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"What concerned me was the image 
this was creating for lawyers. Often the 
ads were tacky and I didn't like it," he 
says. "Lawyers with little experience or 
bad reputations were using ads to build 
their business and it was working. People 
figured, 'this guy has the biggest ad; he 
must be good.' Because of ads, these 
lawyers were getting major cases they 
were not equipped to handle and it was 
damaging to the profession." 

Though he has little formal evidence 
of professional incompetence, he says 
he's personally handled cases against 
lawyers who chose to settle when more 
experienced attorneys would have fought 
and won. " In cases like these, clients may 
not always know they've been poorly 
served," he says. 

By 1990, advertising had become 
fairly common in the legal profession, but 
lawyers started attracting bad press in 
high places. "Lawyer jokes just took off. 
Then George Bush declared war on trial 
lawyers. It's terrible,"says Buchanan. 
"We, as lawyers, are out there advocating 
for the judicial system. Lawyers are the 
oil that keeps the engine of justice 
running smoothly. We have a peaceful 
and civilized society because of this legal 
system, yet the president of the United 
States is attacking us, blaming the poor 
economy on lawyers. 

"Our firm decided to fight fire with 
fire by using the media to educate the 
public. We came up with a series of 
positive ads that explain what the legal 
system does for us," he says. 

One ad pictures Hitler, Stalin and the 
Ayatollah Khomeini as examples of 
leaders who created efficient legal 
systems at a horrible price. The ad points 
out that while America's system isn' t so 

streamlined, it's the fairest in the world 
and it works well if you have a good 
attorney. 

To find out how to pick a lawyer, the 
ads invite readers or viewers to call or 
write Buchanan & Bos for a copy of the 
brochure, "How to Judge an Attorney." 
The brochure explains how to check 
lawyer performance ratings in the 
Martindale Hubbell Directory of Lawyers 
and Law Firms. It describes areas of legal 
specialties, legal fees and how to work 
with an attorney. 

"Our goal was to convey a message of 
the value of lawyers·in preserving 
democracy and to help people become 
knowledgeable about how to judge an 
attorney. Our name was on the ad and we 
hoped to improve our name recognition, 
but we didn't promote our services," 
Buchanan says. 

Promotion pays off 
The ads attracted a strong response; 

many who wrote or called for the 
brochure thanked the firm for the free 
advice, but others also asked about hiring 
legal help. Many requests were for 
divorces, bankruptcy or other cases 
Buchanan & Bos doesn't handle, so the 
firm contacted other reputable boutique 
firms and began sharing referrals. "Those 
firms appreciated that and, in return, sent 
us referrals. Out of this, Primerus was 
born," Buchanan says. 

His firm invested nearly $500,000 in 
developing the ads and creating the 
society. It' s paid off for his firm, which 
has grown from five attorneys to 14 in 
two years. Pre- and post-campaign 
surveys showed the firm 's regional name 
recognition increased from 11 percent to 
66 percent in the two years the ads ran. 

Buchanan & Bos is recouping some of 
the cost of producing the TV and print 
ads through rental fees. 

Since the society is just months old, 
it's too early to say if the Primerus 
affiliation is improving other firms' 
business. In the long run, it's bound to 
help the overall image of attorneys, 
according to George Googasian, presi
dent of the State Bar of Michigan and a 
new Primerus member. 

Like Buchanan, Googasian believes 
that poor-quality advertising damages the 
legal profession's reputation. He charged 
the bar's Committee on Professionalism 
to review current attorney ads and set 
standards for future advertising. During 
this effort, he saw the Primerus ads 
and was so impressed that his firm, 
Googasian, Hopkins, Hohauser and 
Forhan of Birmingham, joined the 
society. (Partners Stephen Hopkins, J.D. 
'75 and Craig Forhan, J.D. '78, are U-M 
Law School graduates.) 

"I saw the ads as a very positive way 
to communicate an important message 
about the value of lawyers in society. 
Second, the Primerus system helps 
people make a good decision about who 
their lawyer should be," he says. 

While other professional organizations 
and publications also evaluate attorneys, 
those rankings aren' t well-known outside 
the legal profession. Googasian says it's 
useful to have an additional resource 
targeted to the general public. "Primerus 
provides a valuable public service 
because it equips people to ask the right 
questions when seeking a lawyer." 
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