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MONDAY, JANUARY 20 INTELLECTUAL PROPERTY &            STAFFING AGENCIES-1/27/14 
  PATENT LAW  
  1/14/14

MONDAY, FEBRUARY 17 INVESTMENTS & FINANCE   CLOUD COMPUTING COS.-2/24/14 
  2/11/14

 MONDAY, MARCH 17 REAL ESTATE & DEVELOPMENT LAW FIRMS-3/31/14
  3/11/14                                

MONDAY, APRIL 21 LABOR & EMPLOYMENT LAW       TECHNOLOGY COS.-4/28/14
  4/15/14           

MONDAY, MAY 19 TECHNOLOGY IN THE COURTS       INTERNATIONAL LAW
  5/13/14  FIRMS-5/26/14
   

MONDAY, JUNE 16 MEDIATION & ARBITRATION HEALTH CARE PLANS-6/30/14
  6/10/14 

 MONDAY, JULY 21 BUILDING A BETTER CASE  UB LAW-7/28/14
  7/15/14 

MONDAY, AUGUST 18 IMMIGRATION & CROSS-BORDER   ENGINEERING FIRMS-8/25/14
  COUNSELING                                     
  8/12/14  

MONDAY, SEPTEMBER 22 LEGAL ELITE SPECIAL PUBLICATION              CPA FIRMS-9/29/14

MONDAY, OCTOBER 20 EDUCATION  LAW  FINANCIAL PLANNING
  10/14/14  FIRMS-10/27/14

MONDAY, NOVEMBER 17 ACCOUNTING & TAX      PAYROLL SERVICES-11/24/14 
  11/11/14     

MONDAY, DECEMBER 15 THE YEAR IN REVIEW ACCOUNTING FIRMS-TAX-12/29/14
  12/09/14 
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Rate Card
EFFECTIVE JAN. 1, 2014

4-COLOR ISSUES: All issues are 4-color. To run an ad in 4-color, please
add an additional 10% to the rates listed above.

FREQUENCY DISCOUNTS: Frequency discounts are determined by
combining the total number of insertions in the Buffalo Law Journal
within the contract period. Contract begins with date of first insertion
and must be fulfilled within a twelve-month period. Rates subject to
change during contract period.

DEADLINES: The Buffalo Law Journal is published every Monday. Space
reservations are due the previous Tuesday at 5 p.m. All copy for ad workups 
is due with space reservations.

CANCELLATION: Cancellation of an ad or a change in its schedule must
be received by email or by calling before space reservation deadline. Ads
canceled after reservation deadline will be billed at 100%.

PRE-PRINTED INSERTS: Insert your brochure, catalog or direct-mail
piece in the Buffalo Law Journal for a fraction of the cost of a direct-mail 
campaign. Inserts must be 8.5" x 11". Inserts must be delivered to our offices 
one week prior to publication date. $300 per run. Additional charges apply 
for pieces weighing more than 1 oz.

GUARANTEED POSITION FEE: (First come, first serve basis) Contact
Bo Sunshine at bsunshine@bizjournals.com or call (716) 541-1657 to learn 
whether guaranteed positioning is available for an additional 10% fee.
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6. 3⁄8 Page (H), 7.5"x6.75"

8. 1⁄8 Page (H), 4.90" x 3.75" 
7. 1⁄4 Page (H), 4.733" x 7.625"
5. 1⁄2 Page (H), 10" x  7.625" 

5. 1⁄2 Page (V), 4.733" x 15.5"
9. 1⁄16 Page (V), 2.20" x 3.75"
7. 1⁄4 Page (V), 4.733" x 7.625"

2. Full Page, 10" x 15.5"
7. 1⁄4 Page (H), 10.00" x 3.75"
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DisplayRATES
Open 6x 13x 26x 39x 52x 104x

2.  Full page     962     874      786      692   608   547   486

5.  1⁄2 page    528     480      432      380   334   300   267

6.  3⁄8 page    411     374      336      296   236   212   189

7.  1⁄4 page   294     267      240      210  184   165   148

8.  1⁄8 page   163    148      133    116   103     93     82

9.  1/16 page   115    104       93      82    72     65     57



Position your marketing message where it’s
going to be most effective. 

