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PRESIDENT’S MESSAGE

Melissa G. Tokar
Chapter President,
Baker, Donelson, Bearman,
Caldwell & Berkowitz, PC
mtokar@bakerdonelson.com

It's hard to believe that summer is here and I've had the pleasure of being your
Chapter President for a quarter of my term already! We have had an increase in our
monthly educational meeting attendance, continue to get new members, had a
successful half-day seminar/Business Partner Expo event, and are getting ready to have
the first of two Business Partner/Member social events on August 23, 2018. I'm
excited to see new faces on committees and people stepping up to help where we
have lacked participants in the past.
As long as we all continue to remember that this is OUR Chapter, created by us, for
us, we will continue to thrive and provide the education, support and networking that
it is meant to give us. If you have any ideas, suggestions or information you think
would bring value to the group, please do not hesitate to reach out to me or any of the
Board members.
I hope you all have a wonderful summer and have an opportunity to take some
"me" time to regroup and relax!
Melissa Tokar
President, New Orleans Chapter
of the Association of Legal Administrators
504-566-5208

Congratulations to Linda Soileau, 2017 President of
the New Orleans Chapter, for achieving the 2018 ALA
Presidents’ Award of Excellence!
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2018-2019 NEW ORLEANS CHAPTER BOARD MEMBERS

President-Elect
Vickie Generose
Silbert, Garon, Pitre & Friedman
vickie@sgpflaw.com

President
Melissa G. Tokar
Baker, Donelson, Bearman,
Caldwell & Berkowitz, PC
mtokar@bakerdonelson.com

Past-President
Linda Soileau, SHRM-SCP
Adams and Reese, LLP
Linda.soileau@arlaw.com

Treasurer
Patricia Hennessey, CLM
Lugenbuhl, Wheaton, Peck,
Rankin & Hubbard
thennessey@lawla.com

Secretary
Daniel Simpson
Galloway Johnson Tompkins
Burr & Smith
dsimpson@gjtbs.com

At-Large Director
Darlene Cook
Gordon Arata
Montgomery Barnett
dcook@gamb.com

At-Large Director
Lynn M. Johnston
Frilot L.L.C.
ljohnston@frilot.com
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2018-2019 NEW ORLEANS CHAPTER
COMMITTEE CHAIRS
Business Partner

Meetings & Special Events

Bobby Douglas, Chair
robert.douglas@ogletree.com

Vickie Generose, Co-Chair
vickie@sgpflaw.com

Janet Dotson, Co-Chair
jdotson@duplass.com

Membership

Past-President’s Committee

Teresa Douglas, CLM, Co-Chair Cheryl Innis, Co-Chair
tsd@ahhelaw.com
cinnis@pugh-law.com

Bonnie Aucoin, Co-Chair
baucoin@steeglaw.com

Darlene Cook, Co-Chair
dcook@gamb.com

Nominating
Communications & Marketing

Linda Soileau, SHRM-SCP
Linda.soileau@arlaw.com
Lynn Johnston, Chair
ljohnston@frilot.com

Professional Development

Community Connections

Jo Light, CLM, Co-Chair
Jlight@lpwsl.com
Shanon Chehardy, Chair
smr@theyoungfirm.com

Amy Norman, Co-Chair
anorman@cs-law.com

Chapter Representative—Region 4 Council

Diversity & Inclusion and
Legal Community Outreach Program
Chapter At-Large Directors

Melissa G. Tokar, President
mtokar@bakerdonelson.com
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2018-2019 NEW ORLEANS CHAPTER COMMITTEE CHAIRS (Continued)
Retreat

Salary Survey

Website & Social Media

Kerri Caputo, Chair
kcaputo@pmpllp.com

Ray Lightell, CPA, CLM
rlightel@gjtbs.com

Gerri Walters
gwaters@uwmlaw.com

The Membership Committee is actively
recruiting new members!
If you know of someone in legal management who is
not a member of the Association of Legal
Administrators, please email Bonnie Aucoin, Co-Chair,
at baucoin@steeglaw.com or Darlene Cook, Co-Chair
at dcook@gamb.com.

Jeannine Grego, HR Manager
Jones Walker, LLP

Madeline Rea, Attorney
Proskauer Rose LLP

2018-2019 ALA REGION 4
LEADERSHIP TEAM
Candace Kate Childress, SHRM-CP
Blank Rome LLP
Houston, Texas
Regional Representative

Timothy C. McKay, CPA
Harris, Finley & Bogle, PC
Fort Worth, Texas
Regional Representative

Debra L. Elsbury, CLM
Threlkeld Stevenson
Indianapolis , IN
At-Large Director

Paul Walker
Snow Christensen & Martineau
Salt Lake City , UT
Regional Representative

ALA VOLUNTEER OPPORTUNITIES

DeAnna Lyons Lopez, CLM,
SPHR,SHRM-SCP
DLA Piper LLP (US)
Houston, Texas
Regional Representative

