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f you weren’t able to join us in Orlando
for the Fall Workshop, you missed out on
some fun, hinted at in the photos on the

last page of this newsletter. To the accompaniment
of Carol Manning on the xylophone, I escorted
Francine Walker with her Minnie Mouse ears and
bridal veil down the aisle.  For the record, I made
it clear to all who asked that I am happily married;
I was there to give Francine away!  Besides the

fun and banter, there is a serious point I’d like to make about our Workshop
chair in her bridal veil.

It all began when Francine reported at the Council meeting the
evening prior to the Workshop.  She commented that she was all a-tingle
with excitement, with all of the pieces coming together smoothly for a
great event.  She likened it to when she planned her wedding.  Inevitably,
the Minnie ears and veil were presented at the opening session the next
day.

The simile was, in fact, precise and powerful in its message.
Successful executives are usually effective because they approach what
they do as though that task is the most important thing they can put their
energies into.  They feel personally vested in the project and see it as a
reflection of themselves.  That means the project — article, program,
response to disgruntled member, report to the president, or any other
responsibility — needs to come across with class, with caring, with
conscientiousness.  Francine’s imagery told us that is indeed how she
approached planning for the Workshop, as important to her as planning
her own wedding.  And, knowing Francine, we would have expected no
less.

But often in the workplace, individuals want all the credit while
investing little of themselves in the task.  Not so long ago one of our
staff members was working on a project with high school teens.  The
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he “magic” of Disney World carried over to the NABE Communications Section Awards Luncheon during
this year’s “Wonderful World of Bar Communications” workshop in Orlando. It was another “first” for this
incredibly creative section! Through just a little slight-of-hand technology behind the scenes by workshop

chair Francine Walker and some basic cloak-and-dagger maneuverings by former Anne Charles Award winners,
Paul Nickell and Arlene Abady, and co-conspirator Cynthia Kuhn, this year’s recipient “received her award”...
electronically!

Yvonne McGhee, executive director of the Fairfax County Bar, was unable to attend the Workshop. She admitted
being quite puzzled when she was handed her cell phone during a meeting she was in and was told “It’s for you.”
To the delight of 100+ attendees of the Workshop, Yvonne was placed on speaker phone to accept her award.

The Anne Charles Award for Distinguished Service is presented to a member of the NABE Communications
Section who has made a significant contribution to advancing the goals of the Section through committee service
or other Section volunteer efforts. The award recognizes the “unsung heroes” who have shared their time and
expertise on behalf of the Section — certainly an apt description of Yvonne McGhee.

Yvonne’s nomination highlighted her “consistent support of other leaders and members and, particularly, her
outreach to new members.” “Yvonne is one of the hardest working members of our section and she makes
contributions without calling attention to herself personally. She is consistently positive and encouraging and looks
to help others whenever possible.”

Congratulations, Yvonne, as you stand with those who came before you — Arlene, Paul, and Ann Scarle* — as
truly exceptional role models for us all in keeping the “magic” of this Communication Section alive!

*Note: The award is traditionally presented by the past year’s recipient. Due to the extensive damage inflicted by
Hurricane Katrina on the Gulf Coast, Ann Scarle, executive director of the Baton Rouge Bar, was unable to attend
the workshop. Our thoughts and prayers continue to be with Anne and all of our colleagues affected by
this tragedy.

T

Yvonne McGhee Receives Anne Charles Award for
Distinguished Service to Communications Section
By Susan Andres, director of communications, Alabama State Bar Association

Chris Blake: Recipient of Wally Richter Award
By Chris Cendagorta, executive director, Washoe County Bar Association

he Richter Award honors what I think defines this Section — attributes and
contributions that Wally Richter achieved — leadership and the true collegiality
that expresses itself in generosity to peers and colleagues.

