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ection members who couldn’t attend the workshop,
you missed a GREAT one! Kudos to Workshop Chair
Veronica Cordova, the Workshop Committee,
Program Committee, and our sponsors for making

it all possible. We can’t thank ya’ll enough (remember, I’ve
got an Oklahoma accent). Look inside this issue for highlights
of workshop sessions – valuable information for those who
missed out and a refresher for those of us who were there.

Award Winners – Applause, applause! Congratulations to individual award
recipients Toby Brown and Susan Andres. And take a bow, Luminary Award
winners.  If you entered but didn’t win, don’t give up even if you think you
don’t have a chance against those other bars with bigger budgets. You won’t
ever win if you don’t enter – and those judges may realize you deserve the
award next year.  We all need to thank Awards Committee Chair Ken Brown
for the work he did on this major section project that was so well executed.

Tip for  Workshop Attendees – Draft a memo to your supervisor outlining
some of the great things you learned and the budget-saving tips you picked up
at the workshop. This demonstrates the return your bar receives from its
investment in sending you to the workshop. And it’s been my personal
experience that networking with colleagues at the social events is just as valuable
as the workshop sessions.

Hope you had a chance to review the unofficial minutes from the
Albuquerque business meeting that were shared via the listserv from Secretary
Francine Walker. It’s a good thing to know what’s going on!

Add to your calendars:
n Miami – NABE/ABA Mid-Year Meeting – Feb. 6-10, 2007
n San Francisco – NABE/ABA Annual Meeting – Aug. 7-11, 2007
n Philadelphia – Communications Section Workshop - Oct. 9-13, 2007

The days are zipping by faster than ever. The holidays (adding more stuff
to the “to do” list) and the New Year will be here before we know it. Yikes. If
you’re feeling stressed out, remember to tap into the section listserv for a lifeline.
Cheap therapy, too! Take time to enjoy family and friends – and the warmth of
the coming holiday season. The work will still be there tomorrow. It can wait. nnnnn

S

Toby Brown Receives
Anne Charles Award

Susan Andres Recipient
of Wally Richter Award

Photos from Workshop in
Albuquerque
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Communication is Electric!
By Mark Tarasiewicz, Philadelphia Bar Association

oin us in Philadelphia, “The Place That Loves You Back,” for the
2007 Communications Section Workshop from October 9-13, as we
honor Benjamin Franklin’s 300th birthday with the theme,

“Communication is Electric!”
Located on the Avenue of the Arts in the heart of Philadelphia’s vibrant

theater district, our host hotel, the Doubletree Hotel Philadelphia, is across
from the new Kimmel Center for the Performing Arts and within walking
distance of dozens of renowned restaurants, museums, and attractions.

Educational programs will address the latest developments and
techniques for bar communicators in the areas of Web and online
communications, publications, public relations, and more. Possible
communications-themed excursions include a private tour of the QVC
Network Studios; a Philadelphia In the Movies Film Tour of settings from
such films as The Sixth Sense, In Her Shoes, and National Treasure (including
a run up the Rocky steps); as well as King of Prussia Mall, the largest
shopping mall on the East Coast (no sales tax on clothing in PA!).

Visit http://www.abanet.org/nabe/communications/workshops.html for
more information.

For more information, contact 2007 Workshop Chair Mark Tarasiewicz
at e-mailto:mtarasiewicz@philabar.org, or (215) 238-6346. We welcome
your program ideas, and be sure to bring your appetite for those world-
famous Philly cheesesteaks! nnnnn

J

Independence Hall. It was in this building that
George Washington was appointed commander
in chief of the Continental Army in 1775; the
Declaration of Independence was adopted on
July 4, 1776; the design of the American flag
was agreed upon in 1777; the Articles of
Confederation were adopted in 1781; and the
U.S. Constitution was drafted in 1787.

Romancing the Language – Wr iting for Impact!
By Francine Walker, The Florida Bar

hen Gloria Newson spoke, everyone listened.  When she asked us to repeat an affirmation of our great
skills as writers, we all responded in a resounding chorus. This motivational speaker is also a skilled
writer and editor who shared her expertise in this breakout session, which was subtitled “Making

every word count. Revising communications strategies for your targeted audience.”
The energy-filled, interactive session focused primarily on discussion of Newson’s “10 Suggestions for Impact

Writing,” which include:

n Write to excite the mind, stir the emotions, touch the heart, and motivate the reader to act now.
n Tell a story and tell it well.
n Never underrate humor – talk about humorous people, places, and things.
n Read aloud selected experts from pieces you’ve written. What do you hear?
n Make life simple. Focus on subjects the audience can readily relate to.