Create brand awareness, improve ROI and 
increase your customer base by advertising on 
lawjournalbuffalo.com. We’re the perfect fi t for 
companies of all sizes, across many fi elds.
Through our site, you can deliver your mes-
sage to an audience that includes:
 • Practicing lawyers and legal professionals 
 • Decision-makers at top WNY law fi rms 
 • Business owners 
 • Real estate investors 
 • Private households 

Based in Buffalo since 1929, the Buffalo Law 
Journal is a weekly newspaper of general
circulation covering legal, financial, real estate, 
insurance and general news. It is an official 
paper for all notices of New York State Supreme, 
Erie County, Erie County Family and Erie County 
Surrogate’s courts. The Buffalo Law Journal, as a 
newspaper of general circulation, is qualified to 
meet all of your regional legal notice and public 
notice publishing needs.

In addition to news stories and guest columns 
about the people and trends that shape legal 
practice and business today, we publish more 
public record from Erie and Niagara*
counties than is available in any other
publication, including:

 • Bankruptcy filings
 • Classified & display advertisements
 • Erie County Deeds & Mortgages
 • Federal Tax Liens/Releases
 • Lis Pendens
 • Mechanics Liens
 • State Tax Warrants/Releases

 • Supreme/County Court Judgments

 The Buffalo Law Journal is a 
member of the National Newspaper 
Association, New York Press 
Association and American Association 
of Court and Commercial Newspapers.

RATESClassified About THE

1x 6x 13x 26x 52x+
1 column x 1” $20 $16 $14 $12 $ 9

1 column x 2”  33  26  24  21  17

1 column x 3”  47  37  34  30  24

1 column x 4”  56  42  39  35  29

1 column x 6”  79  62  56  50  40

1 column x 8”  97  77  70  62  49

1 column x 10” 107  87  79  69  55

2 columns x 2”  56  42  39  35  29

2 columns x 3”  79  62  56  50  40

2 columns x 4”  97  77  70  62  49

2 columns x 5” 107 87  78  69  55

2 columns x 6” 121 97  87  77  62

2 columns x 7” 135 108  94  80  60

2 columns x 8” 150 120 104  88  66

3 columns x 3” 120  96  83  70  52

3 columns x 4” 153 122 106  90  57

$25 BLIND BOX RATE
(Fee applies to mailed responses only)

Sent to your office, a private address or picked up at our offices

FIRST-TIME ADVERTISERS: Must pre-pay by check, Visa, 
MasterCard or American Express. Payment must accompany
all copy until credit has been established with our billing
department. No cash discounts. Any discrepancies in advertising 
invoices must be questioned within 10 days of publication.
All ads and inserts are net and non-commissionable.
Ad materials that require production or camera work or
electronic ads not meeting production requirements will be 
charged at the appropriate rate.



2014
Decision-makers of all types look to the web for immediate access to product specifi cations,
corporate information and facts about the goods and services they utilize every day,
at home and at the offi ce.

Position your marketing message where it’s going to be most effective. 

Create brand awareness, improve ROI and increase your customer base by advertising on 
lawjournalbuffalo.com. We’re the perfect fi t for companies of all sizes, across many fi elds.
Through our site, you can deliver your message to an audience that includes:

 • Practicing lawyers and legal professionals 
 • Decision-makers at top WNY law fi rms 
 • Business owners 
 • Real estate investors 

Advertising rates
Ad type Ad size 1 month 3 months 6 months 1 year
Small island 300x250 $250 $225 $200 $150 

All ad sizes are accepted IAB ad units.
 Ads may refresh at up to 4 rotations per position.

Monthly rate based on duration of contract.

Accepted Standard 
Creative Types
• GIF
• JPEG
• Dynamic HTML
• Image map
• Java Script

*.swf fi les ONLY Combination rates
• Combine your Web advertising 
with ads in our weekly print
editions to maximize your coverage.

• Discounts based on length of Web 
contract will apply.

