR7CaOR0cIYd8jhaFIrbK-dINusdA9m5rBbeLoo2nZBYS8&slreturn=20191009073508
https://globalarbitrationreview.com/article/1194224/former-in-house-counsel-launch-new-york-arbitrator-boutique
https://www.law.com/newyorklawjournal/2019/06/17/former-mastercard-3m-general-counsel-form-new-adr-firm-389-72358/
https://www.law.com/corpcounsel/2019/06/17/former-mastercard-3m-general-counsel-form-new-adr-firm/?LikelyCookieIssue=true&fbclid=IwAR3gJqdc422jkZR7CaOR0cIYd8jhaFIrbK-dINusdA9m5rBbeLoo2nZBYS8&slreturn=20191009073508
https://www.law360.com/articles/1169763/former-mastercard-3m-gcs-start-dispute-resolution-venture
http://m.globallegalpost.com/corporate-counsel/alternative-career-for-two-general-counsel-44497215/
https://biglawbusiness.com/wake-up-call-weinsteins-legal-team-busts-up-months-before-criminal-trial

Are your partners rising stars, MVPs, under 40 or the like? I know
how to extract and curate the details of their accomplishments and AWARDS &

position them in a way that helps them to shine,...and regularly get NN EOIENIUNIOIN]
selected for prestigious industry recognition.

@® Lwseo SAMPLE WINNING
SUBMISSIONS INCLUDE

. 40 Under 40
we G text:Thc
They've GO

Renee ZaytseVv

Erin Luke Thompson Hine Bloomberg Law

Thompson Hine

Age: 39

Home base: Cleveland
Position: Partner

Law school: Saint Louis
University School of Law
First job after law school:
Associate at

Click images to read stories...
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For think tank and legal non-profit, The CPR Institute, I created and wrote/edited/designed a
weekly email marketing newsletter that:

Promoted news, events and initiatives

Significantly reduced number of “one-off” emails client was sending

Drastically reduced unsubscribe requests

Facilitated and increased collaborative marketing partnerships with other organizations
Increased traffic driven to internal website pages by 22,300% in the first year

Through email marketing and social media efforts,

5 o onal
Noan J. Hanft, o0 Business Informad

Risks - Chicago, [ 8

O O O O O O

k¥
e Procuchn 1 & CEO Mowh I Hustt 5 45
o e

= increased new user visits to a specific . oe.® 2 - .. -:. 2 .' 3 . PO ,
client product page by 1,094% in first _~ &’ *¢ i ey Al : e
BU%I;%E%?%ISB%TE 55 few months alone -,.,'. .', ok .: e .-_-_ T, " . .'.'. .
BT STt e ':r...., Sy ::.. e o,
Ncmmu;:ﬁm::mfi . '. S o 5: sy "': o' ' e .ol
e e I also created, curated and edited anew {3+ '3, R

blog, CPR Speaks, along with various
themed features such as:

“The Neutral’s Notepad”
“The Membership Minute”
“ADR Around the World”
“The EU View”
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COMMUNICATIONS
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SPECIAL PROJECTS - Surveys

'THOMPSON
HINE

Always Innovating

AN ESG SNAPSHOT:
Survey Confirms Companies Are Responding to
Increasing Expectations

Lehald

Investors and other key s are increasingly applying environmental, social and governance (ESG) criteria when

evaluating risks and growth opportunities within companies. As concerns over sustainability, climate change and social justice
grow, corporate ESG response is being carefully scrutinized. Companies that fail to provide sufficient transparency or embrace

lect; hall

accountability in these areas may face reduced interest in investment, decreased perfon re- ges with

directors and reputational damage.

I have significant experience working with law firms on survey-related PR and marketing initiatives, first gleaned while working for several years
on Fulbright & Jaworski’s annual Litigation Trends Survey. For the past three years, I have helped Thompson Hine demonstrate its
significant capabilities and thought leadership in the rapidly changing area of ESG by compiling and analyzing survey results, and then drafting
a report — for review and supplementation by the lead partners and in-house PR team — that summarized the main trends, and offered key
insights and recommendations. I have also drafted accompanying press releases and related bylined articles. Our inaugural report was covered

by such outlets as Corporate Counsel, AmLaw, and Law360.

