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Your Next Lateral Candidate Has Already Formed an Opinion About Your 

Firm 
Law firms have traditionally approached recruiting from a position of evaluation. The firm assesses 

the candidate and decides whether to move forward. That dynamic has changed. 
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By Liz Lindley 

In countless recruiting conversations with law firm leaders, compensation, benefits, and origination 

credit are often treated as the foundations of a successful recruiting strategy. Yet I frequently find 

myself raising less measurable, but equally important, considerations: visibility, culture, professional 

development, and paths to leadership. 

To explore those issues, I spoke with legal recruiter Victoria Rivkin and professional presence 

strategist Estelle Winsett. All three of us are former litigators who now advise law firms from 

different vantage points. Despite our different disciplines, we have arrived at a similar conclusion: 

candidates often form opinions about a firm long before the first interview takes place.  

Candidates Want Evidence of a Future 
The strongest candidates are trying to determine whether a firm represents a compelling next 

chapter in their careers. 

Victoria Rivkin, a legal recruiter and head of 3g Talent Advisors, who works extensively with 

attorneys and law firms throughout the region, sees this dynamic regularly. 

"The strongest candidates are evaluating much more than compensation," Rivkin says. "They want to 

understand where the firm is headed, how leadership thinks about growth, whether attorneys are 

being developed, and whether the firm is creating opportunities for lawyers to build successful long-

term careers." 

Candidates are looking for evidence that the firm's future includes them. 

They want to know where the firm is headed, who is being developed, how laterals are integrated, 

and whether there is a meaningful path to growth and leadership. 

The firms that attract the strongest candidates are often those that can articulate not only what they 

are today, but what they are becoming. 

Visibility Signals Investment 
Law firms often view marketing and business development efforts through the lens of client 

acquisition. Candidates frequently see something else. 

They see evidence of investment. 

When attorneys are encouraged to write, speak, publish, participate in industry organizations, and 

build professional profiles, candidates draw conclusions about the firm's priorities. 



Candidates frequently interpret visibility as evidence that a firm is willing to invest in its people. 

Lawyers who are supported in building professional profiles, developing industry relationships, and 

establishing credibility in the marketplace often perceive greater opportunities for growth than 

lawyers who are expected to build those platforms entirely on their own. 

When candidates see attorneys publishing articles, speaking at conferences, appearing in the media, 

and assuming leadership roles in professional organizations, they are not simply observing 

marketing activity. They are assessing whether the firm supports professional development and is 

committed to helping its lawyers succeed. 

The issue is not publicity for publicity's sake. 

The issue is whether a firm appears committed to helping its lawyers expand their influence, develop 

their practices, and strengthen their professional reputations. 

For ambitious lawyers considering a move, that distinction matters, says Rivkin.  

Professional Identity Is Communicated Before It Is Explained 
Lawyers often think of professional reputation in terms of credentials, experience, and results. 

Those factors are critically important, but they are not the only factors that shape perception.  

Long before anyone reviews a resume, reads a biography, or hears a lawyer speak, impressions are 

already being formed. 

Image consultant Estelle Winsett believes many professionals underestimate the role appearance 

plays in reinforcing credibility. "Appearance isn't about fashion,” Winsett says. “It's about alignment. 

Candidates are constantly gathering signals about a firm's culture, leadership, and standards. The 

attorneys they see representing the firm become part of that evaluation, and many candidates 

interpret those signals as evidence of the firm's investment in its people and its future.”  

For lawyers, appearance is not merely personal expression. It is part of professional communication.  

Whether interviewing for a lateral position, meeting with a client, appearing in court, or representing 

a firm at an industry event, attorneys are constantly sending signals about judgment, 

professionalism, and self-awareness. 

Candidates notice those signals, too. They are evaluating not only the firm, but also the people they 

may work alongside and the culture those professionals represent. 

The Firm Is Being Evaluated, Too 
Law firms have traditionally approached recruiting from a position of evaluation. The firm assesses 

the candidate and decides whether to move forward. 

That dynamic has changed. 

Top candidates are assessing firms with equal rigor. They are trying to determine whether the 

organization offers opportunity, leadership, growth, investment, and a vision for the future.  



The strongest recruiting brands are rarely built through recruiting alone. They are built through 

hundreds of small signals that collectively tell candidates what it is like to build a career at the firm.  

The strongest candidates are not merely evaluating compensation, title, or platform. They are 

evaluating whether a firm's actions align with its promises. They are looking for evidence of 

opportunity, investment, leadership, and professional growth. Long before an interview takes place, 

they are deciding whether the firm represents a place where they can build the next stage of their 

careers. 

For law firm leaders, the question is no longer whether candidates are forming impressions before 

the first interview. They are. 

The question is whether those impressions accurately reflect the story the firm wants to tell.  

Liz Lindley is a former litigator and current SVP of PR and Integrated Marketing at Jaffe PR, a full-

service national communications agency exclusively serving law firms and lawyers. 
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