Contact advertising representative
for details: BLJads@bizjournals.com 

General Guidelines
• Border: If ads are on a white background, they must 
include a black, encasing one pixel rule.

• Duration: 30 seconds

• Alternate GIF: Animated GIFs must be provided for all 
Flash creatives.

• Alternate Text: Cannot exceed 50 characters

• Sound: The use of audio streams must be initiated 
by click only. If deemed too distracting, The Buffalo 
Law Journal reserves the right to ask that the advertiser 
remove them. Use of audio in the initial download must 
include an option for turning off audio. This option must 
be clearly labeled in the creative.

• Testing: Creative must be delivered 72 hours prior to 
launch for testing and Q&A. All creative must function uni-
formly on both Mac and PC platforms, as well as multiple 
browser versions of Firefox and Internet Explorer. Any units 
not conforming to all outlined specifications will not be 
placed online and will result in delayed start dates.

lawjournalbuffalo.com
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Rich Media Specs
Ad type Ad size Max Weight 

of Alt Image
Max Weight of 

Initial Download
Max #

of Panels
Max Weight

Per Panel

Total Max 
Weight of 
Download

Fly Out

Small island 300x250 40k 40k 3 40k 40k left

All sizes: Ads may refresh at up to 4 rotations per position

Rich Media Specs
lawjournalbuffalo.com supports rich media advertising. All rich media must be tested and approved before posting, We reserve the right 
to refuse any rich media that does not meet our standards or function properly. We are not responsible for fixing any coding problems 
with faulty ads. We require a minimum of 5 business days to production test rich media.

As a general rule-of-thumb: any interaction with an ad must be user-initiated. For example, ads can only utilize audio on user 
click (not mouse-over), and should the user click to hear audio, an obvious “OFF” button must be available. Also, an ad may 
not cover any lawjournalbuffalo.com content unless the ad is user initiated.

Expandable rich media ads must contain a call to action that indicates “Roll your mouse over this ad to see more.”

Ad Formats/Creative Types
No deceptive creative tactics. These include ads simulating computer system warning dialog boxes that lead the viewer to
believe their computer, our server or the system in experiencing technical difficulties or that they need to click on the box (ad) to
eliminate the message from their screen.

Ads must not modify any elements of a user’s browser or computer settings.

Ads must not resemble The Buffalo Law Journal/lawjournalbuffalo.com editorial content (exact or close replica). Ads must not 
include references to The Buffalo Law Journal/lawjournalbuffalo.com unless part of previously arranged co-promotions.

Design and content must be approved by The Buffalo Law Journal.

All logos served on lawjournalbuffalo.com must be provided in EPS format for the  The Buffalo Law Journal staff to size to creative 
standards.

lawjournalbuffalo.com

Deadlines and policies
Standard creative materials are due to the Buffalo Law Journal three (3) business days prior to the start 
of the campaign. Rich media creative is due fi ve (5) business days prior to the start of the campaign. Ad 
materials should be sent to bljads@bizjournals.com. If ad materials are late, the Advertiser/Agency is still 
responsible for the media purchased. It is the Advertiser/Agency’s responsibility to send Ad Materials in 
accordance with lawjournalbuffalo.com specifi cations as outlined here.

No penalty will be applied if cancellation is received in writing by the Buffalo Law Journal 14 days prior to the start date of the cam-
paign. Inside of 14 days, cancellation will be effective 14 days from the date the written cancellation is received. 

Lawjournalbuffalo.com’s liability for errors on its part will be limited to the cost of the space occupied by the error. No allowances 
will be made for errors that do not affect the value of the ad. All errors are compensated as “make goods” on comparable ad space 
in the next available spot. The Buffalo Law Journal shall not be responsible for any errors or fl aws contained within an ad which has 
been approved by advertiser. Claims must be made within 30 days from date of publication.

The Advertiser/Agency agrees that payment for advertising will be monthly and is due upon the receipt of the invoice. If this con-
tract is signed by an Advertising Agency, the Buffalo Law Journal reserves the right to hold the Advertiser and/or its Advertising 
Agency jointly and severally liable for such monies as are due and payable to the Buffalo Law Journal, including all costs, attorney 
fees, and expenses incurred in collection thereof, without relief from valuation and appraisement laws.