Her strongest message, however, was to have faith in your ability to write a successful document. She said to
trust your creative spirit, illustrate that you believe in the subject, and as the author weave your personality into the
fabric of your masterpiece – ego included!

Check out the full list of Newson’s suggestions on the NABE Web site on the Communications Section’s
workshop page.  And repeat out loud: “I am the very best writer I know … bar none!” n

W
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NABEComm Workshop – Not All Hot Air!
By Kevin Ryan, Vermont Bar Association

T
he sun had barely begun to
extend its rosy fingers
across the southwestern sky

when a busload of sleepy
communicators straggled off
toward a broad field filled with
hundreds of parti-colored balloons.
All sizes and shapes (of balloons,
not communicators, all of whom are
above average in physical
appearance) lay spread out on the
field, or stood already-inflated,
soon to rise en masse into the crisp
New Mexico morning.  It was
wonderful that the locals had
offered to put on a balloon fiesta as
the kickoff for the NABE
Communication Section Work-
shop!  What an awe-inspiring
demonstration of the power of bar
communications!

Among the expectant were
many first-time attendees at the
workshop—affectionately known
as “newbies”—and their “buddies,”
veteran attendees brimming with
the desire to show the newbies a
good time.  Surely our newbies
were surprised by the fact that a
professional meeting can be so
much fun.  Undoubtedly they were
astonished by the unbelievable
helpfulness of their buddies and the
warm friendliness of the assembled
communicators.  They would soon
learn the Magic of the Workshop—
that delightful mixture of good
times and professional insight that
we have all come to love.  And
throughout, their buddies stayed by
their side, answering questions,
offering tips, pointing out ways to
make the most out of the whole
experience—from the balloons to
the seminars, from the dine-arounds
to the exhibitors, from Sky City and
Santa Fe to the awards luncheon
and closing plenary.

One first-time attendee, Steve
Boeckman of the Iowa Bar,
summarized the experience this
way:

“ I’ve belonged to numerous
professional organizations over
my 30-year career in
communications. Based on this
workshop experience, I’d have to
say NABEComm is one of the best,
if not the best, when it comes to
friendliness of the members and
their willingness to help a fellow
communicator. The ‘buddy’ system
is also great; I’ve never
experienced that before.”

The success of our section
depends on precisely the traits
Steve highlights—friendliness
and helpfulness—and those traits
were much in evidence in
Albuquerque, as they are every
day on our list serve.

So let us, one more time,
welcome this year’s newbies and
send them the warmest greetings
from wherever we spend our late
fall (and for some of us, warmth
is very important this time of
year).  And let us, once again,
thank those whose yeoman service
as buddies made this workshop
such a positive experience for our
first-timers.  May they all feel the
warmth of the sun, and see the
multi-colored glow of the fiesta,
as they rise to the top of bar
communications.

First-time attendees at the 2006
workshop were: Rose Anocibar
(New Hampshire Bar
Association); Steve Boeckman
(Iowa State Bar Association); Lisa
Carrick (Hillsborough County Bar
Association); Leanna Dickstein
(State Bar of California); Jill

Diveley (State Bar of Montana);
Jeff Gingerich (Pennsylvania Bar
Association); Allan Head (North
Carolina Bar Association); Caren
Henderson (State Bar of Georgia);
Kimberly Kasey (Louisville Bar
Association); Mindy Marks
(Colorado Bar Association); Brook
Monaco (Louisiana State Bar
Association); Jane Schoenike
(Nebraska State Bar Association);
Karen Stanton (Chicago Bar
Association); Naseem Stecker
(State Bar of Michigan); Amy
Strocchia (Clark County Bar
Association); Michael Ward
(American Bar Association);
Joanne Williamson (Los Angeles
County Bar Association); and
Patricia Leake (Tarrant County Bar
Association).

Our buddies this year were:
Stephanie Abbott (Clark County
Bar Association); Ken Brown (Ohio
State Bar Association); Isolde
Davidson (Illinois State Bar
Association); Jenna Grubb (Toledo
Bar Association); Joy Hamilton
(Hennepin County Bar
Association); Joyce Hastings
(Wisconsin Bar Association);
Cynthia Kuhn (District of
Columbia Bar); Sam Lipsman (Los
Angeles County Bar Association);
Fred Massie (Rhode Island Bar
Association); Christine Morganti
(State Bar of New Mexico);
Suzanne Robertson (Tennessee Bar
Association); Gary Toohey
(Missouri Bar Association);
Francine Walker (Florida State Bar
Association); and Dan Wise (New
Hampshire Bar Association).