NSEL

An ALM Publication

A8
corpeounsel.com October
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Cos. Face Data Collection Challenges Amid ESG Strategy
By Clarice Silber

Law360 (September 30, 2021, 4:50 PM EDT) -- Companies across all major industries have undertaken or
are currently examining how to integrate envir |, social and g policies into their
overall strategy, but public and private corporations alike are citing data collection and verification to be
their biggest challenge in tackling their ESG reporting, according to the results of a new report.

Business law firm Thompson Hine LLP's ESG snapshot report released this week found that 28% of
companies surveyed have an ESG strategy in place, while 34% have not yet formally adopted ESG efforts
but expect to do so in the next one to two years. The report included responses from 134 in-house
counsel and senior business executives across a variety of industries, company sizes and locations.
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https://admin.thompsonhine.com/wp-content/uploads/2022/04/An_ESG_Snapshot.pdf

Whether ghostwriting or merely editing, I am skilled at ARTI C LE S

adopting just the right tone, from professional to and other editorial
playful, and reaching any audience, from CEO
to "Generation Z.”

I understand who, and how, to pitch for
ideal editorial placement.
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CPR Instirute

Noah Hanft
CEO, CPR

O the part of in

house counsel and law firm lawyer
dike, whe it comes to weighing the pros and cons of
srbitrarion as apposed to litiga

10 Arbitration Myths—and Realities
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I also have significant experience (some gained while subcontracting for outside website development firms) writing attorney
practice/industry group descriptions and bios for a number of well-known law firms. I strive to create copy that tells your story, showing
potential clients who you are, what makes you different and why they need to hire you—now. Links to recent website copy samples are

provided below.

Warner Norcross + Judd mp

e Aerospace and Defense

e Automotive

e Financial Institutions

e Health Care

e Private Client and Family Office

e |Intellectual Property

e Labor and Employment

e Resources, Energy & Environment
e Cybersecurity and Privacy

e Data Analytics and EDiscovery

Professionals
CARRINGTON COLEMAN

Family Office — Family Wealth

Families that have created significant wealth need
counsel that offers both sophistication and simplicity. Via
elegantly structured tax and estate planning strategies,
family capital stacks, investment vehicles, and fierce
adherence to family values, Carrington Coleman delivers
this elusive combination for our clients. And we dosoin a
way that is both finely attuned and specifically tailored to
them.

LAW FIRM
PRACTICE GROUP
DESCRIPTIONS
AND ATTORNEY
BIOS

Industries Services News/Insights —5

Whether for “classic” family operated businesses, family investment offices, or any
structure in between, Carrington Coleman can meet the full range of a family office’s
needs. Here's how:

We make molehills out of mountains

Family offices have little time or patience for inefficient legal machinations. They count
an Carrington Coleman for sleekly streamlined services, and solutions to even their
toughest business and persanal challenges. Clients can also count on our discretion, as
well as our sensitivity to both family hierarchy and complex multi-generational
dynamics.

Whether a family's wealth originally stermns from real estate, cil and gas, Wall Street, or
other sources, we provide sage counsel in the context ofthat industry. We accomplish
this by staffing smartly and partnering seamlessly with colleagues who possess
significant knowledge and experience in those fields. We keep the big picture, and long
term client relations, in mind at all times,

more =

PRINT PDF EMAIL

-l
D\ Warner Norcross +Judd

Aerospace and Defense

PRINT EMAIL PDF DOC SHARE

Warner Aerospace and Defense attorneys are trusted by leaders in this
sector to operationalize their strategies, connect to potential partners for
ventures, maximize their opportunities and problem-solve. The team can
comprehensively handle most complex global and national issues from
national policy, federal budget opportunities, strategic partnership support
as well as merger and acquisition support to aid our clients. An agile, more
responsive and effective hands-on alternative to the traditional Washington,
DC firms, count on a real-world Warner team who will care about - and know
exactly how to advance - your business and goals.

