
 

 
 
 

 
November 14, 2006 
 
Michael Colodner, Esq. 
Counsel 
Office of Court Administration 
25 Beaver Street 
New York, NY  10004 
 
  
Dear Mr. Colodner: 
 
 We are writing to comment on one proposed amendment to the rules regarding attorney 
advertising.  We are in favor of changes to attorney advertising rules that seek to prohibit ads 
that are misleading or demean the profession.  However, we object to changes to rules that limit 
any one particular method of advertising, in this case the use of fictional situations and the 
portrayal of judges and court rooms (“Cartoons”).  In doing so, the rule is impermissibly “broad” 
by prohibiting our firm’s use of Cartoons as a method of advertising.  It is our opinion that this 
rule is unconstitutional since it regulates a method of free speech rather than its content.  Also 
by doing so, it handicaps a lawyer’s ability to communicate to clients in a clear, professional and 
humorous manner.   

 
 Enclosed is a copy of our firm’s brochure, which uses New Yorker cartoons with 
permission.  When we created this brochure, corresponding web site and ads, our goal was to 
separate our law firm from the competition by stating our values in a simple, clear and succinct 
manner and to do so with a professional sense of humor demonstrated by using the nationally 
renowned New Yorker cartoons.  We believe we are the only law firm in New York State to use 
this type of creative advertising as part of a continuing marketing campaign.  In creating our 
campaign: 
 

• We took a highly unique and creative approach to demonstrate our sensitivity to 
the legitimate concerns commonly held by “consumers” of legal services.   
 
• We use Cartoons from the New Yorker which allows us to look at some of the 
funny aspects of lawyers and the profession while suggesting why people should 
consider using Meltzer Lippe.  By choosing a strategy that is unique and highly 
creative, we are able to demonstrate, not just say, that we are an intelligent, highly 
creative and unique law firm that uses out-of-the box thinking.   
 
• We retained a professional marketing consultant with several years of experience 
specializing in law firm marketing to assist us with our campaign and we spent close 
to a year developing it.  With regard to the use of any Cartoons, we carefully 
scrutinize them to assure they are not misleading or demeaning to the profession. 
 
• We performed extensive research into what clients dislike about lawyers and we 
confront these issues in our brochure, in ads and on our webs site through use of the 
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Cartoons.   
 
• We took the bold step of stating what “We Will” do for clients and what “We Will 
Not” do to them.  The Cartoons are an integral part of this approach. 
 

 For example, this Cartoon addresses the complaint consumers have that lawyers 
overstaff for their own benefit and not the client’s. 
 
 

 
 
  
We include this Cartoon on page 5 of our brochure where we list the things “We Will Not” do to 
our clients.  At the top of the list, we state that we will not overstaff.  We want our clients and 
prospects to know that we will not put more lawyers on their case than are necessary.   
 
 On page 4 of our brochure we state what “We Will” do for our clients such as provide 
value, use common sense, involve partners, keep you informed and return phone calls within 24 
hours.  We include the Cartoon below, which portrays the frustration so many clients have that 
they can not reach their attorney by phone. 
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 We hope that our comments and the submission of our brochure will help the committee 
make adjustments to the proposed rules that improve the profession of law for consumers and 
lawyers.  We urge you to control ads that are misleading or demean the profession but not to 
regulate any particular method of communicating to consumers.  It is our opinion that to do so 
would be unconstitutional.    
 
       Sincerely, 
 
 
 
 
       Richard A. Lippe 
       Partner 
        
Enclosure 