In addition to involvement in our local chapter, have
you considered becoming more involved at the
Association level? Throughout the year, ALA issues calls
for volunteers for various ALA committees and leadership
opportunities.
Visit the ALA Website at http://
www.alanet.org/volunteer/
for more information.
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2018 Calendar of Events
August 8

Chapter Board Meeting

August 16

General Membership Luncheon—Metairie Country Club

August 23

Business Partner Social — NOPSI Hotel

September 11

Joint Meeting with LMA — The Advocate

September 12

Chapter Board Meeting

September 20

General Membership Luncheon — Hotel Mazarin

September 13-15

ALA Regional Law Management Conference, Chicago, Illinois

September 13-14

Law Firm Management Essentials Certificate Conference, Chicago, Illinois

October 10

Chapter Board Meeting

October 18

General Membership Meeting — Andy’s Bistro

October 18-20

ALA Regional Law Management Conference, Austin, Texas

November 9

Membership Half-Day Seminar/Luncheon — Pan American Life Center

November 14

Chapter Board Meeting

December 6

Membership Holiday Luncheon — Windsor Court Hotel

December 12

Chapter Board Meeting
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New Orleans Chapter Welcomes
The 2018 Level Sponsors!

KING OF MARDI GRAS
Bellwether Technology

QUEEN OF MARDI GRAS
Hub International
Ricoh USA Inc.
The Quality Group

ROYAL COURT OF MARDI GRAS
FlexManage
Gilsbar, Inc.
Le Pavillon

LexisNexis
MultiTech Office Machines
Thomson Reuters

JESTERS OF MARDI GRAS
ABA Retirement Funds
Cambria Hotel
Canon Solutions
Client Connection
Coyote Analytics LLC
Executone Systems of LA Inc.

Gulf Coast Office Products
Iron Mountain
Prosource Insurance Services, LLC
Rippe & Kingston
Shuart & Associates
Vital Records Control

ROYAL PRINTER/ROYAL NEWSLETTER SPONSOR
Southern Imaging Solutions, Inc.
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APRIL 2018
EDUCATIONAL LUNCHEON
Fogo De Chao
“An Ounce of Prevention is Worth A Pound of Cure”:
How To Prevent and Respond to Sexual Harassment Complaints at Your Law Firm

Amy Norman, Co-Chair, Professional
Development Committee, Melissa Tokar,
Chapter President, with Speaker
Renee Culotta of the Frilot Firm

Melissa Tokar, Chapter President, with
Chris Cabos and Stan Anderson of
HUB International, New Orleans Chapter
Queen of Mardi Gras Sponsor
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3rd Annual
Operation Backpack

You can help….

support Volunteers of America’s
Mentoring Children of Promise Program!
This program matches caring adults with youth who have a parent who is incarcerated.
They serve more than 130 students in the Greater New Orleans area; Louisiana is
second in the nation for the most number of people incarcerated per capita and our
children are suffering.
We will be donating items using an Amazon Smile wish list where individual firms can
go online, select items to deliver to Volunteers of America, and check out through
Amazon. When all of the items are received for all 132 kids, we will arrange a backpack
build where we will prepare each bag for the students based on their age and grade,
and then we will present the backpacks to children in the Mentoring program before
school starts in the fall.
How to Shop:
1. Wish List on Amazon. Please be generous in your giving by
clicking on the following link: AMAZON SMILES -- https://
www.amazon.com/gp/registry/wishlist/T15Y4CP829ON?ref%
5F=cm%5Fsw%5Fr%5Fcp%5Fep%5Fws%
5FaJrkBb0MB8CCW&pldnSite=1
2. Donate money directly to the program.
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ALA Annual Conference & Expo
Gaylord National Resort & Convention Center
National Harbor, Maryland
May 3-6, 2018

Welcome and Keynote Speaker,
John Quiñones, an ABC News
correspondent, kicked off the Annual
Conference with outstanding session on
What Would You Do?

The General Session Speaker was Vernice (Flygirl)
Armour and spoke on “Driving Diversity Deep
into the DNA of Your Organization”.
Flygirl has been recognized as America’s First
African American Female Combat Pilot by the
Department of Defense.

Tricia Hennessey, CLM, Lori Schmitt, Shannon Hanken, CLM,
Melissa Tokar, Chapter President, Jo Light, CLM,
Stephen Wolf, CPA, CLM, Lynn Johnston and Linda Soileau

- Page 11 -

We are ALA ~ we face challenges with
courage and determination!
Jo Ann Light, CLM

My Trip to the ALA Annual Conference & Expo
National Harbor, Maryland
By: Tricia Hennessey, CPA, CLM, Administrator
Lugenbuhl, Wheaton, Peck, Rankin & Hubbard

My first trip ever to the Washington D.C. area was amazing. The conference was held in a
beautiful resort area in National Harbor, Maryland, right on the Potomac River. The conference
center hotel was so huge that at first I got lost, but soon figured out the very cool app that told me
where I was at any time. The three day event was very well organized. In general sessions, I had the
opportunity to see and hear prominent national speakers who were inspiring and entertaining. There
were several education sessions at each time period to choose from. I was able to sit in on classes
ranging from trust accounting, to employee performance evaluations to leadership skills to the future
of the legal profession. The opportunity to take an evening trip to see the National Monuments was
the icing on the cake.
The best part of attending a conference away from home is the comradery enjoyed with fellow
chapter members. Sharing the experience of traveling and learning and being together away from the
daily pressures of work help to build stronger ties that are brought back home.
Thanks so much to the New Orleans Chapter and to Bellwether Technology Corporation for
sponsoring the scholarship. I encourage everyone to attend at least one National or Regional
conference. Work on getting your points so your name can go in the hat!