    Chris Blake brought an impressive resume to the Section and he was always generous
about sharing that experience and knowledge. As a relatively new Section member, Chris
wasn’t afraid to jump in as a panelist on programs or to write a newsletter article. We
quickly recognized leadership ability as well as a willingness to do the heavy lifting needed
in any thriving organization.
    Here’s what the nomination form said: “Chris Blake was the ‘face’ of the Section,

welcoming as well as providing thoughtful, comprehensive, and helpful responses on the listserve.”
Last year when I was happy to accept this award I said that this Section is truly home to me — a safe, professional

haven for help, encouragement, and a good laugh — the best of home and family. Well, Chris Blake is like having
a wonderful brother, someone you can count on as a guide, a good listener, or someone to move your furniture. It
was tough to see him leave us last year, but we all wished him the best in his new job.

T
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By Susan McKaskle, managing editor, Kansas Bar Association
A View from the Newsroom World

s the communication “gurus” of our bar
associations, whether they be local or state,
many of us often find ourselves writing and

distributing news releases. We work hard to get the
wording just right and to get it to media outlets to
assure the message we want to convey is read or seen
by our target audience. Then we watch the news,
electronic and print, to see where and when our
message got out, or if at all. What steps can we take
to induce the media to print and air our message?

The panel of “A View from the Newsroom
World” session presented at the NABE Workshop
in Orlando, Fla., gave some very useful insight to
success in the news release world. Mike Schneider,
correspondent, Associated Press, Orlando; Jill
Krueger, staff writer, Orlando Business Journal;
Anthony Colarossi, staff writer, Criminal Justice
Team, Orlando Sentinel; and Skip Valet, news
director, WKMG-TV, Orlando, along with moderator
David Jaffe, ABA Media Relations and
Communication Services Division, presented
information and answered questions.

Developing a relationship with a correspondent
was a common theme from the panelists. Find out
who covers the legal news in your area, then call
and introduce yourself. Ask them for a meeting,
possibly over lunch, but make sure the time spent
over lunch is beneficial time for the reporter. Use
this time to find out what constitutes a newsworthy
item for their news outlet.

“The litmus test for a newsworthy item is impact
on the community, has conflict, and involves people,”
said Valet. “A good story has an impact on the human
condition.”

Continue to build a good rapport with the
reporter and pitch only good stories.

For the state bar associations it may seem
difficult to build a relationship with various news
media reporters. Build relationships with
representatives of your local media and other large
media markets in the state and do not overlook the
wire service correspondents. These correspondents
can get your story out throughout the state.

It is important to know how the reporter prefers
to receive news releases or leads. The overall
consensus of the panel was “no snail mail.” E-mail
with a follow up phone call was preferred. Although
Colarossi said he rarely, if ever, does a story from a

A news release. Valet added that news today is so compressed
that a news release is usually old news. Here is where a good
relationship with the press comes into play. Pick up the phone
and call your contact.

These are some steps we can all take to help ensure our
messages reach the people we are targeting. As you develop
a relationship with your local media, you may find variances
on these ideas that will fit your market.

When the panel was asked, “How can bar associations
do a good job for the media?” there was a consensus in the
panel’s answers: “Make it as easy on the reporter as possible
and be responsive.”

Top 10 Take-Home Tips from the “Surviving
Crisis Communications” Workshop Session

1. Have media kits prepared ahead of time;
2. Add legal terms glossary to media kits;
3.  Identify three significant areas of recovery after a crisis,
i.e., (1) we are known for ... ; (2) we have planned for this by
... ; and (3) we are already doing ...;
4.  Have a new release template with instructions ready so
that anyone can get the word out to the media in your absence;
5. Remember that everyone thinks “How does this affect
me?” Answer that question!
6. Establish relationships with other organizations to help
and communicate in disasters from a legal standpoint and
issue a joint message;
7.  Bring out a group of spokespersons from your bar and
let the media come to them – you can divide into different
groups for interviews and different “lanes” of information;
8. A good briefing format includes:

a.    overview of organization;
b.   response team in place who have information

 responsibilities outlined;
c.    contact numbers for after-hours;
d.    maps and locations; and
e.    deadlines and timelines for responses;

9. Stay on message – remember “less is more” and always
tell the truth; and
10. Shape your message – have points written and available
to all – and don’t forget the importance of using your Web
site!