Many thanks also to the other
members of the section who
provided a warm welcome and
friendly attention to our first-time
attendees.nnnnn
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Emotionally Intellig ent Administr ators

nnnnn

By Kelley Jones King, State Bar of Texas

W hy is it that people with similar levels of intelligence reach different levels of success? That is the
question that Arturo L. Jaramillo asked as he began the Workshop session, Emotionally Intelligent
Administrators: Building Effective Relationships, Earning Respect, and Achieving Great Efficacy

Through “Emotional Intelligence.”  He led the group through popular studies by Daniel Goleman and Dave
McClelland, summarizing with the idea that emotional intelligence is as important or more important than intellectual
intelligence.

According to Goleman, “People who rise to the top of their field aren’t just good at their jobs, they’re affable,
resilient, confident, optimistic, etc.” Further studies suggest that anywhere from 75
percent to 96 percent of your success or lack thereof can be attributed to Emotional
Intelligence. That means that at the most 25 percent of your success can be attributed
to I.Q.

Jaramillo stressed that emotional intelligence can also be learned and
improved. He suggested that self-awareness is the first tool of emotional
intelligence and challenged us to step outside ourselves in a stressful situation and
measure our behavior as it is happening. “You must pay attention to yourself to make
critical changes, to keep interest, to inspire, … or to bore them to death,” he said.

Recognizing cues of others as we work on projects or confront issues is important
in developing emotional intelligence. It is important to pay attention, to listen, try to
understand, and build relationships, according to Jaramillo. He advised that we should pay more
attention to the positives in the workplace and soon the negatives will drop away.

Jaramillo discussed ways and examples of how effectively managing emotions promote efficiency and drive.
He suggested that we all have the power to control our emotions as soon as they rise to the top and that in doing so
we won’t let the emotion make us ineffective. “We want to take negative emotions and move them to neutral or
better yet positive,” he said. If you control negative emotion you are generally in a position to make good things
happen and to help others make things happen.

Jaramillo told the group that once you use self-awareness, self-management, and social awareness you can
manage relationships but that practice must be continuous. He added that managing emotion is not squashing or
suppressing emotion but directing it in a positive way.

Taking care of yourself physically is also important to emotional intelligence, said Jaramillo, who provided
several tools for use in gauging and improving emotional intelligence.

“Improving your emotional intelligence happens in a moment!” according to Jaramillo. “Learning to pause and
to think differently in response to an experience is all that is needed to make significant changes.”

Best of Best Projects, the 20th anniversary edition of the ABA publication Best Projects,
re-examines 32 bar programs that broke molds, started trends, and set new standards
for high-quality bar work.

Each profile includes a status update, an inside look at how the program was
implemented, and advice on how to adapt it to your bar. Cost is $18, including shipping.

Order online at http://www.abanet.org/barserv/bebop.html.

Best of Best Projects Pub now Available at ABA
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ost of us think of a brand as a name, logo, and tagline. But as Patti
R. Watson demonstrated during her plenary, a brand is much more
than that. She described how to develop a brand that reaches

beyond logos and slogans to define how your members and staff view your
association – on both an emotional and intellectual level. This touches
everything from customer service to the value of your products and services.

“You can have the best brand in the world. But if you don’t have good
customer service to back it up, it’s not going to help,” said Watson, who is a
partner in the Albuquerque-based marketing firm of Cooney, Watson and
Associates, Inc.

To build a great brand or reenergize an existing one, get everyone
involved – including staff, management, members, and your board. Watson
related an example of a bank that created a six-color logo without telling
employees. The employees hated it, and it was scrapped. According to
Watson, internal audiences account for 50 percent of a brand’s success.

During the brand development process, Watson says, earmark money to
survey your members and conduct focus groups. Show alternate designs to
all stakeholders and move toward a consensus. When your brand is ready
for launch, make your employees your “brand ambassadors.” Give them
shirts or other items embroidered with your new logo. Train everyone on
your brand strategies. “Make sure your staff believes in and understands
what you’re doing,” Watson said.

With your new brand in place, choose the right delivery systems to convey
it. Offer the right products and services and enter the right partnerships.
Most importantly, always deliver on what you promise. “Don’t over-promise,”
Watson warned. “When consumers get mad they will let you know.”

