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Learning Objectives
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Rule 7.1in Plain Language

A lawyer may not make false or misleading
communications about the lawyer or the lawyer's
services. This rule applies to every channel —
websites, ads, social posts, video, and direct mail
— without exception.

The test is not whether a claim is technically true,
Itis whether a reasonable person could be misled
by it.

e E:&_&_E&n: woq |

- ¢

_snnm_._n_ 3_mmﬁn$3m3m

Any EQEQ_ 0_0_3 Mjoﬁ is _:Qooc_d,ﬁo or mxo_@@maﬂoa

R _M ._._.O_Q_BS@ mc_om:
i ‘substantiation.

c:mc_o_oo_.ﬁma oo_s_un.._mo:m

. < o<mq oﬁsm_. :3..5 E_ﬁjocﬁ

> Omitted context

. _erS:@ out aoﬂm 50; would 32@:9_2 o:o_:@m o

«moamqm _EQmmmmo:

‘Unjustified expectations

_3_o_<5© am_c_.ﬁm. that cannot be reliably U_ﬁm_awoﬁmo_.




Rule 7.2: >n_.<m_.=mmsm |

vm::mﬁé:_o_, law :36 may. Qo_<m2__wo__5m_ﬂmmE_omm quocmj Q_m_;o_ _o_quﬂBm\ ﬁ::w Gﬂooaoomﬁ Q:moﬁo:mw,.ozo_ oﬂ_‘,mﬁ_.
media. The E“m _o_omm not restrict 50030_:3@_ - _a_@o<m3_m H:m 00382. Every Qo_<m3mm3m3w.ﬂmmoa_mmm_oﬁ format, BCmﬂ

Bmmﬁ the same _ﬁﬁowmmmuoann ‘mH_Q:QQE. ;




wc_m N_w_.__ mo...n.:n:o:n:n ._u:.moﬂ
3 o::.mnos

Direct occ‘mQOj _o:onm no__m ,ﬁmxﬁm mBQ__m and in- vmqmos.oosﬂan” _3_505_&
by the firm — carries :m_mjﬁmsma m,%moo_ risk. The o_Ommq the communication |
istoa <c_3mac_m 5&25:0_ ina 303@3 of Q_mﬁmwm Sm 305 moEﬂ:< _.ﬁ
_3<;mm._ _ _

Method o* el _..wmn__o_msnm RERR _
Communication | _Circumstances - | | Relationship.

.mmo_.u.ﬂ_:;.m.oq._Em I I E.:mﬁv.._;,\. || Existing attorney-

_contdctwitha || disttess,orrecent . | | clientor family <

‘prospective client - trauma elevates. | 1 - relationships affect

wmnc_qmm UQ&o.c_Qﬁ | | therisk of coercive” | | what outreachis
influence. = © || permissible,

Disclaimers and Records

.mmnc:ma.a_mo_.uwcﬁmm Ecﬂcm _u_.mmmsﬁ Q.:Q ﬁmooamoﬂmo.‘omﬁmo:mJ.Emﬂ.
- be maintained. : . : S :




~ Websites and Landing Pages
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Video and Recorded Content
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Testimonials and Reviews
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Case Results and Success Stories

_ Afavorable outcome is worth sharing. The way you share it determines whether it is-.compliant.
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Traditional Media Advertising

The platform changes.
The professional
standard does not.

Billooards, radio spots, television commercials, direct mail, and print
advertising are all subject to the same Pennsylvania Rules of
Professional Conduct that govern your firm's website and social media.
The format and audience may differ — but the obligations around
accuracy, context, and non-deception are identical across every
channel.

0 When your agency or media buyer drafts traditional ad copy,
they are working under your professional license. Review and
approve every version before placement.




Branding Without Overstatement
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Compliant Copywriting Framework

Every piece of marketing copy — regardless of length or platform — can be built on a simple, ethics-sound structure that moves prospective
clients toward action without overpromising.

i

lient Legal Service Factual Value Clearext
Concern Step

‘Facing a custody dispute? Our firm helps Pennsylvania parents understand their options and prepare for the legal process. Schedule a
consultation to discuss your situation.”

This example identifies a real concern, names a concrete service, states an honest benefit, and ends with a non-coercive invitation. No
guarantees. No pressure. Fully compliant.




Internal Marketing Compliance
System

Ethics compliance is not a one-time review — it is an ongoing operational
system. Firms that build structured internal processes are far better
positioned to prevent violations before they occur.

Designated Content Reviewer

One attorney or compliance officer holds final approval authority for
all published content.

Written Approval Workflows

Documented review steps for websites, social posts, ads, video, and
direct mail — before publication.

Records and Archives

Testimonial releases, advertising copies, and approval logs retained in
accordance with recordkeeping obligations.

Staff and Agency Training

Regular instruction for all employees, outside agencies, and
contractors who create or publish content on the firm's behalf.




Pre-Publication Checklist

Apply this checklist to every piece of content before it is published — regardless of platform, format, or audience size. A single review cycle can

prevent disciplinary exposure.

Accuracy

Is every factual claim accurate, current, and verifiable?

Confidentiality

Is all client information protected? Has any identifying detail been
removed or properly authorized?

Disclaimers

Are all required disclaimers and contextual notes present and
prominently placed?

Expectations

Could the content create unjustified expectations about outcomes or
the attorney-client relationship?

Consent

Has written consent been documented for testimonials, case results,
and any client references?

Final Review

Has the designated reviewer approved the final version in its
published form?
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We will now apply everything covered in'this workshop to real-world examples — including website copy, social media posts, client
testimonials, and paid advertisements. For each sample, we will work through the same four questions: . . _