Presented by Carolyn M. Fennell, Director of Public Affairs,
Greater Orlando Aviation Authority

ÂÂÂÂÂ
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he 2005 NABE Communications Section workshop in Orlando was, as usual, excellent; and the Best Web
Practices session, presented by David Simms, Interactive Services Coordinator for the DC Bar, and based
on a manual that he compiled with Toby Brown, was especially helpful. A copy of the manual is temporarily

available on the DC Bar Web site during the NABE Web site’s redesign, and it can only be accessed by using the
following link: http://www.dcbar.org/best_practices.html. Additionally, the authors highly recommend that all Web
managers subscribe to http://www.useit.com for ongoing notifications of best Web practices.

The primary mission of any bar association Web site is, of course, to be usable for members and for the public,
and the session highlighted several questions that every one of us should keep in mind at all times:

√  √  √  √  √  How are tasks completed for first time users?
√  √  √  √  √  How learnable is the site?
√  √  √  √  √  How efficiently and quickly can users perform tasks?
√  √  √  √  √  How memorable is the site when the user return?
√  √  √  √  √  How frequently do users commit errors?
√  √  √  √  √  How fast can they recover from those errors?
√  √  √  √  √  What is the level of user satisfaction?

Rule one for all Web managers? KISS or lose the user. For those who don’t know, KISS is an acronym for
“Keep it Simple Stupid,” my new mantra.

Testing our Web sites may be the keystone in the bridge to effective Web communications. If the site doesn’t
work for users, it has been a complete waste of time and money. The problem is that those of us who work on the
sites are too immersed; we know how to navigate and to use the tools, and we are unable to identify rough spots or
inefficiencies. Recruitment of representative users is absolutely necessary. Ask them to use the various functions
and, hardest of all, BE QUIET as they do so! Ask them to speak aloud as they navigate the site and attempt to
complete tasks so that you can follow their thoughts and identify the places and reasons they have trouble. In this
area, qualitative testing is more helpful than quantitative because it makes it possible to recognize the cause of a
problem, not simply its existence. For example, if an instruction is unclear, you may know through quantitative
testing that many people can’t do something, but until you hear the user say, “What the heck does that mean?” you
have no way to know what the problem is.

Navigation is the area that makes or breaks our Web sites and Dave offered several helpful points. First, be sure
that navigation is consistent throughout the Web site; users should be able to look in the same area of every page for
the navigation tools and they should appear similar or the same throughout the site. There should be separate links
into the site’s content and tools to use the site. Do not use introductory pages and be sure to keep all navigation
“above the fold,” though content may drop below if necessary.

Fonts should similarly remain consistent, both for navigation and for visual appeal. Radio buttons (yes/no)
should be expanded so the label for the target area includes the relevant text; otherwise, they’re too confusing for
users who are not able to associate the label with the correct button. Finally, the hot thing in Web site navigation
now is flyout menus and dropdowns that allow users to see the site menu without actually clicking through the
pages. Apparently, this technology was unstable in the past but now it works with dynamic HTML and all browsers.

And then there are any number of general practices that we can employ to improve our Web sites, including:
Â Use visual cues to identify links.
Â Use action verbs and specific nouns for links, not “click here.”
Â Avoid “so what?” content on the home page, such as your bar’s mission, creed, or president’s message.
Â Use consistent terminology for pages, forms, etc.
Â Avoid “shovelware” – a big temptation, says Dave, for those of us who also work in print media. Shovelware

is a copy, in PDF or on the Web page itself, of anything created for print. It looks awful, does not read like a Web
page, and, if it is a PDF, lacks any internal navigation.

