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WILMINGTON — Eric M. Doro
show's legal clinic in Eismere is
announced by a modest roadside
sign.

But he would like more than pass
ers-by 1o know he is there, ready to
handle divorces for $195, wills for
535, bankruptcies that are not loo
sticky for $275. So he runs advertise
mentsin the local newspaper.

But, unlike his feliow lawyers in
Pennsylvania and Maryland, Doro-
show cannoi take the next advertis
ing step. He cannot broadcast his fees
— or even the fact of that his clinic

v

exists — over the airwaves. The Dela-

ware State Bar’s canons of ethics
limit advertising to the print media.

Daroshow recently petitioned the
Delaware Supreme Court to lift the
ban. Among lawyers here who bother
1o ponder such matters, there is sen-
timent that if push comes to shove,
the court may find it hard to turn
him down.

“I'm optimistic,” said Dorashow, 36
a graduste of John Marshall Law
School in Chicago.

He thinks the prohibition is some-
what obsclele now that commercials
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for lawyers from neighboring states
are routinely shown on television,

And he thinks consumers — sspe-
clally flliterates — are prevented
from intelligently shopping for legal
aid because they are unsware of the
services available or comparative
prices.

Doroshow’s clinic employs a high-
volyme and Jow-overhesd approach
to legal services. Simple wilis, for
instance, are fijled out on forms.
Morg than 1,700 clients have walked
through his doors in the last yesr
and a half.

That sort of practics, like the ad-
vertising ft thrives on, 18 viewed
with § certain disdain by many estab
lished tawyers. Thelr fseling is that
advertising — beyond tameful an-

-nouncements of new partners or

shqrt notices in the Yellow Pages —
cheapens professional dignity.

Lawyer John Bader, for one, thinks
expanded advertising will lead %0
unhesithy competition,

“it puts a2 premium on the ghort
‘cut” he said. “I'm particularly u£
. posed to the laundry- l!st type of ’

. that give the misleading impres
sion that legal counssling can be

dispsnsed like aoma commodity off

theshell”

The past president of the State Par
Assoctation, Andrew B. Kirkpatrick,
a partner in the Wilmington firm of

Morris, Nichols, Arsht & Tunnell, -

said he, toc, harbors the anti-adver.
tising bias of older attorneys who
grew up in an era when seil-promo-
tion was frowned upon,

“But, on the other hand, &s a law-
yer," he said, "I don't know that | sce
a great deal of justification to draw.
ing a distinction between print me-
dis advertising and any other form.”

The US. Supreme Court ruled in
1977 that lawyers cannot be prohibit-
¢d from publishing print advertise-
ments, but has Jeft unanswered
whether they may use other medis or
direct mail promotion.

Robert Schiusser, an sttorney with
Murdoch & Walsh, thinks the hand-
writing is clearly on the wall.

“If it were 1o be litigated,” he said,

"1 think it would be difficult to pre-

vent anyone from advertising on any
medium,”
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