Carrington Coleman =)

e Family Office

e Manufacturing

e Non-Profit

e Public Entities

e Retail and ECommerce

e Hospitality



https://www.wnj.com/industries/aerospace-and-defense/
https://www.wnj.com/industries/aerospace-and-defense/
https://www.wnj.com/industries/automotive
https://www.wnj.com/industries/financial-institutions
https://www.wnj.com/industries/health-care
https://www.wnj.com/industries/private-client-and-family-office
https://www.wnj.com/practices/intellectual-property
https://www.wnj.com/practices/labor-and-employment
https://www.wnj.com/practices/resources-energy-and-environment-law
https://www.wnj.com/practices/cybersecurity-and-privacy
https://www.wnj.com/practices/data-analytics-and-ediscovery
https://www.ccsb.com/industries/family-office/
https://www.ccsb.com/industries/manufacturing/
https://www.ccsb.com/industries/non-profit/
https://www.ccsb.com/industries/public-entities/
https://www.ccsb.com/industries/retail-and-ecommerce/
https://www.ccsb.com/industries/hospitality/
https://www.wnj.com/industries/aerospace-and-defense/

ANNUAL REVIEWS

AND REPORTS

For the CPR Insti
: nstitute, I conceli
terviewed a ©, nceived of theme/
ppropr concept;
closely with an outI;i(liaete stake.zholde.zrs to create all Eontent.
graphic designer to compile Anmua’léﬁld j[hen worked
eviews from 2016 —

2020 Cl. .
: . Click links :
| links below to view. .
<6 : i —
o K J -/ gy ; '. ’ ,_’H‘»\( <
- -— .L'A- e
ADR EXPERTISE, CUTT\NG—EDGE. PRACTICAL A GLOBAL NETWO},
ADM\N\STRAT\ON RULES, TOOLS & RESOURCES LEADERS ’
& 600 NEUTRALS Members are at (he forefront of the global ADR For 40 yoms'.,(‘.l‘R has bea. =
{ |andscape and pmmmnl)u-:.inm;s: gmart dispute whmo-.;mkutwdmsn(un: ;
: of the ADR community of v

h parucupnmm on:
pmmimmmsand researd ’

rasolution thrOUg

CPR Member benefits include:
. Untimited online access 10 CPR'S e e
poutrals and 8 15% reduction 0N ; -(,‘ML, " "““_’“’C‘ Matter & Industry topether and collaborately
select pﬂnﬂ\l‘.;l‘.;' rawes % CommiTtees innovauoenin dispute pre .
\ DO P P ” & it that 1s gpecially rallored
. An ADR research hatline for guidance - (‘,W 5 ‘“""‘ ;‘g‘(‘“f‘;\ Advisory Boards fof Brazil, n0ods.
with mncnc:ll.mlucnl and logal issues urope and Canads ¢
af - CPRMembers include g
. Froa customi sod workshops. 1 aining and A anaxample of the kind of ;lmugh( leadership AM100 Law firms high 2018 ANNUAL Re ¢ / p E R
RGP CPR membership and Commitiee pmnmmunﬂ A INTERNATIONAL 1 s S P E
models 1o dratting ADR clauses . g , and ADR focused act CONTNATIONAL INSTITUTE Fop - CT,\/E
dnves, Hm(nrmmm(.aunsm Manual for Cross o and tan EVENTION & RESOLUTION DISPu S ON AD
|nnovation in ADR Border Dispute Resolution 15 anindispensable '\"’:‘w“ “"“ .\ﬁ(.« L. o 'NCRE;Txg RESOLUTION IN R [ o
mwm':.numopumdingguidnncn()ndl:mmp_ n.mrtg,'m auons "):" .' i % INGLY FRACTURE/?)N 40
PR received the GAR innovation Award 10f and planning for the possibility of ross border \andscape. A representative sampling Of O WORLD 5
its unique Soreened galection Process. which disputes All member of gANIZAtoNS are entited corporate members appears below: RS
enables paries 10 Choose arbiratis without [0 a frea copy. and discounts thereatier,
them knowing which party golected them. ) . o e ooy
- Naiean.
aetna AlG v AMGEN 4 ATaY = i
ol \ I R, :.:-..... e
— = B By
e ot o
Foseion, i, n...,'::-.. ’ﬁ::-.."
—— o