BEST WEB PRACTICES SESSION SUMMARY: KISS
By Rachel G. Piven-Kehrle, Esq., staff editor, Westchester (NY) County Bar Association

T

Continued on Page 9
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eaders of Communicators
Talk already know the
beauties of electronic

newsletters.  It is indeed a small, small
world, and it’s getting smaller as
electronic communications break down
old barriers and shorten old distances.
If you weren’t already a believer in
electronic newsletters as an easy and
cost-saving approach to com-
municating to your members, the
excellent session offered at the
Communications Section Workshop on
the subject by Nora Riva Bergman,
executive director of the St. Petersburg
Bar Association (SPBA), would have
converted you.  E-newsletters represent
the wave of the future — the perfect
communications tool for our shrinking
world.

Bergman is a communicator’s
communicator.  The holder of a degree
in journalism as well as a J.D., and a
graduate of the Leadership Develop-
ment Institute at Eckerd College, part
of the Center for Creative Leadership,
she has been a civil rights attorney, a
Certified Mediator, and an adjunct law
professor at Stetson University.  She has
been ED at the SPBA since 1999.  Her
presentation was both informative and
engaging.  The highlight of the session
was the actual creation of an
e-newsletter right before our very eyes!
Bergman’s presentation met with rave
reviews from both those who currently
produce e-newsletters and those who
would like to do so.

Why use e-newsletters?  Bergman
pointed out that e-newsletters offer the
bar association a mechanism to
communicate regularly with its
members, letting them know about
upcoming events and seminars, court
notices, and member benefits.  Further,
and of critical importance,
e-newsletters can be a source of non-
dues revenue.  Sponsors can be found
for particular issues; space for job
announcements and other classifieds
can be sold.  Combined with their
relative low cost (far less than

traditional print newsletters) and the
ease with which they are produced, the
potential for non-dues revenue makes
e-newsletters an enticing option for
cash-strapped bar associations seeking
to offer more to their members without
blowing their budget.

The power of electronic
communications makes it easy to
provide a way for members to register
for events directly from the
e-newsletter. E-newsletters can also be
used to recruit new members — just
send them an issue so they can see the
benefits of joining the association.

Bergman reviewed some of the
available online newsletter services and
e-newsletter software, with particular
emphasis on the comparative prices.  As
always, the more you want your
newsletter to do, the more money you
can spend. But basic, usable, and
attractive newsletters can be produced
at a surprising low cost.  And remember
that non-dues revenue!

Communicators need to consider
several things before launching their
first e-newsletter. As with any
publication, it is important to decide on
a regular schedule — and stick to it.
Special newsletters can be created for
particular sub-groups of the bar, or for
time-specific announcements. Stories
must be identified, with an emphasis
on timeliness.  Remember this is instant
communication — newsletters with
last week’s news will lose readership.
Court announcements and upcoming

events must be gathered together, again
making sure that they are current. For
events, registration information must be
available and links to it created.

E-newsletters are designed to be
quick communication, so copy should
be short and hard-hitting. Bergman
identified a number of online resources
and books to help a newsletter editor
write the kind of copy that will capture
the attention of today’s e-savvy readers.
She also noted that e-newsletters should
employ images liberally, and offered
good sources of photos and other
images that can be purchased or, in
some cases, used at no charge.

The most fascinating and useful
part of Bergman’s presentation,
however — and the one most difficult
to summarize here — involved the
actual creation of an e-newsletter in real
time, right in the seminar room. She
walked the audience through the steps
involved, from choosing a template to
creating a finished product. She
demonstrated exactly how easy it is to
do, how quickly it can be done, and
how attractive the final product can be.

Finally, Bergman addressed the
question, “Is there a ‘best time’ to
schedule an e-newsletter?” While
views differ on this question, many
believe that the best time is early in the
morning during the middle of the week.
Mondays are generally not good
because people are trying to clean up
their e-mail from the weekend and get
started on the week’s activities; on
Fridays they are busy wrapping up their
week and unlikely to take the time to
read a newsletter.