Top Row: Lorri Salyards (Denver Chapter), Tricia Hennessey, CLM, Lynn Johnston,
Shannon Hanken, CLM, Nancy Claypool, Melissa Tokar (Chapter President), Lori Schmitt
Bottom Row: Geoffrey Williams and James Allen (Mobile Chapter), Melissa Chambers of Law Pay,
Stephen Wolf, CPA, CLM, Linda Soileau and Jo Light, CLM
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So You Have A Drug-Free Workplace Policy?
By: Lori S. Schmitt, Executive Director
Sessions, Fishman, Nathan & Israel

With Louisiana’s recent medical marijuana law, the workshop “Marijuana in the Workplace”
was the first I added to my conference schedule. The changes in many states to legalize medical and
recreational uses of marijuana has made me question the impact on employers’ zero tolerance and
drug testing policies. The session was presented by Judge Mary Celeste. She is a retired judge, expert
witness, and speaker with many professional accolades. (Her full curriculum vitae is available at
judgemaryceleste.com.) Currently there are 30 states and the District of Columbia with some type of
legal marijuana. A map of marijuana laws is available at http://www.governing.com/gov-data/statemarijuana-laws-map-medical-recreational.html .
The potential issues are numerous. If an employee tests positive for marijuana, but is a user
for medical purposes, can zero tolerance apply? Where recreational use is legal, how does an
employer determine impairment? Will workers compensation apply if medical marijuana is used? If
an employee is fired for a positive test due to medical marijuana use, does unemployment apply? Will
medical marijuana be an ADA accommodation? Should testing for marijuana stop?
Crucial to addressing any of these issues is knowing that state, federal, and case law is
evolving. It is especially confusing for employers with a workforce across multiple states. Marijuana is
still illegal under federal law. The Drug Enforcement Agency classifies marijuana as a Schedule I drug
with no accepted medical use and a high potential for abuse. Judge Celeste recommended checking
for changes in laws and cases every 30-60 days.
There is no uniform guide for determining which employees can be tested, or how, or when.
Unlike alcohol tests, there is not a reliable test for impairment. While urine tests look for active
metabolites, this may not be a good indicator of impairment. An infrequent user may have a positive
test for 1 to 2 days after use. A heavy long-term user may test positive up to 67 days after last being
exposed.
This session confirmed for me that these changes present a challenge for HR and
administrative policy makers and enforcers. Handbooks and policies must be carefully examined and
applied in this evolving environment. The drug-free workplace is being redefined.
My first conference experience at National Harbor was exceptional. As a new member it
solidified the benefits of ALA membership. The topics were timely, and the expo presented a wealth
of resources. My greatest thanks for allowing me to attend.
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ALA Annual Conference & Expo
National Harbor, Maryland
By: Jo Ann Light, CLM, Administrator
Larzelere Picou Wells Simpson Lonero, LLC

I was very fortunate to attend the 2018 Annual Conference held in National Harbor, Maryland on
a fully-funded scholarship provided by Bellwether Technology, King of the New Orleans Chapter
Business Partner Program. Bellwether has been a staunch supporter and business partner of the New
Orleans Chapter for many years and I am very grateful. It was great to spend time with fellow
members from the New Orleans Chapter, some long-time members and some new members. The
benefits of attending the conference were many. There were a wide range of educational classes
offered and excellent, inspirational keynote speakers. The Expo Hall was filled with business partners
sharing information about the many products and services available to law firms. There were
opportunities to network with other law firm administrators and learn how they are addressing some
of the same issues our firms face. I returned to New Orleans, albeit tired, but inspired.

Editor
Lynn M. Johnston
HR Director
Frilot L.L.C.

Editorial Policy

This newsletter is published by the New Orleans Chapter of the
Association of Legal Administrators.
Opinions expressed in articles and advertisements are strictly
those of the contributors and advertisers and do not necessarily
reflect the opinions of the New Orleans Chapter or its members.
Comments, suggestions, and articles are welcomed by chapter
members and Business Partners.
Reprinting of any portion of this newsletter by any means
including photocopying, scanning or any information storage
system, is prohibited without the permission of the Editor or

the New Orleans Chapter.
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JUNE 14, 2018
HALF DAY EDUCATIONAL SEMINAR
& BUSINESS PARTNER EXPO
Mercedes-Bentz Superdome, New Orleans

The Chapter hosted lunch for both members and top Business Partner Sponsors. The
members and Business Partners had a great time networking together. Our speaker, Spencer X.
Smith, discussed social media and its ROI. Several of the BP's attended this presentation as well
and it was a very interactive, informative session.

