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A ND THE HEAT IS ONéI am not sure why, but that thought is the first thought that 

popped into my head as I sat down to write my 

Presidentôs Message today! It certainly is a 

scorcher of a summer out there!   

 We had so much fun at our June Social 

held at E.R. Bradleyôs in West Palm Beach. The 

food was truly amazing, and can we talk about 

the delicious sliders that they served?!  Plus the 

drinks were nice and cold! The event was held 

inside so the elements of heat didnôt scorch our 

fun! A special thank you to Teri Imai, who 

brought some summertime fun kickoff gift bag 

giveaways for a couple of drawings. It was so nice 

to see several of the members, who brought their 

spouses/significant others with them, and have a 

chance to chat and get to know them as well.    

 June also brought our Tisha McNamara 

Scholarship Winners, as well as an amazing 

motivational speaker, Dawn Connelly. I definitely 

can see her coming back to speak to us, as she 

was one of the most raved about speakers we 

have had. As I said, I am going to have a different 

ñstyleò than perhaps other Presidents in the past 

(thus this Presidentôs message might not be the 

same ñstyleò as others), but that is just who I am 

as a wholeéa whole lot of different!!! We are 

looking to mix some things up and, just because it 

is something that has been done in the past, it 

doesnôt mean that is the way it has to always be!!!  

Keep your eyes peeled to our luncheon meetings 

as well as the socials as we are trying to ramp up 

attendance and get everyone more involved in 

this amazing organization that has so much to 

offer everyone.   

 Sarah Steele and I will be headed to 

Chapter Leadership Institute in Minneapolis in a 

couple of weeks where we will gather tons of ideas 

to share with everyone.  I was unable to attend 

the National Conference this year as I was on my 

honeymoon, so I am really excited to be attending 

the Regional Conference in Nashville in October.  

Personally, I love both conferences, but with the 

more intimate setting of a Regional Conference, I 

feel as if I get to meet so many more people and 

share more ideas at the Regional Conferenceé

and heck, Nashville isnôt a hard place to be for a 

change of sceneryémaybe there will be some 

leaves changing!!!   

 As a reminder, we wonôt be having a July 

meeting, but we look forward to seeing everyone 

on August 8th for our next meeting!  If you have 

any ideas you would like to share to help promote 

and boost interest in our Chapter, please feel free 

to share them with me or anyone on the board!!!  

Itôs official, we are half way through 2017é..letôs 

make the rest of it SPECTACULAR!!! 

 

Volume 5 Issue 3 The Palm Beacher Page 3 

Laura York  

Rudolph & Associates, LLC  

LYork@RudolphandAssociates.com  

Presidentôs Message 

Go to Page 2 



Page 4 Volume 5 Issue 3 The Palm Beacher 

May Member Meeting 

Go to Page 2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Kim Jones, MBA, PHR, GBA and Vice 

President for the Employee Benefits 

division at Celedinas Insurance Group, a 

Marsh & McLennan Agency, was the 

speaker for our memberôs luncheon 

meeting held on May 16, 2017, at the Palm 

Beach Airport Hilton. Kim, who is an 

extremely knowledgeable and polished 

speaker, addressed the topic of ñThe State 

of Healthcare and Marketplace 

Dynamics.ò 

 

 

 

 

 

 

 

 

 

 

 

 

 President Laura York presented the 

ñVolunteer of the Year Awardò to Ed 

Ratka in appreciation of his outstanding 

service on our Speakers Committee.  

 

 

 

 

 

 

 

 

 

 Additionally, Laura announced 

Michelle Parcells as the winner of the 

Business Partner Referral Program. 

Michele won a $25 gift card and an entry 

into the grand prize drawing for a $500 

gift card to be given away at our Holiday 

Party in December.  