Readers of e-newsletters already
know how easy they are to use.  Nora’s
presentation showed how easy they are
to create as well — and how much they
can contribute to the bar’s mission.  In
this small, small world, e-newsletters
can be a welcome addition to the
communications package at your bar.
Give them a try!

It’s a Small, Small World
By Kevin Ryan, director of education and communication, Vermont Bar Association

R
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Ad Sales, Ad/Ed Conflicts Vetted at Orlando Workshop
By Mark Mathewson, director of legal publishing, Illinois State Bar Association

pair of programs at  the
workshop in Orlando
addressed that most bread-

and-butter of topics, advertising.
Here’s a sample of what attendees
learned:

AD SALES:
ADVERTISING TO ADVERTISERS

Perhaps you staff a publications
booth or kiosk at your annual meeting
that promotes the value of your
magazine and/or newsletters as
member benefits.But have you thought
of using the same venue to market your
publications to members and your
fellow exhibitors as places to
advertise?

If not, you should, said Joe Bono,
associate publisher of Florida Realtor
magazine and presenter of
“Positioning Yourself for Ad Sales
Success” at the Orlando workshop.
Bono is former advertising director of
the Florida Bar Journal and Florida
Bar News, where he began the
successful practice of exhibiting those
publications at the bar’s meetings.

If you work for a state or large
county or metro bar, you might even
want to take the “advertise with us”
show on the road to legal tech expos
and the like. With their high
concentration of potential ad buyers,
shows and expos offer a more efficient
way to market face to face than do field
sales, Bono said. Florida Realtor has
invested in a stylish exhibit that
reflects the attractive design and high
production values of the magazine.

Bono also urges sales reps — and
that’s whoever sells ads at your bar —
to take a client-centered approach.
“Make yourself a consultant to the
advertising buyer, not just a
salesperson,” he said. Determine the
buyer’s objectives and budget and help
him or her determine the best way to
use your publications to reach those
objectives. The potential buyer is

interested in what your magazine can
do for him or her, so don’t speak in
terms of your publications features,
Bono said. Focus instead on how it can
help clients reach the audience they
want to reach.

AD/ED CONFLICTS:
THERE IS ACCOUNTING FOR TASTE

We all want to sell as much
advertising as we can, of course. But
how does your bar association decide
whether to accept or reject ads that are
of questionable taste, potentially
unethical, or otherwise suspect under
your advertising policies? That was the
central question for panelists at the
workshop aptly titled “Editorial
Policies and Advertising Policies —
Can They Peacefully Co-exist Under
the Same Roof?” The seminar
moderator was Kelley King Jones,
director of the Board and Public
Services Division of the State Bar of
Texas, and panelists were Paul Nickell,
editor of the Oregon State Bar
Bulletin; Cheryle M. Dodd, editor of
the Florida Bar Journal and Florida
Bar News; and yours truly.

At the Illinois State Bar
Association, this question usually
arises in two contexts: ads that could
violate our state lawyer ethics rules
and ads that our readers might find
offensive. (I’d summarize my
distinguished colleagues comments,
which were far more insightful than
mine, but hey, I was on the panel and
wasn’t taking notes.)

As for potentially unethical ads —
“Joseph Schmoe, Esq. the best trial
lawyer in the Land of Lincoln, is now
accepting referrals” — our advertising
coordinator forwards any ads about
which she has doubts to our legal
department for approval or rejection.
End of story.

Ads of questionable taste aren’t as
easily disposed of. If you think there’s
no accounting for taste, wait for that

call from the executive director who’s
just had a call from the president who’s
just had a call from an influential
member incensed about an ad. There
will be an accounting, or at least a
spirited discussion, and you’ll want to
be an informed participant.