Bo Sunshine
Marketing Consultant
465 Main Street
Buffalo, New York
(716) 541-1657
BLJads@bizjournals.com
lawjournalbuffalo.com

Call



Impact Ad 2014
Back Cover

Average Issue Recall of Advertisements

Fractional Advertisements:  17%
1-Page Advertisements:          32%

VOL. 85 _ NO. 51 _ OCTOBER 21, 2013 _ EST. 1929

INDEX

Bankruptcies  . . . . . . . . . . . . . . . .  24A
Building Permits  . . . . . . . . . . . . . .  12A
Business Exchange  . . . . . . . .  26A-27A
Credit Information  . . . . . . . .  17A-24A

Legal Notices  . . . . . . . . . . . . .  5A-10A
New Businesses  . . . . . . . . . . . . . .  11A
New Legal Insertions  . . . . . . .  9A-10A
Opinion Page  . . . . . . . . . . . . . . . . .  3A

SCAN QR CODE
AND GO TO OUR WEBSITE

@BUFLAWJOURNAL

LAWJOURNALBUFFALO.COM

BY DANIEL MEYER

While many around the country continue 
to struggle to find jobs in sectors across the 
board, certified public accountants remain 
in demand.

Experts say the accounting industry is 
one field in which a quality education and 
hands-on training lead to a stable career 
for men and women alike. And they see 
firms large and small searching for qualified 
candidates as studies show the demand for 
CPAs continuing to rise.

According to the U.S. Bureau of Labor 
Statistics, the number of accounting jobs 
is expected to swell by 25 percent between 
now and 2023, with an estimated 500,000 
accounting jobs being created nationwide. 
The Association of Chartered Certified 
Accountants forecasts steady job growth, 
as well.

That’s prompting Western Newv York col-
leges and even some high schools to offer 
additional business courses to help prepare 
students considering a career in accounting.

“The demand is there and the account-
ing firms are hiring,” said Michael Lillis, 
professor and chairman of Medaille Col-
lege’s business department. “Our program 
is still in its infancy, so we are just starting 
to get the attention of some of the larger 
CPA firms in the area. We are pretty happy 

with how we are being received, especially 
because we are still pretty new to the game.”

The demand for professionals reflects 
both sides of the economy: Companies that 
are downsizing need someone to analyze 
their overall operation as they look to trim 
expenses while optimizing resources as part 
of the “do more with less” concept. Those 
experiencing growth, meanwhile, have a 
similar need for CPAs to manage things. The 
end result is a job market that covets profes-
sionals who can help maximize resources, 
find cost-cutting measures and track bud-
gets by serving as internal auditors.

“The demand is there for accountants, 
and we are finding more students who are 
attracted to the many benefits of becom-
ing a CPA,” said Shawn Daly, dean of the 
College of Administration at Niagara Uni-
versity and professor of marketing. “Our 
numbers are actually much bigger than the 
national average. We have seen tremen-
dous growth recently in the number of stu-
dents who want to pursue an accounting 
degree.”

Freed Maxick CPAs P.C., the region’s larg-
est accounting firm, continued to hire in 
recent years despite a struggling economy. 
Officials say they have been keeping a close 
eye on how area colleges react to the grow-
ing demand for accounting courses.

“It has been interesting to watch because 

all of the schools are trying to differenti-
ate from one another,” said Shawn Frier, 
director of recruiting and a partner at Freed 
Maxick. “What is happening is people are 
being attracted to different specializations, 
but what that creates is a smaller pool of 
candidates for some jobs, which has proven 
to be a problem in the industry, especially 
when you are talking about some of those 
entry-level positions. For example, it has 
become tough to find people who just do 
auditing. We still need those people.”

Enrollment has remained steady and at 
some area schools has even increased as 
students find promising job prospects diffi-
cult to resist, especially when many college 
students report landing full-time employ-
ment nearly a full year before graduating. 
It’s concrete evidence that the profession 
remains recession-proof, experts say.