Daniel Simpson, Chapter Treasurer, Speaker
Spencer Smith, Jo Ann Light, CLM, Co-Chair,
Professional Development Committee, and
Chapter President, Melissa Tokar

New Orleans Chapter
Half Day Educational Seminar
Speaker Spencer Smith

This year’s business expo was a
huge success.
We enjoyed the
location, the food was on point, and it
was a pleasure networking with the
ALA members.
We’re proud to
support the ALA!
Jeff Saint-Saens
Communications Manager
Bellwether Technology
ALA New Orleans Chapter 2018 King of Mardi Gras Sponsor,
Bellwether Technology, pictured left to right:
Jeff Saint-Saens, Michele Omes, and Patrick Beahm, who
have a combined experience of 30+ years at Bellwether!
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On Thursday, June 14, 2018, ALA New Orleans Chapter presented its annual “Business Partner Expo” at
the Mercedes-Benz Superdome. In conjunction with the Expo, we offered a luncheon with our top level
business partners followed by a half-day educational seminar: “How to Become a Social Media Rockstar +
ROI on Social Media” by Spencer Smith. We received rave reviews from the top level sponsors, who all
greatly enjoyed the additional time to network with our members.
The Expo itself provided members and guests with an abundance of new products, updated
information on products and services used throughout the area, and an opportunity to network with new
and existing business partners. The Expo concluded with a cocktail party, where attendees won door prizes
donated by both the Chapter and the business partners.
A special thanks to our King sponsor this year — Bellwether Technologies! Without our sponsors, ALA
New Orleans would not be able to provide the much needed educational sessions we all enjoy every
month. Please be sure to say THANKS when you speak to them next!
Thank you so very much for coming out to support the Chapter.
Bobby M. Douglas, 2018 Chair
New Orleans Chapter Business Partner Program & Expo

Registration Table for chapter Members
Janet Dotson and Jean LeBlanc

Registration Table for Business Partners
Vickie Generose, President-Elect,
and Patricia Dabney

King of Mardi Gras Sponsor, Bellwether Technologies.
Representatives are Jeff Saint-Saens,
Rodney Pritchett and Jeff Beahm
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Queen of Mardi Gras Sponsors, The Quality
Group. Representatives are Robert Chaisson, Rick
Gervais, Joe DiGiovanni, and Mark Naquin

Ray Lightell, CPA, CLM, and
Björn Bennett of Ricoh,
Queen of Mardi Gras Sponsor

Sal Cannatella and Claire Pizzuto of
Southern Imaging, Royal Printer
& Newsletter Sponsor

Melissa Tokar, Chapter
President, and Bobby Douglas,
Chair, Business Partner
Program & Expo

Royal Court of Mardi Gras Sponsor, FlexManage.
Representatives are Don Champagne (standing),
Mitch Landry, Amber Holesovsky
and Manuel Calderon

Vickie Generose, Chapter President-Elect, and
Kasey Courtney, CLM, with Royal Court of Mardi
Gras Sponsor, MultiTech. Representatives are
Chris DeSoto, Mike Dana and Jason Cox

Arnie Padilla and Tyrone Tubbs of Iron
Mountain, Jesters of Mardi Gras Sponsor

NOLA Chapter Members Darrilyn Williams,
Samantha Baskerville-Kiker, Ashley Capell
and Denise Abadie
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SEO – Will It Actually Work
For Your Firm?
by Spencer X. Smith