Recently, we’ve dealt with ads our
readers might perceive as (1)
denigrating to lawyers or (2) sexist, or
so we feared. We rejected one ad that
featured an anthropomorphized
buzzard because we thought readers
might think the buzzard was a lawyer.
(We err on the side of caution when it
comes to possibly associating lawyers
with carrion-feeders, scavengers, etc.)
But we accepted an ad in the “buzzard”
series that we felt more clearly
depicted the buzzard as a layman. We
also rejected a version of an ad
featuring an attractive female model
dressed in gym togs and boxing gloves,
but we ran a different version in which
the same model wore a dress jacket.
Fortunately, we find that most
advertisers are willing to accom-
modate our concerns. They don’t want
to offend our readers either, after all.

How does ISBA make these
judgment calls? Marketing Director
Isolde Davidson, who supervises the
advertising program, makes the
decision in collaboration with
advertising coordinator Nancy
Vonnahmen, often after informally
consulting other staff officers and
keeping in mind any particular
sensibilities of powerful players, such
as a bar president especially touchy
about lawyers’ image.

Our bar’s advertising policies are
online as part of our rate card
at http://www.isba.org/rates/IBJ.pdf.
And for the record, Kelley Jones
King reported that both of the ads
we rejected ran in the Texas
Bar Journal, to a thundering absence
of complaints.

A-
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 he new Bar Member Services Forum (formerly the Law Office
 Economics and Management Forum) presented a lively discussion
 of member benefits at the NABE Annual Meeting in Chicago.  Linda

Oligschlaeger, membership services director for the Missouri Bar and (then)
chair of the Forum, was the moderator.  Panelists were Betty Braden, member
relations and public services director for the State Bar of Wisconsin; Peggy
Gruenke, director of member services for the Cincinnati Bar Association;
and Elizabeth Kramer, director of member services for the Pennsylvania Bar
Association.

The panelists discussed their procedure for “vetting” member benefits, conducting due diligence,
entering into agreements with vendors, and marketing member benefits.  I encourage you to go to

NABE’s Web site, http://www.nabenet.org, and download their materials. There are suggested guidelines
for accepting new vendor agreements, member relations committee guidelines, sample contracts and

agreements, and marketing materials.

Here are some of the important tips/ideas that came out of the panel discussion:

Â Include a representative from the local legal administrators’ chapter on your member services committee to get
an idea of what lawyers want/need;

Â Focus on benefits that increase law firm productivity; this will eliminate many requests from vendors who
want to offer their product/service to your members;

Â Conduct due diligence on any vendor.  Either staff or a member of your member services committee will need
to gather information on the vendor.  The committee should then review the product/service to find out if
there’s enough interest among the legal community.  Finally, find out who the vendor’s competitors are and
whether they are interested in submitting a proposal.  You also need to research whether you’re getting the best
deal from the vendor.  (This is where your NABE colleagues come in handy!)

Â Try to sign a multi-year contract, but make sure that the benefit to your bar association increases each year.
Include a termination clause tied to certain benchmarks, such as the vendor providing timely marketing materials
or quality customer service.  Also remember to build in usage reports so you know how many members are
taking advantage of the product/service.

To learn more, you may want to join the Bar Member Services Forum.  There’s no extra cost and you will be
added to their listserv so you can get more helpful tips and ideas!  Contact Maria Johnson at the ABA Division for
Bar Services at JohnsonMaria@staff.abanet.org.

Member Benefits: How to Sort the Wheat From the Weeds
By Anne Fritz, executive director, Memphis Bar Association

T
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We Want You!

Educational Programming:
Yvonne McGhee
ymcghee@fairfaxbar.org

Newsletter: René Eichem
reichem@ksbar.org

Membership: Kevin Ryan
kryan@vtbar.org

NABEComm’s newly-formed Sponsorship Committee is aiming their sights on building an effective sponsorship base to help us
cover Workshop costs while holding down the costs to individual participants. We have appreciated so much those sponsors who
help make the Workshop a success each year. If you are willing to help with both the “process formulation” and the real-world
recruitment of sponsors, contact Joseph Satter (joseph@hcba.org), this year’s chair. It is not too late to volunteer for other
committees also. Send a note to Duane Stanley at duane@hcba.org or contact individual chairs it you would like to help out.