“Our incoming class has essentially dou-
bled over the past two years, with 41 stu-
dents in fall 2011 compared to 80 students in 
fall 2013,” Daly said. “The market is tremen-
dous for accounting students and anyone 
wanting to pursue a career as a CPA. Clearly, 
what we do and how we do it is appreciated 
by our students, with many of our gradu-
ating students getting multiple job offers, 
some well before their graduation. To be in 
demand like that, especially when you hear 
how many people are unable to utilize their 

skills due to the economy and other factors, 
is a major selling point.”

With many students securing internships 
that can lead to post-graduation job offers, 
administrators at Western New York col-
leges and universities say they’re working 
harder than ever to build relationships with 
local accounting firms to boost internship 
opportunities.

“Our internship program is really hands-
on,” said Frier of Freed Maxick. “Each intern 
rotates around to each department to learn 
each job and be properly trained for basic 
entry-level work. Our interns are not just 
sitting around; they are constantly learning. 
We believe very strongly in our internship 
program. For us, it really is the lifeblood to 
our future.”

Branching out to high schools has 
become a necessity, and higher-education 
officials say it’s an effort to connect with 
young people who express an interest in a 
career as a CPA.

“We have articulation agreements in 
place with Orchard Park High School and 
Riverside High School and are looking at 
five or six other area high schools who we 
are working closely with and have already 
started drafting articulation agreements 
with,” said Lillis of Medaille College.

By the numbers
Special Report: Accounting & Tax

CPAs-in-training like what they see
Patrick Johnson, an associate professor at Medaille College who has taught in the business department for 21 years, says he sees students flocking to accounting programs. “They see more oppor-
tunities to land a good job after they graduate,” he says. 

see CPA, PAGE 15A
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EDITOR’S NOTEBOOK, 3AEDITOR’S NOTEBOOK, 3A

MAKING A DIFFERENCEMAKING A DIFFERENCE
5 QUESTIONS, 13A

Independent Medical Examinations
Board Certifi ed Physicians And Experts Nationwide in All Specialties

•  IME & record reviews
•  Film retrieval
•  Radiological reviews

•  Nurse chronologies & summaries
•  Fit to work exams
•  Medical malpractice
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JENNIFER SOLTYS
Director of Marketing and Operations

jsoltys@legalmed.info
www.LEGALMED.info

3343 Harlem Road •  Buffalo, NY 14225

716-961-3565

CUSTOMIZED SERVICE
TIMELY REPORTS

TOTAL COMMITMENT

PROOF
GA: KS Account Executive: For ad running:

The attached is a proof of your ad. If a layout was provided, it was followed as closely as possible.
If a layout was not provided, we displayed your copy for the best appearance.

PLEASE CHECK YOUR AD CAREFULLY.
THIS AD HAS NOT YET BEEN PROOFREAD. YOU HAVE ONE AND ONLY ONE

 
OPPORTUNITY TO MAKE CHANGES.

Pay special attention to your information: Name, Address, Phone, Hours and Prices.
THIS IS NOT AN OPPORTUNITY TO RE-DESIGN YOUR AD.

Changes in type size, design, repositioning of copy and/or art will only be accepted if your original layout was not followed.
In order to meet production deadlines, your proof must be signed and returned to your account executive within 24 hours of receipt.
(Weekends and holidays excluded). Thank you for your cooperation and continued business. Please check  appropriate box below.

NO CHANGE, PRINT AS IS
OK WITH CHANGES

BUFFALO LAW JOURNAL
465 Main Street, Buffalo, New York 14203-1793 (716) 541-1650 • FAX: (716) 854-3826

Advertiser’s Signature:                                                                 Date:

Account Executive:                                                                      Date:

Cancellation Deadlines: Monday Issues - Thursdays@2pm — Thursday Issues - Tuesdays@2pm

bs March 2012

FULL PAGE 4-COLOR
LEGAL SUPPORT SERVICES

Average Issue Recall of Position-
Specifi c Advertisements

Source: Reed Research Group/Reed Business Information

46%

34%

43%
46%

40%
37%

 Inside Inside Back Page 3 Page 4 Page5
 Front Cover    Back Cover Cover

2014 BACK COVER IMPACT RATES

   Open Rate 6x 13x 26x

  Full Page  $550  $500 $450 $400
 (10.00” x 15.5”)

** ALL ADS ARE 4-COLOR**

Please call Bo Sunshine at (716) 541-1657,
bsunshine@bizjournals.com to reserve space today.