Search engine optimization (SEO) is a great way to help drive traffic to your website, but is also a
very misunderstood term. "If my firm were ranked first on Google searches, then we'd really start doing
well," is not an uncommon statement I’ll hear from an attorney. You may have received cold calls from
companies guaranteeing the top spot - or at least a place on the first page - of Google search results.
What if that company could do what is promised? They usually can't, of course, but it's an interesting
proposition. This article will help clarify what SEO really is, and if it will help with your business development activities.
What is SEO, really?
Google and other search engines use algorithms to identify the most effective ways to answer
search queries and these algorithms perform world-wide searches in less than a second. Imagine if a
search engine had to scour the whole Internet each time you searched for something. With YouTube
alone adding 300 hours of video every minute of every day, the process would take forever. The algorithms automate this process by searching the web and ranking relevance.
SEO is structuring your website so a computer program can find a relevant answer to a question.
If your clients or prospective clients are searching for, "Do I need a will or a trust?" and your site has the
best and most relevant answer to that question, you'll be rewarded through a higher rank. How do you
assure you're the best and most relevant? Produce content answering that question better than others.
As you become more relevant, you become more relevant. The more visitors coming to your page for
whom you can answer the question, you're ranked higher.
Vanity SEO vs functional SEO
Being ranked first on a Google search would be great for bragging rights, wouldn’t it? Will it help
actually grow your firm, though? However you achieve that ranking, we need to be sure that when a
prospective client clicks on your site, he or she finds something relevant. Otherwise, you have a website
visitor who generates no revenue for you. Vanity SEO is ranking highly on Google and not converting
those prospects to clients.
If your firm's website is like most, it might simply be an electronic brochure. Your firm's history,
what you do, who works there, awards, etc. are all good to know, but what does it do for your potential
client? Does he or she care about your mission statement or where you graduated from law school?
Not yet. This visitor wants to know why he or she should do business with you. If your website is all
about you, and not about them, this person has no reason to choose you over a competitor.
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Congratulations! You're first on Google.
Wave a magic wand and poof! your business ranks first on Google searches. What searches, you
say? Whatever searches your potential clients are typing into Google. "I don't know what my potential
clients are searching for," you might say. This topic is not just important, it's a critical distinction.
Whom are you trying to attract to your website, exactly? Start with this idea 1. Think about who is an A+ client of yours
2. What questions did that client have when he or she was just a prospect?
3. Start answering those questions on your website
Spend some time segmenting this set of clients and write down what problems of theirs you've
fixed. These will be our most viable prospects, and the topics we discuss on your website will help
attract their attention. Once we take the time to answer those questions, we now have permission to
ask for their business. Remember, questions have a problem embedded within them.
Think about these questions and the problems implied within them Question:

"What are the best foods to eat for losing weight?"

Problem:

I'm looking for a solution to a weight problem for myself or someone else.

Question:

"What alternatives are there to a shock collar?"

Problem:

I'm looking for a solution to a barking or misbehaving dog.

Question:

"What does it cost to set up an LLC?"

Problem:

I'm looking for solutions to protect my assets or to mitigate my business liability.

Please note, this strategy is extremely important for both SEO as well as any paid traffic to your
website. If you buy ads to drive website traffic from Google, Facebook, Twitter, LinkedIn, or any other
search engines or social media platforms, it’s extremely important to consider where you’re driving
your visitors. Are you currently just sending them to your homepage? What would you like them to do
once they’re there?
Instead, send visitors to a page addressing the exact question for which they’re searching for an
answer. These “landing pages” on your website help the visitor learn from you immediately instead of
searching for the answers once they arrive on your firm’s site.
Direct your visitor what to do next
After answering their question, direct your visitor how to engage your services by proposing a solution to the underlying problem. If your website is simply an electronic brochure for your firm - and not
a teaching tool - this back-and-forth virtual discussion will not happen on your site, and the visitor will
be at a dead-end.
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Google has one job - to provide answers to questions. You've heard the quote, “If it’s not written
down it didn't happen?” In this case it’s, “If it’s not written on your website, Google doesn't know it
exists.” Search engine optimization (SEO), put simply, is showing Google and other search engines how to
find you. If your website is all about you and your firm, and not about your clients, Google won’t direct
those potential clients to your site.
State exactly what you know on your website
The #1 “How-to” Google search query for 2015 (and 2014, 2013, and on and on) was “How to tie a
tie.” Let’s say you have a clothing store and you sell ties. It states very clearly on your website that you sell
ties. In fact, you showcase a hundred different kinds of ties on your website. Well, do you know how to tie
a tie? “Of course!” you might say. “That’s a silly question. We know a half-dozen ways to tie a tie.”
Well, if an article (or video) stating exactly what you know is not on your website, you don't even
show up on Google's radar for that search. Google consists of a bunch of computers, and inferences and
implications don't work. Everyone searching for “How to tie a tie,” will never find your site.
Tell Google what you know because it can't read your mind
As another example, let’s say your firm assists with estate plans. On the “services” or “specialty
practice areas” page on your website, it clearly states your firm prepares wills and does other estate
planning.
Here are the top Google search queries regarding wills “What does a will look like?”
“What does a will do?”
“What does a will cost?”
“What does a will mean?”
“What does a will consist of?”