Web Site: Dave Simms
dsimms@dcbar.org

Scholarships: Susan Andres
sandres@alabar.org

Luminary Awards: Ken Brown
kbrown@ohiobar.org

Ad Hoc Strategic Planning:
Carol Manning
carolm@okbar.org

Workshop 2006:
Veronica Cordova
vcordova@nmbar.org
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ixteen bar associations
and their communi-
cations professionals

recently received Luminary
Awards at the Annual National
Association of Bar Executives
(NABE) Communications
Workshop, held this year in
late September in Orlando, Fla.

The NABE Communications
Section’s Luminary Awards
program, created at the
Albuquerque Communications
Section workshop in 1992 and
named for the New Mexican
“luminaria,” recognizes excel-
lence in bar publications
(including Web sites) and
outstanding efforts in public
relations activities.

Special thanks go to the Luminary Awards sponsor Thompson West for providing an impressive statuette that
winners now proudly display. Appreciation also goes to fellow NABE Communications professionals who served
as judges.

“The NABE Luminary Awards provide recognition for excellence in the field of communications,” said Matt
Silverman, Luminary Awards Chair. “These award winners represent the best in their field nationwide, so they and
their associations can be proud of this special recognition.”

The 2005 Luminary Award winners are:

Excellence in Web Sites
A Web site effort that exemplifies excellence in usefulness, ease of use, content, and design in meeting the needs of
the Web site’s targeted audience.

Large Bar
John Sirman, Web Site Department, State Bar of Texas
Honorable Mention: State Bar of Wisconsin

Small Bar
Nancy R. Paul and George Cardenas, Montgomery County Bar Association

Excellence in Publications
A publication effort that exemplifies excellence in writing, editing, and design in meeting the needs of the publication’s
targeted legal audience. Awards will be given in two categories: Regular Publications and Special Publications.

SPECIAL PUBLICATIONS

Special Publications include, but are not limited to: annual reports, anniversary books, calendars, directories,
consumer education publications and special issues of a regular publication.

By Ken Brown, director of public and media relations, Ohio State Bar Association
Luminary Awards Shine Light on Excellence

S

Continued on Page 10

Above: Luminary Award winners proudly pose with their statuettes, courtesy of sponsor
Thompson West.
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Like Planning a Wedding
Continued from Page 1

teens were to go on a field trip to the
Supreme Court.  The buses didn’t
arrive at the right location, students
weren’t all ready, and a number of
other things were going dreadfully
wrong that morning.  While the
director was in another location
trying to solve other difficulties, her
assistant was with students in our
offices.  Told of the difficulties with
the buses, the assistant noted that
arranging the field trip was the
responsibility of one of the project’s
other co-sponsors.  “Not my job,” she
announced to all in hearing distance.

While I later suggested to the
director she might want to have a
little talk with her assistant, I also had

a talk with my team shortly thereafter.
We talked about expectations:  how
it IS most definitely MY job if I am
involved in the project at all.  We
spoke about the need to make sure
anything we do is of the highest
quality.  We will put every energy into
making it a success.  If something
starts unraveling, we’ll step in NOW
to get it running smoothly.  We’ll
worry about blame and better
planning later.  Right now, we will
do everything we can to make the
“wedding” come off smoothly.

That attitude of commitment is
so vital that I spend considerable
effort trying to identify it each time I
interview candidates for a staff

position.  While I certainly look for
specific skills and abilities, I would
rather have the right attitude and
weaker skills than the other way
around.  I can always teach skills to
an enthusiastic novice.  I’ve never
been as successful in remolding
attitude as in retraining performance
skills.