Five questions with...
Robert McLaughlin

Partner
Hodgson Russ

Your firm recently formed a Gaming 
Law Practice Group. Is this the result 
of the movement to bring more casi-
nos to New York? 

The firm has been representing gam-
ing interests for some time and cer-
tainly with the explosion of gaming in 
the state in so many different forms, 
and the fact that we were existing new 
and existing clients that all broached 
into the gaming space, we felt that it 
was an appropriate time, especially 
with the referendum on the horizon, to 
start a gaming practice. 

Who are the target clients and will 
you be doing work on the lobbying 

side of the issue? 

We look at gaming not only as the traditional horse racing, lottery, racinos and 
casinos because gaming also includes fantasy sports, sweepstakes contents, chari-
table gaming and, potentially down the road, sports wagering. We want to be able 
to service existing clients and also be the go-to firm in the state as gaming contin-
ues to expand. As far as lobbying, we don’t envision getting into that at this time. 
We don’t have what people would think of as a traditional lobbying group, and to 
the extent that any of our clients or potential clients need those types of services, 
we usually direct them to people who work exclusively as lobbyists. 

Do you handle cases only in New York or is it a broader practice? 

The focus for gaming will always be in New York. We are a Buffalo-based firm. We 
have offices throughout the state and so our focus will always be first on New York 
state. That being said, many of these issues go into multi-jurisdictions. Certainly 
our lottery practice deals with many states, and we partner with other law firms 
and professionals in those states to assist our clients to be successful in those dif-
ferent jurisdictions. 

You mentioned wanting Hodgson Russ to be the “go-to firm” in New York. In light 
of the fact that casinos have become a polarizing issue, is there concern that the 
firm will face backlash for being so out in front in representing such interests? 

I think the distinction is we want to be known as the firm to represent those clients 
with interests in gaming, but Hodgson Russ has more than three dozen different 
practice groups in a wide variety of areas, so we don’t want to be known just as a 
gaming firm. We are a multi-practice firm, and my goal of the gaming group is to 
be able to use our different practice groups to assist clients that are in the gaming 
space. There are carryover issues and we can certainly assist on issues of intel-
lectual property, real estate and environmental issues, licensing issues, potential 
litigation — all those issues that can crop up in the gaming space. 

As former CEO, director and general counsel at the New York Lottery, how has that 
positioned you to be part of this specialty practice? And what can you bring from 
the other side of the table? 

As part of that background with the Lottery, not only do I have specific expertise 
with the traditional lottery but I also developed the first set of regulations for what 
are called the racinos throughout New York state. I was instrumental in obtaining 
the opening of eight of those facilities at racetracks around the state including 
Buffalo Downs, Batavia Downs, Finger Lakes Saratoga, Vernon Downs Tioga, Mon-
ticello and Yonkers Raceway. After I left the Lottery, I was a gaming consultant for 
an accounting firm. Part of my mission was to assist state and local entities in their 
gaming needs. We did a lot of consulting for gaming commissions on licensing 
issues, on work for Native American tribes and also assisted the California attorney 
general to develop procedures for monitoring the California card rooms. I have 
broad, nationwide gaming experience, which I think helps to set us apart. 

— MATT CHANDLER

COURT REPORTING

Reporting Services, Inc.
ABC

999 Boise Avenue • Ste. 601 •  Bu  ̃alo, NY 14202
Ofc: 716-499-9010 • Fax: 716-499-9011

 Info@abcreporting.com

• Realtime reporting
• Expert testimony

• Reliable results delivered on time
• Conference room available

• On-line scheduling available

Accurate, fast and organized transcripts of all legal 
proceedings

A proud sponsor of ‘Five Questions’ with local business leaders

2014 FIVE QUESTIONS SPONSORSHIP RATES

    13x 26x

  1/8 Page    $1,209      $2,132
 (4.90” x 3.75”)     ($93/run)    ($82/run)

** ALL ADS ARE 4-COLOR**

Sponsorship opportunities are available in
consecutive publications only and are limited.