 Participation in the Business 

Partner Referral Program simply requires 

meeting with a Business Partner you are 

not currently using, or are requesting new 

services from, and having them sign and 

date their business card. Write your name 

on the back of the card and bring it to the 

next PBCALA educational luncheon, or 

mail it to Michele Parcells, Nason Yeager 

Gerson, 3001 PGA Blvd., Suite 305, Palm 

Beach Gardens, FL 33410.  
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D uring our member luncheon meeting held on June 13, 2017, Debbie 

Giordano and Michele Parcells, members 

of the Scholarship Committee, presented 

the annual Tisha J. McNamara 

Scholarship Awards to this yearôs 

deserving winners:  

Jared Wilson, Dana Leininger, Evan Levy 

 

O ur speaker for this special meeting was Dawn Connelly, a leading 

executive business coach, speaker, and 

author.  Dawn gave an inspiring 

presentation on the topic of ñIdentifying 

Relationships, 

Mentors, and 

Why People 

Come into Our 

Lives.ò Her 

uplifting 

message applied 

to all in 

attendance, but 

her words were 

particularly 

timely for our 

three young 

scholarship winners!  

 

Dawn Connelly and David True, CLM 

June Member Meeting 
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M embers enjoyed a relaxing happy hour at E.R. Bradleyôs Saloon on 

Friday, June 16th, with door prizes won 

by Sarah Steele, Mary McDermott, Benita 

Koch and Gloria Hernandez. 

 

 

Cheryl and Terry Sollenberger 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Laura York 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Benita Koch and Michele Parcells 

Happy Hour! 
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Happy Hour! 

 

 

 

Sarah and Shawn Steele 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  Terri Imai     Mary McDermott and Larry Reese 
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T echnology ï and therefore electronic media ï has 

taken over our lives.  It seems everywhere you go 

people have their heads down interacting with their 

phones or tablets instead of with each other.  Many have 

claimed that traditional printed materials are becoming 

extinct because of our advances in technology. 

Take these statements for example: 

¶ 1920ôs: Radio will replace print 

¶ 1950ôs: TV will replace print 

¶ 1980ôs: The computer will replace print 

¶ 1990ôs: The Internet will replace print 

 While print media has declined, itôs obvious that 

these predictions did not ring true.  In fact, we are 

starting to see the opposite occur.  The market is turning 

back towards print in order to stand out more in this 

electronic age.  Using both print and electronic 

communications in an integrated marketing effort can 

add greater responses and return. 

 Learning the differences between the two and 

effectively coordinating them ensures the strongest 

branding effort and results.  However, making your 

electronic and print materials ñmatchò is not exactly the 

answer.  There are many differences in the two 

mediums.  We are going to focus on just two: viewing 

and interacting. 

 

Viewing Printed & Electronic Communications 

 One of the biggest differences between print and 

electronic communications is how people view them. 

Holding something physical in your hand ð a piece of 

paper, a business card, a brochure ð is a much different 

experience than viewing something on a screen. 

While print and electronic communications can share the 

same visual look, where and how these materials are 

viewed play a big role in how each will be designed and 

used.  For example, a traditional business card has two 

sides that typically show contact information along with 

some limited additional information.  However, a digital 

business card can more easily expand to 

include a photo and links to bio pages, 

social and blog sites to increase engagement. 

 

Interacting with Printed & 

Electronic Communications 

 Printed materials add a tactile level of interaction 

which can affect the way a person reacts to the 

material.  Using a textured or substantial paper stock or 

printing effects like engraving, embossing and foil-

stamping adds to the tactile experience and increases 

memory.  While electronic materials cannot include 

traditional tactile elements, they can include additional 

visual aids to increase the interaction such as audio, 

video and other types of animation. 

Interaction with printed materials is usually limited to 

flipping or unfolding a page.  Conversely, users can get 

lost clicking through links to find more information when 

using electronic media. 

 Now that we understand the differences between 

electronic and printed materials, letôs discuss how they 

can work together to brand your firm. 

 

R ule #1 ï Your Logo & Name Should Always 

Match Exactly 

 It really is the cardinal rule of branding ï your 

logo and name should always match ï no matter where 

they displayed. 

 Electronic communications are fairly easy to 

update and the update is immediate.  Printed materials, 

on the other hand, take a little longer to come to fruition. 

