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Getting Published 

If you're going to take the time to write articles, be strategic about it. Do so 
where you know your message will reach your target audience – and – make 
sure your message offers your target audience some value. 

How to find your target audience 

The most effective way to find out what your clients read is to – ASK THEM. Don’t 
be fooled by the publication’s readership statistics. There’s a difference between 
who gets the publication and who actually reads it.  

Most professional associations will also have a magazine. Find out which 
associations your clients belong to. 

The message 

How do you know your message will provide value to your target audience? By 
demonstrating how much you know about their business. 

 Research an issue and come up with some ideas on how to overcome that issue.  

 Provide some business advice. 

 If there is a recent court decision that may have some impact on your potential 
and current clients, write about that. 

 Remember, stay away from legalese. Your prospects aren’t always lawyers; 
speak and write in the language of your clients. 

Pitching the idea  

Know your medium. Know who the audience is and understand the editorial policy 
of the publication. Get to know the editor/managing editor. 

Before writing the article in full, approach the editor with a storyboard concept. The 
storyboard consists of three things: 

1. Audience characteristics – description of who the article is intended for. 
This is especially important if it is intended for a sub-set of a publication’s 
audience. 

2. The three key messages you’d like the audience to remember. 

3. The action you want the audience to take after reading your article (i.e. 
start/stop/change/continue doing something, learn something, get 
involved, etc.). 

Ask if this storyboard concept will work for their publication and if they are 
interested in publishing an article based on it. Once they agree, find out the 
final word count required and deadline for submission.  Then... write the 
article. 
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Leverage the opportunity 

Don’t let the published article sit on a shelf somewhere, consider taking 
these actions to produce more value from the single effort: 

 Publish it on your firm’s website 

 Send an electronic copy to your clients 

 Distribute it around your firm  

 Repurpose the content for a client seminar or industry association 
event 

 Don’t forget to ask your Marketing department for their ideas on how 
to leverage it 