Since your firm specializes in wills, you know the answers to these questions, right? Does Google
know you know the answers, though? No. Google can’t read your mind. If you’re not explicitly answering
these questions on your site, Google has no idea you have the answers. Google knows you can prepare
wills, but that’s it. You need to clearly tell Google exactly what you know.
Timeless SEO - answer clients' questions
Timeless SEO consists of one simply strategy - answer the questions your clients and potential clients
are searching for online. Keep your website in its current form, but start adding pages that specifically
answer questions. Regardless of what happens the next time Google changes their algorithms, your SEO
will only get better.
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Pro tip: use dictation to create great content for your firm's website
You’ve now bought-in to the idea of producing content for your website. One of two things might
happen, though 1. The articles don't get written or
2. The articles you write are too complex because you’re writing content for your peer group or a
legal journal. This is not your fault. Since starting law school, it's been your job to decipher really
complex topics, and that's the level on which you operate. As a result, though, instead of articles
that attract clients, the articles are too tough for non-lawyers to understand.
Here’s how to fix both issues - after a client consult, you usually dictate your notes, right? In these
notes, you’ll detail the concerns of the client, the proposed solutions, and the outcome. The answers
you’re providing to the client’s questions are exactly the same as what people are searching for online as
well. This is most effective after an initial consult, where you’ve spent time educating the client on very
high-level topics. Instead of a digital dictator, software, or dictation machine, you can use Google Voice
for free dictation transcription. Simply get a Google Voice number, call and leave yourself a voicemail.
Google Voice transcribes surprisingly well, and the price (free) is tough to beat.
Once the dictated notes are transcribed, they will provide the basis for an array of articles. It's best
for you, then, to make them friendly for both readers and search engines (SEO) by creating compelling
titles. When these articles are prepared and published to your website, guess what happens? No longer
do you wonder what to share on social media. Simply use these articles to educate the followers you've
gathered as well as those you're targeting. Need content for your newsletter? Look no further than these
well-crafted articles that were written so non-lawyers (i.e. your clients) can readily understand them.
Would you like to earn the email address of potential clients to grow your mailing list? Use these
articles as the means to create digital “assets.” These assets can be downloadable PDFs, how-to
worksheets, checklists and the like. Request an email address in exchange for these assets, and you’ll
grow your mailing list through a continuously evolving education process.
SEO - although extremely technical - does not need to be complicated. Simply start distilling what’s
already in your head as well as what’s happened during your encounters with clients each week. When
this information is created in digital form, and when it begins residing on your website, Google will reward
your efforts through more and more traffic. Start sharing what you know today, and your firm’s business
development will only benefit.
*

*

*

*

*

*

Spencer Smith is the founder of spencerXsmith.com, and services law firms throughout the country. He
is a faculty member for the State Bar of Wisconsin's Business of Law Conferences, and is also an
instructor at the University of Wisconsin and Rutgers University. He speaks an average of 60 times per
year, and can be reached at spencerXsmith.com.
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HOW SAYING “I’M SORRY” CAN SABOTAGE YOUR LEADERSHIP
CREDIBILITY…AND WHAT TO DO ABOUT IT!
By Tracey Spears
I have a super cool job. I get to travel the world and meet amazing people. At a recent leadership training
for Signature Leaders, I met Janet VanWormer. We were having a discussion about women in leadership. We
were talking about self-limiting beliefs and ways women sabotage their credibility. In the middle of the discussion,
Janet offered the group this gem that I couldn’t pass up sharing. Here is what she communicated that day:
I used to find myself saying, “I’m sorry” all the time – literally, every day. I wrote it in emails. I texted it
to colleagues. I said it out loud.
“I’m sorry I’m late to this meeting.”
“I’m sorry for taking so long to respond to your email.”
“I’m sorry for asking so many questions.”
I thought I was being polite and kind, which are two characteristics I value deeply.
One day, I apologized for being late – to my communication coach. He looked right at me and said, “stop saying
you’re sorry. Instead, say thank you.”
When you are late, say: “Thank you for waiting for me.”
When it takes a bit longer to deliver on something, say: “Thank you for your patience.”
When you need to ask a lot of questions, say: “Thank you for taking all of my questions.”
The reason this works is simple:
When I say I’m sorry, I’m making a withdrawal. The recipient had to give me something or do something for me.
When I say thank you, I’m making a deposit. The recipient already did something for me and I’m showing
appreciation.
Using these two words, “thank you,” has been powerful. I’m no longer ruminating in a debt of withdrawals. I’m
making relational deposits and focusing on the positive, which has paid dividends in my relationships – and lifted
the weight of guilt off my shoulders.
As an aside, I haven’t given up altogether on saying, “I’m sorry.” I reserve that for its intended use – owning up and
seeking repair when I have wronged someone.)
While this was said particularly in relation to women – this applies to anyone in the workplace. Thank you, Janet, for
the great insight!
Tracy L. Spears
Telephone: 918.260.6644
E-mail: tracy@tracyspears.com
Website: www.tracyspears.com
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ALA NOLA CHAPTER COMMUNITY PROJECT
On May 30th, the New Orleans Chapter participated in working a booth at the Young
Leadership Council’s Wednesday at the Square Event. Teamwork was a key as the group worked
together to quench the thirst of the many attendees who came to listen to some great music on a
beautiful evening in Lafayette Square.

Taylor Hernandez, Bonnie Aucoin,
Denise Abadie of the NOLA Chapter
and a few other YLC members

NOLA Chapter Members Ray
Lightell, CPA, CLM, Bonnie
Aucoin, Carlotta Duhé, Denise
Ababie and Taylor Hernandez
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If Disaster Strikes, How Fast Could You Be Back Up & Running?
By: Theresa Jones of Ener Systems

You hear it all the time from us—back up your data, keep your virus protection current and install and
maintain a firewall to protect yourself from hackers and other online threats. However, while these
precautions will certainly help you avoid problems, they CAN’T do anything if you don’t have a good
backup and disaster recovery plan in place.
Are You A Sitting Duck?
We all know that an ounce of prevention is worth a pound of cure; yet, disaster recovery
planning often takes a distant second to the daily deadlines and pressures of running a
business. That means that most businesses, including your own, may end up offline and without
important data after a simple lightning storm.
Don’t think that could ever happen to you? Consider this: “data-erasing disasters” can also take the
form of office fires and broken water pipes, not just hurricanes, floods and tornadoes. If a fire started in
your building, the parts that weren’t burned beyond recovery would probably be destroyed by the
firemen’s efforts. But even more common is software corruption, hardware failures and human error!