Please call Bo Sunshine at (716) 541-1657,
bsunshine@bizjournals.com to reserve space today.

Sponsorships
2014 Five Questions

Integrated marketing placement 
with frequency and color makes this 

a prime sponsorship opportunity.

˜  e “Five Questions”
column has become one
of the most popular read

sections of our redesigned
publication. ˜  e “Q&A” format allows 

readers to get the facts on local business 
leaders in a concise design which lends

itself to the paper’s mission
of being a business tool for the legal, 
ÿ nancial and real estate industries.



Inserts2014
Pre-Printed

Your company’s pre-printed promotional material can be inserted into the Bu� alo Law Journal
for less than the cost of direct mailing. By pu� ing your insert in the Bu� alo Law Journal, you can target our top
management subscriber without buying expensive mailing lists. � e Bu� alo Law Journal can give you the
most in� uential mailing list in town – its subscribers.

INSERT � TES (Frequency discounts available)
$300 (1,000 inserts)

SPECIFICATIONS
• Shall not exceed 8 1/2” x 11” • Cannot contain any postal indicia • Should weigh one ounce or less
A sample of the insert must be provided to the Law Journal prior to printing. 
Inserts should be delivered to: Buff alo Law Journal, 465 Main Street, Suite 100, Buff alo, NY 14202
OR
Webster Printing Corporation, 46 North Avenue, Webster, NY 14580
Must be delivered the Tuesday prior to the issue date and must be marked “INSERTIONS for Buff alo Law Journal”

Please contact Bo Sunshine at (716) 541-1657 for details



Call Bo sunshine for more information.
716-541-1657 or email: bsunshine@bizjournals.com

AD SIZE SPECIFICATIONS

  Width x Height ( in inches)

FULL PAGE 10” x 15.5"
1/2 PAGE HORIZONTAL 10” x 7.625”  
1/4 PAGE 4.733” x 7.625”

WORD COUNT SPECIFICATIONS
FULL PAGE            1,440 word maximum
1/2 PAGE HORIZONTAL 720 word maximum  
1/4 PAGE 360 word maximum

When you advertise in the Buffalo Law Journal, 
you gain an instant presence and added credibility 
throughout the WNY legal community. You will be 
reaching our readers: attorneys, decision makers at 
law firms, real estate investors and business owners. 
Compared to other media, advertising in the Buffalo 
Law Journal is a low-cost investment that will lead 
to more referrals for your business.

2014 RETAIL RATES
   1x  3x
1/2 page (1/4 pg ad & 1/4 pg article)  $ 517 $ 460
Full page (1/2 pg ad & 1/2 pg article)  $ 730 $ 630
Two Page Spread (full pg ad & full pg article) $1114 $ 940

*ALL PUBLISHED IN 4-COLOR*
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Reporting fi rm announces
24/7 Litigation Repository

Jack W. Hunt & Associates, Inc., 
(JWH) Western New York’s leader in 
court reporting services since 1958, 
announces a new addition to their 
secure web portal.

Kevin R. Hunt, President of the firm, 
said, “We’re pleased to offer a free Liti-
gation Repository for electronic docu-
ments, providing all of our legal clients 
with access to their key deposition and 
trial documents in a secure portal 365 
days a year, 24/7.”

Exhibits, transcripts, expert analyses, 
etc., virtually any document in elec-
tronic form, can all be made available 
to law firms with the new Litigation 
Repository, complementing the cur-
rently existing internet services from 
JWH of on-line calendaring, transcript 
ordering and invoice history.

“As we roll this new feature out 
through our free Lunch ‘N Learn semi-
nars in the upcoming months, secretar-
ies, paralegals and attorneys will learn 
that by simply providing the exhibits 
at the end of the deposition to our 
reporters, JWH will make them avail-

able over the web. For the same cost 
of photocopying another piece of paper, 
the scanned documents can be made 
available at no additional charge for the 
life of the litigation.”