Once an item goes to the printer, itôs not going to change 

barring a decision to re-design and re-print, so more care 

is taken in proofreading, designing and updating printed 

materials. 

 While it is tempting to update or alter your logo 

and name in electronic formats either before or, perhaps, 

without updating your printed materials, your brand and 

business will suffer. 

 Picture this ï one of your attorneys hands out a 

business card to a potential client.  The potential client 

then searches the firm name on the card and is presented 

with a site that has the same firm name, but a different 

(Continued on page 9) Go to Page 2 
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logo or a similar name with different colors in the 

logo.  This will leave the potential client wondering, ñIs 

this the same firm?  And if it is, if they canôt get the 

easiest details consistent ï their own firm name and logo 

ï how will they handle my business?ò  This could 

potentially damage your firmôs reputation. 

 Do the logo and firm name on your website, blog 

and social media match your stationery, business cards 

and even billing statements?  Do they match what is 

printed on your announcements, invitations and 

brochures?  Is it the same as the email communications 

you send out?  Do they match your office signage? Are 

they the same shape and color (or an approved black and 

white version)?  If the answer to any of these questions is 

no or if you are planning to rebrand, itôs time to do a 

brand audit and build a plan to ensure that your materials 

will match. 

 

R ule #2 ï Your Materials Should Complement 

Each Other Visually 

 Your printed and electronic communication 

materials should visually complement each other.  Both 

use typography, images, shapes, lines, color, etc.  So 

many of the same best practices apply to each.  However, 

based on what we learned above, people interact 

differently with printed and electronic materials. 

Therefore the application of certain visual elements must 

be altered. 

 While your logo and firm name should be an 

exact match, the colors may need to be altered.  Color 

displays very differently in printed formats versus on a 

screen.  Plus, printed color may appear different based on 

the paper stock and print medium used.  And the color on 

electronic materials may vary based on the individual 

deviceôs settings for brightness, contrast, etc.  Your 

designer and printer can easily adjust for this to ensure a 

cohesive look. 

 The same holds true for fonts or typestyles.  For 

printed materials, a serif font can be more 

readable.  However, clean sans serif fonts are easier to 

read in electronic format.  Simply create standard 

complimentary fonts and use those consistently within 

each medium. 

 Images and other embellishments can be used 

consistently in each form.  For instance, if you use 

periods in your phone and fax numbers in print ï you can 

do the same electronically.  And images that you use to 

reinforce your brand culture easily translate into both 

mediums. 

 

 When you review your materials, be cognizant of 

the answer to the questions, ñCan I instantly recognize 

my firm?ò and ñDo I look different than my 

competitors?ò.  If the answer is no, itôs time to redesign 

to make these items complement each other. 

 

R ule #3 ï Keep Your Message in Mind 

 The main difference between print and 

electronic materials is that print retains its form until, of 

course, it is reprinted.  In contrast, electronic materials, 

information, images and videos can change 

frequently.  So be sure to use each medium for the right 

message. 

 Use websites and other electronic materials for 

alerts, news and other information that changes 

regularly.  But be sure to add reference to the electronic 

materials in every printed piece to increase and drive 

readership. 

 Use more general information in your printed 

materials. This will allow these pieces to have a longer 

shelf life so you can print larger quantities at a lower 

price per piece.  Content that reinforces the permanence, 

culture and dedication of your firm is perfect for printed 

pieces.  Strategically distributed print can help spread the 

news about a new partner or attorney, an event or 

seminar or a recently-won award.  But, again, donôt 

forget to include short, memorable web/social media 

addresses to drive traffic and increase engagement with 

electronic content. 

 Use traditional business cards and digital 

business cards together for the greatest impact.  Printing 

your digital business card URL on your physical business 

cards will encourage engagement.  Often these are 

displayed with other contact information ï e.g. phone, 

email and vcard for the digital business card. 

 

Making it Work 

 In order to keep your printed and electronic 

materials in concert, create a brand standards manual that 

includes all approved logos, firm name references, 

colors, fonts, treatments and more.  Consult your 

designer and printer for help. 

