Nine Ways Lawyers Build the Authority That Leads to Trusted Advisor Status
By Liz Bard Lindley

"Trusted advisor" is a common phrase in lawyer biographies, but it is a status that cannot be
claimed. It has to be earned through building a visible, consistent, citable record of judgment.

Historically, that record was built through matter success, client relationships, and peer
reputation. Those signals were real but largely invisible to prospects outside the immediate
network. A prospect might learn about a lawyer through referral, but verification of expertise
required legwork.

Today, that verification happens differently. Prospects increasingly start with generative Al. In-
house counsel ask ChatGPT, Claude, and similar platforms to recommend firms and lawyers
based on specific practice areas, industries and problems. These platforms can only
recommend what they can find, interpret and cite. Authority that exists in a lawyer's relationships
and track record but doesn't show up in discoverable sources becomes invisible to prospects
beginning their search with generative Al.

This shift creates an opportunity. Lawyers who understand that authority must now be
discoverable can build a deliberate, strategic record that generative platforms and prospects
can find and reference. Here are nine specific ways to do it.

Write Articles

A published byline is clear evidence of how a lawyer analyzes and reasons through a business
problem. When a lawyer publishes analysis in a recognized legal journal, trade publication or
business outlet, that work serves multiple purposes. It demonstrates thought leadership to
existing clients and peers. It also becomes part of the body of evidence that generative
platforms reference when evaluating a lawyer's expertise. A prospect searching for guidance on
a specific legal issue may see that article referenced in the answer. The work can be
repurposed across social media, website content and client communications, extending its
reach and value. The point is not volume. It is specificity. Articles should demonstrate judgment
in areas where a lawyer wants to be known.

Read Your Website

A prospect's first stop for due diligence is your website. Expect scrutiny. The website content
should be accurate, current and should reflect the lawyer's actual practice and positioning.
Generic boilerplate about practice areas, outdated bios, and vague descriptions of expertise
work against authority. Rework website content to be specific about what the lawyer does, for
whom, and what kind of problems the lawyer solves. Clarity here matters because generative
platforms will parse this information and match it against prospect queries. Vague positioning
weakens visibility; specific, consistent descriptions strengthen it.

Send Client Alerts
A client alert is proof of advisory value. It is evidence that a lawyer is monitoring developments

in law and business, understanding implications, and explaining them to clients before the client
even asks. Alerts demonstrate foresight and judgment. They show a lawyer thinking ahead



about risk. Repurposed as published content on the firm website or in industry publications,
client alerts become discoverable evidence that a lawyer is engaged, knowledgeable and
forward-thinking about specific practice areas.

Produce a Podcast

A podcast episode reveals how a lawyer actually thinks and reasons. It demonstrates expertise
in conversation, responding to questions, connecting business context to legal implications.
When published with clear episode titles and descriptions, podcasts create a durable connection
between a lawyer's name and a specific business topic or industry. Podcasts can be repurposed
as blog content, clips for social media, and material for client communications. The format
allows a lawyer to discuss nuanced topics in ways that demonstrate deeper expertise than a
short article might allow.

Meet, Speak, Lead

Speaking engagements create multiple forms of authority. They demonstrate that organizations
recognize a lawyer as an expert worth hearing from. They generate bylines and press coverage.
They create visibility within professional communities and industries. Seek out organizations
where your target clients gather: industry associations, business groups, professional networks.
Look for opportunities to speak on panels, lead discussions, or take on board or committee
roles. These platforms create both direct relationships and documented evidence of expertise
and community involvement.

Build Professional Presence

A lawyer's presence on professional platforms creates multiple forms of visibility. Contribute
through substantive posts that offer perspective on business and legal developments. Comment
on industry news. Share and contextualize published articles. Engage in conversations where
expertise can be demonstrated. Video content reveals how a lawyer communicates and thinks.
When prospects research lawyers, they often find social content alongside published work and
press coverage. The goal is consistent, credible presence in the spaces where clients and
prospects gather information. That presence, combined with published articles and media
coverage, reinforces a cohesive professional profile and positioning.

Develop Media Relations

Reporters covering legal and business topics constantly seek expert perspective. A lawyer
working with communications professionals can respond to journalist inquiries with clear,
quotable analysis and pitch reporters with perspective on newsworthy developments. When a
lawyer's analysis appears in news coverage, it serves as independent corroboration of
expertise. Press coverage carries weight with both prospects and generative Al platforms. It
signals that external sources recognize the lawyer as authoritative on specific topics. Over time,
a pattern of press coverage reinforces a lawyer's positioning in specific practice areas and
industries.

Submit Nominations

Professional rankings and directories provide third-party validation of expertise and
accomplishment. Nominations from peers, clients and industry sources carry credibility. When



generative Al platforms evaluate and synthesize information about lawyers, they reference this
kind of independent recognition as a corroborating signal. The submission process requires
clear, specific descriptions of a lawyer's practice, accomplishments and recognition. Invest time
in thoughtful nominations that reinforce the positioning and practice areas where you want a
lawyer to be known. Recognition in established directories becomes part of the discoverable
record of authority.

Do Al Searches

Authority means nothing if generative platforms don't surface it. Run representative prompts
across ChatGPT, Claude, and similar tools to see where your lawyers and practice areas show
up and where they don't. Search using the language your target clients would use: specific
practice areas, geographic markets, industry focus, and the problems you solve. See what
appears in the results. Does your lawyer appear? Are the citations clear and appropriate? Are
there gaps where you expected visibility? This exercise provides diagnostic information about
where your authority-building work is landing and where it needs to be strengthened. It reveals
how prospects using generative Al will encounter your firm.

The Pattern Matters More Than Any Single Element

These nine approaches work together. They are not separate initiatives. A lawyer who writes
articles, maintains professional presence, appears in press coverage, speaks at industry events,
and maintains clear positioning across directories and website content builds a recognizable
pattern. That pattern is what generative platforms learn to identify and cite. That pattern is what
gives prospects confidence that a lawyer belongs in the conversation.

Trusted advisor status is earned through judgment and relationship. But the opportunity to build
that relationship now depends on whether prospects can find and verify a lawyer's expertise
before they ever pick up the phone. The firms and lawyers that understand this are building
deliberate records of authority. They are treating the work of building that record not as
marketing activity separate from practice, but as integral to how expertise is recognized and
discovered as prospects increasingly use generative Al in their research.

Authority has to be findable. Once it is, the path to trusted advisor status becomes clear.
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