Francine made the point well, in
setting it in the perspective of her
wedding.  The apostle Paul, writing
to the Colossians, pushed it up to an
even higher plane:  “Whatever you
do, work at it with all your heart, as
working for the Lord.”  Whether you
are building a cathedral or directing
a workshop, put your heart into it.

Â Do NOT  allow PDFs to open an Acrobat plug-in in Explorer (and I confess this is the way our Web site works)
or users who click the x in the upper right hand corner to close the  PDF will be shocked to find themselves out
of your Web site.

Â Error pages should look like the rest of your Web site, with your usual search box and a link to your site map as
well as a friendly message that the error has been sent to the webmaster so it may be analyzed.

Â Make the search engine as much like Google as possible.
Â And finally, KEEP THE PAGES FRESH by removing stale information regularly.

This information has already made a big difference in my county bar’s infant Web site and offers valuable
lessons for all of us. Thank you Dave!

BEST WEB PRACTICES ...
Continued from Page 4

2005-2006 Communications Section Officers and Executive Council
COUNCIL MEMBERS

Susan Andres, immediate past chair, Alabama State Bar
E-mail: sandres@alabar.org

Colleen Buggy, Ohio State Bar Association
E-mail: cbuggy@ohiobar.org

Dan Cirucci, Philadelphia Bar Association
E-mail: dcirucci@philabar.org

Emily Eastin, Columbus Bar Association
E-mail: emily@cbalaw.org

René Eichem, Kansas Bar Association
E-mail: reichem@ksbar.org

Kevin Ryan, Vermont Bar Association
E-mail: kryan@vtbar.org

Matthew Silverman, State Bar of Arizona
E-mail: Matthew.Silverman@staff.azbar.org

CHAIR

Duane Stanley, Hennepin County (MN) Bar Association
E-mail: duane@hcba.org

CHAIR-ELECT

Carol Manning, Oklahoma Bar Association
E-mail: carolm@okbar.org

SECRETARY

Mark Mathewson, Illinois State Bar Association
E-mail: mmathew@isba.org

TREASURER

Francine Walker, The Florida Bar
E-mail: fwalker@flabar.org

ÂÂÂÂÂ

ÂÂÂÂÂ
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Luminary Awards ...  

Continued from Page 8

Large Bar
Nina Sferra, Ohio State Bar Association

Medium Bar
Lawrence Martinez, Communications Department, San Diego County Bar Association
Honorable mention: State Bar of New Mexico

Small Bar
Dottie McCallen, Memphis Bar Association
Honorable Mention: Baton Rouge Bar Association

REGULAR PUBLICATIONS

Regular Publications include, but are not limited to: magazines, periodicals, journals, e-newsletters, newspapers,
newsletters, and CLE materials.

Large Bar
Illinois Bar Journal Staff and Editorial Board, Illinois State Bar Association, Mark Mathewson
Honorable Mention: State Bar of Texas

Medium Bar
Darlene Hutchinson Biehl and the DBA Publications Committee, Dallas Bar Association
Honorable Mention: The Bar Association of San Francisco

Small Bar
Nikki Gray, Nashville Bar Association
Honorable Mention: Hillsborough County Bar Association

Excellence in Public Relations
A public relations effort that exemplifies effectiveness of communications in getting the bar’s message across to its
members and the public.

Large Bar
Jennifer Branstetter, Communications Department, Pennsylvania Bar Association

Medium Bar
Leigh Thomas, South Carolina Bar
Honorable Mention: Indiana State Bar

Small Bar
Calista Amering, Monroe County Bar Association

Excellence in Marketing
A marketing campaign exemplifies excellence in promoting a bar association program or event designed to produce
revenue. Examples include a marketing campaign to promote an Annual Meeting, a continuing legal education
program, and special revenue-producing events.

Large Bar
Michael T. Elliott, LACBA Marketing, Los Angeles County Bar Association
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Snapshots from Orlando