“Videos can also be made available 
via the web,” Tim Hunt, Vice Presi-
dent of the firm, added, “but due to 
their size, a small storage fee will be 
charged.”

Both the Hunts indicate that this is 
part of their overall movement in Going 
Green, recognizing that their business is 
one of the largest generators of paper 
in the legal profession. Tim emphasized 
that “With a single phone call, our clients 
can switch to getting all of our services 
electronically, from transcripts to invoic-
es and statements, and now virtually 
any electronic document, as well. This 
will also result in bottom line savings to 
the law firm in reduced storage costs.”

“Our goal is to become as Green as 
possible while making the law firm’s sup-
port staff’s life a little easier,” Kevin vol-
unteered, “whether it’s using our Global 
Scheduling for a depo in Dubuque or 
reviewing a 200-page exhibit halfway 
around the world through a browser, 
we’re providing the tools to help them 
cope with the ever-demanding legal 
environment.”

For more information, contact: 
     Kevin R. Hunt
     President
     716-853-5600
     www.jwhcorp.com

• 24/7 Secure Transcript Repository
• Global Scheduling

Video Taping • Video Teleconferencing
• Conference Rooms

• Document Reproduction

1420 Liberty Building
Buffalo, NY 14202

(716) 853-5600 — (800) 459-4868
fax (716) 855-1028
www.jwhcorp.com

WNY’s Premier Court Reporting Firm

jack w. hunt
and associates, inc.

Do the big-box, well-known consult-
ing firms really guarantee superior 
technical ability? Are you paying for 
talent or marketing? If you’ve been 
around in business long enough, you 
probably know the answer. If you 
peruse the traditional job-hunting web-
sites, you can see continuous openings 
for people in this industry at these 
high-dollar firms.

Are the people being hired at 
these firms really up to the task at 
hand? Depending on your need, it may 
be very simple to 
find a qualified 
individual. It may 
also be quite dif-
ficult. Depending 
on the specifics, 
there are a lot of 
resources avail-
able to do simple 
Windows-based 
forensic tasks, 
both in terms of 
people and soft-
ware tools. As we 
know, working 
the keyboard to 
obtain data is only one small part of the 
value equation.

Once we leave the Windows world, 
things begin to get more difficult 
very quickly. What happens when 
the engagement calls for Macintosh 
examination? It’s 10% of the market 
right now, but there are fewer than 
10% of the available professionals who 
are comfortable enough to provide 
good results. How about Linux, Sun 
or Novell? How many professionals 

can provide value on these operating 
systems and their many flavors? What 
about servers? We now have big hard-
ware, storage arrays, cloud comput-
ing, virtualization, and many different 
operating systems and configurations. 
How many forensic professionals have 
managed big enterprise-grade data 
stores? How many have worked with 
big hardware and complex software 
to keep it running in a mission critical 
environment?

When the time comes for action, your 
clients don’t want 
or need someone 
to extract their 
data who isn’t 
fully versed in 
the nuances of 
infrastructure – 
not just Windows 
desktops. They 
want someone 
to extract and 
analyze data who 
has a respect not 
only for the pro-
cess at hand, but 
also understands 

how this data is important to the busi-
ness and respects both the data and 
the business processes it supports.

So, who are you going to call?
I would recommend the same people 
that the big-dollar firms call when they 
need help… DIGITS LLC

For more information, contact: 
James Domres
Chief Operations Officer
877-216-2511
james.domres@digitsllc.com

Who Ya Gonna Call?

 Computer Forensics & Data Recovery
 Corporate Computer Investigations
 Litigation Support
 Network Security Advisory Services
 E-Discovery

MICHAEL G. MCCARTNEY

PRESIDENT & CEO

www.digi ts l lc .com

JAMES DOMRES

SENIOR VICE PRESIDENT & COO 

877.216.2511

Our forensic
services leave no
stone unturned.

Advertorials
YOU PROVIDE THE TEXT AND TAILOR THE MESSAGE TO YOUR NEEDS