7 Disaster Recovery Questions You Need To Answer
A disaster recovery plan doesn’t have to be complicated, time-consuming or expensive. Start by asking
yourself the following questions...
1. Do you back up your company’s data daily to both an onsite and offsite location?
2. Are you absolutely certain that your backup copy is valid, complete and not corrupt? How do you
know for sure?
3. If disaster strikes, HOW would you get your data back, and how long would it take? In many cases
it takes days and often weeks; what would you do during that period of time?
4. Do you have copies of all the software licenses and discs in a safe location that could be accessed
in the event of having to rebuild your server?
5. Would you and your employees have a way to access your network remotely if you couldn't get
to the office?
6. Do you store important passwords in a secure place that company officers can access if you are
unavailable?
7. Do you have a UPS (uninterruptible power supply) device in place to keep your network and
other critical data operations running during a power outage?
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The Difference Between Backup, Disaster Recovery & Business Continuity
If you think “data backup” is synonymous with “disaster recovery” and aren’t sure what “business
continuity” means, you’re not alone. Most of the legal professionals we talk to make the mistake of not
knowing the difference and end up paying the price when data is lost, a network goes down or a disaster
prevents them from accessing their physical office and the server inside.
First, data backup simply means a copy of your data is replicated to another device
or location. Tape drives, offsite backup and even USB devices provide data backup.
Data backup is obviously important. However, the more important consideration is
whether or not your backup solution provides easy disaster recovery, or the ability for
you to recover all your files, software and functionality quickly, easily and without
corruption. For example, if your server died, you wouldn’t be able to quickly get back to
work if you only had file-level backup. In order for you to start working again, your server would need to
be replaced, all software re-installed, data re-installed and then the whole system would need to be
configured with your settings and preferences. This process could take hours or even days – and that’s if
you have all your software licenses and a clean copy of your data.
Then there’s business continuity. This is the ability for your business to continue to operate even
after a major disaster. For example, if you ran an accounting firm and your building burned to the ground,
you’d be out of business if all your files were on the server only. However, if you had your network in the
cloud your employees could continue to work from home or some other location, giving your business
continuity.
Of course, you need all three at some level. At a minimum you need to make sure you have in place
the right backup and disaster recovery plan for your tolerance for downtime, and a plan for how your
business could continue to operate if you could no longer access your building, server or data. You
should review your plan annually.
Theresa M. Jones, Cyber Security Practitioner
Ener Systems
Telephone: 985.871.0333
E-mail: TMJ@EnerSystems.com
Website: www.EnerSystems.com
Theresa Jones is a Cyber Security Practitioner with EnerSystems. EberSystems specializes in IT Solutions as well
as Planning, Implementing and Managing Backup, Disaster Recovery and Business Continuity.
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Is Your Business Conducting Self-Audits? Now’s the Time
to Ensure Compliance with Three Changes to the FLSA
By: Randall Scott Hetrick