Messages about your brand, Watson says, must be clear, consistent, and
relevant to your target audience. When talking to the public, keep messages
simple. “The average reading level is 4th grade,” Watson said. “If you’re
doing ads for the public you must keep your message really simple. When
you consider the Internet, television, and radio, the average person gets up
to 10,000 messages per day. People respond to things that are really simple
– less is more.”

Once you have your brand, according to Watson, you must constantly
measure its performance. How is it perceived by customers? How much
value does it add to your organization? Refresh your brand as your business
changes.

Current trends in branding include a move from traditional folded
brochures to “rack cards,” which are single panel, front and back pieces.
According to Watson, rack cards are 450 percent more effective. Messages
must be short and communications simple, or they won’t get read.

Watson reminded the audience not to annoy members with
communications. Conduct surveys infrequently and keep members apprised
of the results. “Tell your members, ‘This is what we learned from the survey,
and here’s what we’re doing about it.’”

In the end, according to Watson, your brand is your organization’s soul
– if you get it right, it’s a long-term asset that will help you form strong,
lasting relationships with your members. nnnnn

Brand and Identity Strategies
By John Sirman, State Bar of Texas

M

Advertising Age’s list of the Top 10
ad icons of the 20th century
recognizes those images that have
had the most powerful resonance in
the marketplace. The criteria include
effectiveness, longevity,  recogni-
zability, and cultural impact.

1. The Marlboro Man
2. Ronald McDonald
3. The Green Giant
4. Betty Crocker
5. The Energizer Bunny
6. The Pillsbury Doughboy
7. Aunt Jemima
8. The Michelin Man
9. Tony the Tiger
10. Elsie (Borden dairy products)

Ad Age’s Top 10 list of slogans for
the 20th century are:

1. Diamonds are forever
       (DeBeers)
2. Just do it (Nike)
3. The pause that refreshes

(Coca-Cola)
4. Tastes great, less filling

(Miller Lite)
5. We try harder (Avis)
6. Good to the last drop

(Maxwell House)
7. Breakfast of champions

Wheaties)
8. Does she ... or doesn’t she?

(Clairol)
9. When it rains it pours

(Morton Salt)
10. Where’s the beef? (Wendy’s)

1http//www.adage.com

Top 10 ad icons
of the 20th
Century1
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Value Marketing for Your Organization
By Meg Wickham, Kansas Bar Association

atti Watson (Cooney, Watson
& Associates, Inc.) posed the
question, “What is value

marketing, anyway?” She discussed
three keys to marketing value:

1. Provide the services and “extras”
your members actually value.
2. Promote your organization
intelligently.
3. Consistently present your value
proposition (normally it would be
points of differentiation, but in your
organization’s case, there is probably
little or no competition).

A value proposition is a concise
statement (one or two sentences
maximum) of who you are and what
you do for your members. This is
similar to a mission statement, but
more externally and marketing-
focused. What we do and why we’re
doing it, is a good way to sum up a
value proposition. The group came
up with two good examples, both
were focusing on the Lawyer
Referral Service (LRS) angles. The
first example is marketed to the
attorney for recruitment into the
LRS: We provide a client base to help
you grow your practice.  The second
was focused on the public to promote
the service: We’re the trusted
resource when you need an attorney.

Encouraging members to buy-in
to key programs and services
effectively require research (surveys
and focus groups). The questions that
should be asked of your research are:
How often do we survey members/
public? What methods will we use?
Will we report back to those that took
the time to fill out the surveys: Do
we respond to the results (i.e., if
survey question asks if attorneys feel
the registration fee is out of line and
85 percent report back “yes,” do we
then lower the price)? The shorter the
survey, the more response you will
have. The average survey should be
three to five questions. Wichita, KS,
Lawyer Referral Service reported a
huge response to a two-question
survey. One LRS reported a 90
percent survey return rate when the
survey was stapled to the application
or renewal form. Internet surveys are
very popular and effective. People are
more apt to fill out surveys if they
believe that the organization will
respond to their answers. If they are
heard and changes are made they will
be more agreeable to answer future
surveys.