iﬁ
rgf ]
|

A8 InBev
Y gl DINY EVERSHURGE @
, . m
{dowm

Q8D w

EY



https://issuu.com/csdesignworks/docs/cpr_ar_2020?fr=sZTczODcyMjIz
https://issuu.com/csdesignworks/docs/cpr_2019_ar_flip_1?e=2550004/67614122
https://issuu.com/csdesignworks/docs/cpr_ar17?e=2550004/59194407

Concept, script and
direction for
CORPORATE VIDEOS R Whatl? CPR?

Watch later  Share

Watch lat

MORE VIDEOS

— - NOAH | HANFT | Procident @ €FN | (PR

63, . & Youlube (2

FE8 S0 WHAT IS CPR ?
CLICK TO PLAY SAMPLE 1

p o) 007/509
MORE VIDEOS

> o) 306/509

S 0:04 / 5:09
@ ~»

Watch later  Share

MORE VIDEOS

b o) Rdbers09 @ £ Youlube

0 1194509

H ' F '\ &

C

/TTRELLY TULLIER | Executive VP & General Counsel | VISA
CPR Member since 2014

B £ Youlube (2

k o 4
..... H'.‘.{e.ﬂF«:' 5
A'G Er:tgrgrtise‘ -
Deustache Bark @CloxoSmuhKhne
- B Walreens & ©
2 A

SANOFI =- Microsoft gm

; @ ConocoPhillips
MORE VIDEOS OR _ GENERAL MOTORS
. e "
- m—. AMGEN U

Bd) 21575000 " 3% Youlube L3

YouTube

- »

CLICK TO PLAY SAMPLE 2

IFFE IMMFIT | Farmor Chairman and CFN | Gonarnl Flartric Play (K ALLEN WAXMAN | PRESIDENT & CEO, GPR

o @ & @O I
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From the LMA Awards Program:

“Despite Kaye Scholer’s illustrious 95- year history, leadership

traditionally regarded PR as something to avoid, rather than embrace.

Media coverage was almost nonexistent, as was the comfort level among attorneys when it came to generating publicity. The election of a new Firm
Managing Partner, however, heralded a shift in the firm’s marketing strategy, including PR.

In September 2011, the firm hired its first-ever Director of PR & Communications and PR Manager, and subsequently an Awards & Rankings
Manager and PR Coordinator. Our charge: Help drive business by going from being “one of the best law firms no one’s heard of” to one whose
elevated profile reflects our true standing as a top-notch AmLaw 100 firm. How to get there: Develop a comprehensive thought-leadership program
positioning our lawyers as knowledgeable third-party sources who comment on key legal and business issues in those media outlets clients rely on
most for their information.

Under an 18-month plan, the first 12 months’ results were: == Practices ranked in US News: Best Lawyers doubled and number of attorneys ranked
in Chambers Global increased 50%. == Monthly media coverage rose from 29 stories to 119 within first three months, a 400% increase. == Tier 1
(high-value) stories now account for 22% of all coverage--up from 9% last year == Secured 110 interviews; 26 background briefings; wrote, edited
and/or placed 51 bylined articles; and pitched more than 230 different story angles == 75% of all coverage now-thought leadership; up from 36% a
year ago Curtains Up at Kaye Scholer == 40% of the attorneys who generate the most visits to their bios on our website each week do so as a direct

result of PR efforts. == Since launching our Twitter feed six months ago; we’ve tripled our number of followers; 85% are journalists. == PR activities
generated at least three new business opportunities.”

