
 

 

 



 

 

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. 

 

PUBLIC RELATIONS 



 

 

 

 

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” 

 

THOUGHT 

LEADERSHIP 

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” 

MEDIA COVERAGE 

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


 

 

 

 
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 I 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-
guidelines-copyright/ 

 

https://www.zamopr.com/
https://www.bloombergindustry.com/copyright-and-usage-guidelines-copyright/
https://www.bloombergindustry.com/copyright-and-usage-guidelines-copyright/


 

  A PEACEFUL 

LAUNCH 
A PR CASE STUDY 

 

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 

position them in a way that helps them to shine,…and regularly get 

selected for prestigious industry recognition. 

   

   SAMPLE WINNING  
   SUBMISSIONS INCLUDE 

                                         Click images to read stories… 

 

AWARDS & 

RECOGNITIONS 

https://news.bloomberglaw.com/business-and-practice/theyve-got-next-the-40-under-40-renee-zaytsev-of-thompson-hine
https://www.law360.com/articles/1494656


  

  



NEWSLETTERS 

 

 

                                
For think tank and legal non-profit, The CPR Institute, I created and wrote/edited/designed a 

weekly email marketing newsletter that: 

o Promoted news, events and initiatives  

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

o Drastically reduced unsubscribe requests 

o Facilitated and increased collaborative marketing partnerships with other organizations 

o Increased traffic driven to internal website pages by 22,300% in the first year  

o Through email marketing and social media efforts, 

increased new user visits to a specific  

client product page by 1,094% in first  

few months alone  

 

I also created, curated and edited a new  

blog, CPR Speaks, along with various                                                                                     

themed features such as: 

o “The Neutral’s Notepad” 

o “The Membership Minute” 

o “ADR Around the World” 

o “The EU View” 

 

 

 

  

BLOGS 



 

 

 

 

 

 

 

   

 

I have launched and implemented 

coordinated social media strategies  

for numerous clients across multiple  

platforms, and with an ever increasing  

emphasis on video, audio and other  

rich media elements, which have  

increased website visits exponentially 

and have encouraged greater  

interactivity and engagement by 

stakeholders. 

These campaigns have 

 included both organic 

and sponsored initiatives.  

 

 

 

 

  

 

As PR & Communications Manager for the AmLaw 100 law firm then 

known as Kaye Scholer, our team wrote and edited an internal 

newsletter, strengthening firm knowledge, culture and morale, and 

supporting cross-selling and collaboration between practice groups. 

We utilized this communications vehicle to shape, share and 

reward best practices. 

INTERNAL 

COMMUNICATIONS SOCIAL  

MEDIA 



SPECIAL PROJECTS - Surveys 

 

 

                                
   

   

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.  

CLICK TO ACCESS 

SURVEY 

https://admin.thompsonhine.com/wp-content/uploads/2022/04/An_ESG_Snapshot.pdf


 
Whether ghostwriting or merely editing, I am skilled at  

adopting just the right tone, from professional to  

playful, and reaching any audience, from CEO  

to "Generation Z.” 

 

I understand who, and how, to pitch for  

ideal editorial placement. 

 

  

 

 

 

 

 

 

 

 

  

ARTICLES 
and other editorial 



 
 

 

 

 
 

CASE STUDY:  

For think tank and legal non-profit, The 

CPR Institute: 

• I ghost-wrote, edited and/or placed a 

six-article series with InsideCounsel 

magazine 

 

• I then repurposed these articles into 

valuable marketing collateral by 

turning them into an illustrated 

special report for use in business 

development and recruitment 

https://issuu.com/csdesignworks/docs/thefoundationsofasoliddisputepreven?e=2550004/35265981


I led the non-profit CPR Institute through an RFP process for its new and highly 

responsive website, selecting and working with both outside web developers and CRM 

vendors to build a new platform that was more modern, user-friendly and functional.  

For CPR and numerous other clients, I have also regularly created clean, compelling 

copy that has advanced their membership, business development and other goals.   

  

WEBSITE 

STRATEGY 

AND COPY 

Graphic by CS Designworks 



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 

• Aerospace and Defense 

• Automotive 

• Financial Institutions 

• Health Care 

• Private Client and Family Office 

• Intellectual Property 

• Labor and Employment 

• Resources, Energy & Environment 

• Cybersecurity and Privacy 

• Data Analytics and EDiscovery 

 

 

 

 

 

Carrington Coleman 

• Family Office 

• Manufacturing 

• Non-Profit 

• Public Entities 

• Retail and ECommerce 

• Hospitality 

LAW FIRM 

PRACTICE GROUP 

DESCRIPTIONS 

AND ATTORNEY 

BIOS 

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/


 

 

For the CPR Institute, I conceived of theme/concept; 

interviewed appropriate stakeholders to create all content; and then worked 

closely with an outside graphic designer to compile Annual Reviews from 2016 – 

2020. Click links below to view.  

ANNUAL REVIEWS 

AND REPORTS 

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 

         

CLICK TO PLAY SAMPLE 1 

CLICK TO PLAY SAMPLE 2 

https://www.youtube.com/watch?time_continue=109&v=CGlFRCA5qy0
https://www.youtube.com/watch?v=9B6Ouqbm7Oc&t=4s
https://www.youtube.com/watch?v=CGlFRCA5qy0&t=109s
https://www.youtube.com/watch?v=9B6Ouqbm7Oc&t=4s


  



 

 

 

 

 

 

 

 

 

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.’” 



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. 

 

WINNER, FIRST PLACE 

LEGAL MARKETING ASSOCIATION  

2014 “YOUR HONOR” AWARD  

FOR MEDIA RELATIONS CAMPAIGN 

“ALL THE RIGHT 

INGREDIENTS”  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

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

SERVICES 



 

 
 

 

 

 

 

 
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.  

 

 

CONTACT: 

Tania Zamorsky 

Zamo PR & 

Communications 

tania@zamopr.com 

917.723.5975 

 

http://www.cpradr.org/
http://www.cpradr.org/
mailto:tania@zamopr.com