How to advertise in today’s
market is a tricky business. Print is
dwindling every year. Newspaper
circulation is on a steady decline. If
print is purchased watch the “audited

circulation” numbers. Actual
subscription numbers are not all that
are used. Newspapers bulk up their
numbers by claiming “pass-along”
circulation. While pass along
circulation may be passed to one or
maybe two people, the six people that
most print media companies claim
today is not a measurably accurate
number. The most bang for the buck
in advertising is electronic media.
Radio and television continue to be
the best way to reach a “broad”
audience. Both are segmented
audiences. Outdoor (billboards)
advertising is measured by the
Average Daily Traffic Count
(ADTC). This can be effective in
busy areas of town with traffic
bottlenecks. Internet is measured on
clicks or visits. The Internet is
growing daily as one of the most cost
effective means of advertising. Direct
mail is steadily losing ground as a
viable advertising medium. Non-
profits have historically received
media extras. When placing any
advertising ask for non-profit
benefits, whether it be matching ad
dollars or public service
announcements. This will help
stretch the advertising budget.
Exploring non-traditional advertising
also helps stretch a budget. Examples
might be point-of-purchase
advertising (membership/LRS
application inserts), statement
stuffers, partnerships, clubs,
churches, libraries, and community
centers.

Getting the most out of your
budget is always a concern, and the
previous ideas are just some of the
ways to make your association’s
dollar go farther. nnnnn

P
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hirteen bar associations and
their communications pro-
fessionals recently received

Luminary Awards at the Annual
National Association of Bar
Executives (NABE) Communications
Workshop, held this year in October
in Albuquerque, New Mexico.

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 excellence in
bar publications (including Web sites)
and outstanding efforts in public
relations activities.

Special thanks go to the Luminary
Awards sponsor 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 Ken
Brown, 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 2006 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
Joanne Williamson
Internet Services Department
Los Angeles County Bar Association

Medium Bar
Ann Murphy
The Bar Association of San Francisco

Small Bar
Dawn Fraylick
Macomb 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 are given in two categories:
Special Publications and Regular
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.

Large Bar
Samuel Lipsman and Los Angeles
Lawyer staff
Los Angeles County Bar Association
Los Angeles Lawyer

Medium Bar
Melanie Henry
The Mississippi Bar
100th Annual Meeting

Small Bar
Kimberly E. Kasey
Louisville Bar Association
2006 Pictorial Roster

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

Large Bar
David Beam
Chicago Bar Association
CBA Record

Medium Bar
Barry Kolar, Stacey Shrader, and
Suzanne Robertson
Tennessee Bar Association
TBA Today

Luminar y Awards Shine Light on Excellence

T

(Continued on Page 8

2006 Luminary Award Winners pose with their awards, which are sponsored by West.
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Medium Bar (cont.)
Ann Murphy
The Bar Association of San Francisco
San Francisco Attorney

Small Bar
Nikki Gray
Nashville Bar Association
The Nashville Bar Journal

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.

(Continued  from Page 7)

Large Bar
Carol Manning
OBA Public Information Department
Oklahoma Bar Association
Habitat for Humanity

Medium Bar
Barry Kolar and Lynn Pointer
Tennessee Bar Association
“Stand Up and Deliver” program

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

Luminar y Awards ...

ising to the Top of Bar Communications was not only the
theme of the 2006 NABE Communications
Section Workshop, but also a phrase Section members would

readily associate with Toby Brown, this year’s
recipient of the NABE Communications Section Anne Charles
Award.

Toby, director of communications for the Utah State Bar, has
been an invaluable resource for the NABE Communications Section
in the areas of technology, communications, and business. Toby’s
nomination highlighted his generous sharing of his expertise in ways
too numerous to count by posting on our listserves, through individual
consultations, by speaking at Workshops, and by serving on the
planning committee for two Workshops. Toby’s perspective on using
technology to enhance association communications made him
uniquely suited to create the NABE Information Technology Section in 2006, which has already
made itself a vibrant forum for all NABE members.

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. Created in 2000, the award recognized the “unsung
heroes” who have shared their time and expertise on behalf of the Section.

Toby, who also garnered a 2006 NABE President’s Award in Hawaii, certainly met – then exceeded – each of our
Anne Charles Award requirements. As his nomination attests, “communicators need to be leaders and Toby has led us
in this area – helping us, individually and the Communications Section, lead our individual associations in this technology
revolution. Having Toby as a resource gives each of us, and the Section, a little more credibility in the technology area.”

Unsung no more, Toby Brown takes his place at the “Top of Bar Communications.” Congratulations to our 2006
Anne Charles Award recipient! nnnnn

Toby Brown Receives 2006 Anne Charles Award
By Yvonne McGhee, Fairfax (Va.) Bar Association

R

program, and special revenue-
producing events.