These efforts prompted the following statement from one of our DC partners: “The impact we’ve seen as a result of our thought leadership outreach
is invaluable. We have noticed that when we go to a pitch meeting with new clients, you can see that they did their research and pulled a copy of all
the stories in which we are quoted. While I can’t say that we were hired for new work solely because of press coverage, many of the executives
comment that ‘Kaye Scholer is everywhere— obviously the key player in the National Security space.”
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LEGAL MARKETING ASSOCIATION
2014 “YOUR HONOR” AWARD

FOR MEDIA RELATIONS CAMPAIGN

=egonioviiovedn B e “ALL THE RIGHT
| INGREDIENTS”
| R Bklasits Food, Beverage & Supplements
Thought-Leadership Campaign"

Kaye Scholer was half-way through an 18-month
integrated PR and marketing communications
campaign focused on raising awareness of its
Food, Beverage and Supplements (FBS)
capabilities to drive new business.

Though the firm only had a limited number of

FBS clients, attorneys and staff wanted to target
the sector because of a marked increase in food-related suits over the two prior years that alleged similar claims as those that Kaye
Scholer successfully defeated on a regular basis for its pharma and other life sciences clients, particularly when it came to product
liability and IP litigation matters.

But considering the firm’s somewhat limited footprint advising FBS companies, the only way to penetrate the market further was to first
demonstrate its knowledge of the industry and capabilities in this sector by developing the cachet that came with being widely quoted in
credible media outlets that FBS executives rely on most for news and information. Thus, public relations was to lead the way for
business development outreach rather than the reverse as usually is the case for legal marketing initiatives.

To achieve this, the firm established a “formalized” group of FBS lawyers, who worked directly and in an integrated fashion with both
our PR and business development staff to secure a veritable “blitz” of bylines, news briefings and quotes in top-tier business and food
trade publications, which were then repurposed in communications to FBS clients and prospects to show them that Kaye Scholer had
“all the necessary ingredients” to effectively resolve their complex legal issues. Halfway through the campaign, Kaye Scholer was already
well on its way to achieving its goals.




SERVICES

A v

PR & MEDIA RELATIONS CONITENT & STRATEGIC MARKETING
COMMUNICATIONS
Messaging Email Marketing
Press Releases Writing & Editing Product Launches
Media Kits Proofreading Brochures & Other
Interviews Articles & OpkEds Marketing Collateral *
Background Briefings Newsletters Annual & Special Reports*
Media Training Speeches & PowerPoints Videos*
Product Placement Website Design* & Copy Events
law Firm Practice Group Speaking Engagements
Descriptions & Bios #CustomEventHashtags

Social Media & Blogging

Cirisis Communications

*Where necessary, I can partner with skilled design and production affiliates, while managing the project for you fully



CONTACT:

Tania Zamorsky

Zamo PR &
Communications

tania@zamopr.com

917.723.5975

Before founding Zamo PR in 2019, Tania previously served as VP,
Marketing and Communications for legal ADR services provider
and think tank The International Institute for Conflict
Prevention & Resolution (CPR)

As Manager of PR & Communications for AmLaw100 law firm
Kaye Scholer LLP, she developed and implemented strategies
and content promoting the firm's capabilities and thought
leadership offerings. Tania was also VP and Account Director,
respectively, at GS Schwartz & Co. and Ripp Media, where
she provided strategic PR and marketing services; issues and
reputation management and crisis response; and top-tier
publicity for a wide range of legal, B2B, non-profit and consumer
clients.

A former practicing attorney, Tania was Staff Counsel for Time
Warner and Bertelsmann partnership, Bookspan (along
with subsidiaries Doubleday Entertainment and YES
Solutions LLC), responsible for drafting and negotiation of
agreements for AVM products, consultants and third-party
services. As Staff Attorney and Director of Legislative Policy for
The Authors Guild, her primary emphasis was on IP issues,
contract review/negotiation and dispute resolution.

Tania was a writer/editor for American Lawyer Media from
2000-2005. Other professional and personal publication credits
include Women on Business, National Law Journal, Law.com,
Prima Materia and Woodstock Times, as well as six children’s
book adaptations for Sterling Publishing.

From the C-Suite to Generation Z, she is adept at crafting just the
right message—via just the right medium— to help you refine and
tell your story in the most compelling way possible.
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