 
Rosemary Bashwiner 

Vice President 

rbashwiner@aslegal.com 

908.956.6535 

vizCard:  http://aslegal.me/RosemaryB 
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Member News! 

 

K erry Blaney of Ackerman Link & Sartory participated in the National Multiple Sclerosis Societyôs Bike MS Citrus Tour 2017 in May.  She rode on Team G4S with 

12 teammates (and 1,000 other cyclists) beginning and ending at Fantasy of Flight in Polk 

City.  Together, her team pedaled 150 miles and raised $13,000 for MS research!  
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Member News! 

The is pleased to 

announce that David E. 

Bowers received the 

Gerald T. Hart 

Outstanding Tax 

Attorney of the Year 

Award at the annual 

meeting of The Florida 

Bar Tax Section  

 

Grasford W. Smith, has 

been appointed to the 

Palm Beach County 

School Board Inde-

pendent Sales Surtax 

Oversight Committee 

and has been elected as 

Vice President of the 

Virgil Hawkins Florida 

Chapter of the National 

Bar Association.  

 

Firm Shareholder 

William G. Smith has 

graduated from the 

Florida Fellows 

Institute. 

 

 

 

 

 

 

The firm is pleased to 

announce that Jeanmarie 

Whalen has been 

awarded the Justice 

Barbara Pariente Award 

by the Florida Assoc. for 

Women Lawyers (FAWL) 

for demonstrating a com-

mitment to promoting 

women in the legal com-

munity through their efforts, innovation 

and leadership.  

Ackerman Link & Sartory founding 

partners David P. Ackerman and Scott J. 

Link were ñRankedò and named ñLeaders 

in their Fieldò in the 2017 Chambers and 

Partners USA: A Guide to Americaôs 

Leading Business Lawyers.  Both 

Ackerman and Link were recognized in 

the category of Litigation: General 

Commercial.  
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May  
 

Mary McDermott 

Vanessa Fuerte 

 

 

 

 

 

 

 

 

June 
 

Susan Jarvin-Williams 

Daniel Marquez 

Sarah Steele 

David True, CLM 

Maryjo Lombardi 

Dina Lotz 

Laura Knight 
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May 16, 2017  Member Meeting 

May 23, 2017  Board Meeting 

June 13, 2017  Member Meeting 

June 27, 2017  Board Meeting 

July 25, 2017  Board Meeting 

August 8, 2017 Member Meeting 

August 22, 2017 Board Meeting 

September 12, 2017 Member Meeting 

September 26, 2017 Board Meeting 

October 10, 2017 Member Meeting 

October 24, 2017 Board Meeting 

November 14, 2017 Member Meeting 

December 6, 2017 Holiday Party! 

Calendar of  Events 

     The Association of Legal Administrators (ALA) was 

formed in 1971 to provide support to professionals involved 

in the management of law firms, corporate legal 

departments and government legal agencies. ALA provides 

educational opportunities and services to more than 10,000 

members representing more than 5,300 employers in 21 

countries. ALA is structured into six regions with more than 

100 chapters in the United States, Puerto Rico, Canada and 

New Zealand. 

 

     ALAôs mission is to improve the quality of management 

in legal services organizations; promote and enhance the 

competence and professionalism of legal administrators and 

all members of the management team. The Associationôs 

members are law office administrators who manage such 

areas as finance, human resources, systems and technology, 

facilities, marketing and practice development. 

Membership Information 

 

Dina Lotz 

Membership Chair  

(561) 625-8311 

DLotz@Labovick.com 

BOARD OF 

DIRECTORS 
 

Laura York, President 

Kim Ayers, Vice President 

Dina Lotz, Treasurer 

Cheryl A. Sollenberger CLM, Secretary 

Michele Parcells, IMD Past President 

Susan Goldstein, Past President 
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Visit our website! 

www.pbcala.org 

If you have news youôd like to 

see included in the newsletter, 

please email 

geh@flappellatelaw.com 

http://www.pbcala.org/
mailto:geh@flappellatelaw.com?subject=Newsletter%20link
https://twitter.com/PBCCALA
https://www.facebook.com/groups/226404437418814/