Large Bar
Kevin Priestner
State Bar of Texas
Bar Journal Media Kit

Medium Bar
Darlene Hutchinson Biehl
Dallas Bar Association
The Annual Philbin Awards

Small Bar
Marci McNeal
Kansas City Metropolitan Bar
Association
2005 Bench-Bar and Boardroom
Conference
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Susan Andr es Recipient of Wally Richter Award

S usan Andres, communi-
cations director of the
Alabama State Bar

(retired), received the prestigious
E.A. “Wally” Richter award at the
2006 Workshop in Albuquerque.
Although Susan was unable to attend
in person, attendees shared the honor
via a surprise phone call to her during
the West-sponsored Awards Lunch-
eon. In fact, Susan received a standing
ovation during the “telepresentation.”

“The Richter Awards judging
committee had a difficult task this
year, with three worthy nominees,”
said Chris Blake, 2006 Richter Awards
chair, “all with long and impressive
records of service to their bars and to
the NABE Communications Section.
I thank my fellow committee
members, Janet Eveleth and Gary

Toohey, for their support
and guidance as we selected
the recipient. What set
Susan apart was the
sustained depth and level of
her commitment to the
Section.”

Susan served the
Section as treasurer,
chair-elect, and chair
(2004-2005). “She ably
represented the Section
for years on the NABE
Program Committee,”
Chris said, “which is
charged with the
important responsibility

of developing the wonderful
educational programs presented at
NABE Annual and Midyear meetings.
Thanks to her efforts, there were a
number of programs developed by the
Communications Section and that
were presented at these meetings,
enhancing the visibility of our Section
and allowing us to share with other
NABE members best practices and
successful bar communications
programs.”

Chris noted that one of Susan’s
greatest achievements as Section chair
was to develop a protocol handbook
for officers that outlined the duties and
procedures for all of the section’s

offices and tasks. This was a
monumental achievement and one that
can be updated annually so that it will
serve as a continual resource to the
Section.

“As significant as her service to
the Section was her willingness to
reach out and help individual Section
members in need,” said Chris. “I know
personally that whenever I had an issue
or challenge in my bar association and
needed some sage advice, she was
usually the first one I would call.”

 Susan is a leader; there is no
doubt about it. But her leadership style
is non-traditional: leading by example,
providing counsel to others, always in
the background, giving support to
whatever the Section is doing, never
taking credit, guiding section
members, and moving projects
forward with a soft touch and a
gracious dignity and charm.

The E.A. “Wally” Richter
Leadership Award is given to an
individual who is a member of the
NABE Communications Section for
outstanding achievement in the field
of communications, for extraordinary
service to colleagues in NABE, and for
distinguished leadership of the
Section. The award is presented at the
Section’s Awards Luncheon at the
annual Workshop. nnnnn

NABE Scholarship Applications Due Nov. 21
ABE is offering six  scholarships to assist bar association executives who would otherwise be unable financially
to attend the 2007 Midyear Meeting. Those receiving NABE scholarships will have all registration fees waived
and receive a check for $500 to defray travel and lodging expenses. These scholarships must be used for the

Midyear Meeting in Miami and may not be applied to future NABE meetings. Download the scholarship application at
http://www.abanet.org/nabe/

Applications must be received by Nov. 21, 2006.  Scholarship award recipients will be notified no later than Dec.
1, 2006. If you have questions about the scholarships or the selection process, contact Avery Eli Okin, executive
director of the Brooklyn Bar Association, at (718) 624-0675, extension 213. Mail, fax, or e-mail your application to
Avery at:

123 Remsen Street
Brooklyn, NY 11201-4212

Fax:  (718) 797-1713
E-mailto:aokin@brooklynbar.org

N
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2006-2007 Communications Section Officers and Executive Council
COUNCIL  MEMBERS

Duane Stanley, immediate past chair, Hennepin County
(MN) Bar Association

E-mailto:duane@hcba.org
Veronica Cordova, State Bar of New Mexico

E-mailto:vcordova@nmbar.org
Emily Eastin, Columbus Bar Association

E-mailto:emily@cbalaw.org
Colleen Evans, Ohio State Bar Association

E-mailto:cevans@ohiobar.org
Jenna Grubb, Toledo Bar Association

E-mailto:jgrubb@toledobar.org
Kelley Jones King, State Bar of Texas

E-mailto:kking@texasbar.com
Kevin Ryan, Vermont Bar Association

E-mailto:kryan@vtbar.org

CHAIR

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

CHAIR -ELECT

Mar k Mathewson, Illinois State Bar Association
E-mailto:mmathew@isba.org

SECRETARY

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

TREASURER

René Eichem, Kansas Bar Association
E-mailto:eichem@ksbar.org