During the first half of 2018, all three branches of the federal government took actions involving the
Fair Labor Standards Act—the United States Supreme Court announced a new standard for evaluating the
law’s exemptions, the Department of Labor rolled out a voluntary reporting procedure to resolve
potential violations, and Congress amended the law’s rules about tip pooling.
U.S. Supreme Court Mandates “Fair Reading” of FLSA Exemptions
Traditionally, courts have been hostile to employer efforts to classify employees as exempt by
narrowly construing the law’s exemptions. That changed on April 2, when the Supreme Court decided
Encino Motorcars LLC vs. Navarro. While the case involved an exemption applying to car dealerships in
particular, the Court broadly rejected the “narrow construction” principle “as a useful guidepost for
interpreting the FLSA.” Justice Thomas wrote that because the “exemptions are as much a part of the
FLSA’s purpose as the overtime-pay requirement,” the Court has “no license to give the exemption
anything but a fair reading.”
Encino Motorcars mostly will help employers with legal arguments after employees sue over an
alleged exemption misclassification. But to ultimately prevail in such a suit, the employer still must have
the facts to support the exemption. Thus, to take full advantage of the Encino Motorcars “fair reading”
analysis, employers should regularly engage in self-audits of their compliance with the FLSA.
DOL’s Payroll Audit Independent Determination (PAID) Program
In March, the DOL rolled out a formal program to help businesses quickly resolve potential FLSA
violations without litigation. By promising to limit liability and the financial impact of claims or DOL
investigations, the DOL is encouraging self-audits and voluntary disclosure of potential FLSA violations by
employers. To be eligible to participate, a business must be seeking to resolve inadvertent minimum
wage and overtime violations (presumably discovered by a self-audit) and not currently under DOL
investigation or involved in litigation for the same issues.
Employers might ask, “Why involve the DOL?” The answer is quite simple: FLSA claims cannot be
settled privately. If an employer pays back wages to employees without supervision by the DOL or a court,
the employees do not waive their rights to sue under the FLSA.
One upside of the PAID program is the non-adversarial, streamlined process to resolve potential
violations. The employer can avoid liquidated damages or civil penalties which the DOL might impose
following an investigation. And the employer might avoid paying plaintiff attorneys’ fees in litigation.
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But employers should also understand the potential downsides. Participation in the PAID program
does not waive the DOL’s right to conduct future investigations of the employer. Employee participation
in the program is not mandatory, which means they might reject offered payments and retain all rights to
sue. And being offered back pay might prompt some employees to contact a lawyer to file suit.
U.S Congress Passes New Tip-Pooling FLSA Amendment
The FLSA has a special sub-minimum wage for tipped employees, which allows the employer take a
tip credit to make up the difference between that special wage and the regular minimum wage, so long as
the employees keep their tips. DOL regulations have long permitted employers to require tip-pooling or
tip-sharing with other workers who customarily interact with customers and often receive tips (such as
bussers, food runners, bartenders, and hostesses). But the DOL regulations also prohibited tip-pooling
with management and employees who are not customarily tipped, such as back-of-the-house workers
like cooks, dishwashers, and janitors.
In 2011, the DOL issued new regulations prohibiting employers from back-of-the-house tip-pooling or
management tip-sharing even if the employer paid the full minimum wage and did not take the tip credit.
Many courts pushed back and rejected that rule as beyond the scope of the FLSA, and in 2017, the DOL
reversed the 2011 regulations. Employee advocacy groups and some members of Congress railed against
this “fix” because the new regulation was silent about managers or business owners sharing in tips.
In the Consolidated Appropriations Act passed in March 2018, Congress amended the FLSA to rescind
the 2011 DOL regulations, but also prohibited the employer and “managers or supervisors” from keeping
any tips. Those who do so may be compelled to disgorge the tips as damages in a lawsuit or DOL
investigation.
The DOL has announced it would define “supervisor” and “manager” by using the “duties test” of the
executive overtime exemption. Under that standard, any employee who does not have the power to hire
and fire or make recommendations about significant employment decisions, but otherwise has significant
supervisory responsibility, can lawfully participate in a tip pool if the employer pays the full minimum
wage to otherwise tipped employees.
Randall Scott Hetrick
Adams and Reese LLP
New Orleans, LA
Telephone: (251) 650-0852
E-mail: scott.hetrick@arlaw.com
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Law Firms Have No Idea Why In-House Counsel Fire Them
Westlaw’s Newest Product Aims To Help Firms Stay On The Job
By Joe Patrice

At a summit of top legal technology commentators earlier this week, Thomson Reuters unveiled its
newest platform, WestlawEdge, offering a sneak peek into the future of legal research. Of all the
features demonstrated and testimonials presented, the most striking visual wasn’t a screenshot from
the product at all, but a pair of graphs laying out the gulf between in-house and outside counsel.
When asked why they get fired by clients, the overwhelming majority of law firm attorneys pointed
to cost overruns with only a handful considering their own lack of value or efficiency. At least their egos
remain intact. Meanwhile, when asked why they fire firms, the in-house folks, by almost the exact
same overwhelming majority, pointed to a lack of value from their outside counsel, with only a paltry
number really worried about the budget.
Ironically, both sides believed they had good communication.
Thomson Reuters hopes that WestlawEdge can cure these inefficiencies and give firms the
advantage they need to stay in their clients’ good graces.
The technology behind WestlawEdge is impressive. When Khalid Al-Kofahi, the Robert Ford of
Westlawworld, offered a “simplified” explanation of how the platform performs all the AI-assisted tasks
it offers, the flowchart filled the screen with arrows and text going every which way. Thankfully,
lawyers don’t really have to understand how it works, only that it works.
As he put it though, the key to being an answer company is understanding the questions. As we
advance farther and farther from the cleverly crafted boolean searches of yesteryear, WestlawEdge
revamps its natural language search capabilities to look beyond the key terms in the search and divine
meaning from your query. When a user asks about the elements of a claim, they aren’t necessarily
looking for a case that has the word “elements” within some proximity of a given term, they want an
answer to their question. Armed with extensive usage logs, Thomson Reuters built a system that gets
lawyers answers to the questions they need by arming their system with a sense of how lawyers ask
questions. That makes for a shorter distance between question and answer, and that’s the precious
efficiency the client craves.
With its new orange flags — which, for some reason aren’t “flags,” but we’re all going to call them
flags anyway — machine learning saves attorneys from potential disaster by identifying potentially bad
law that direct history citators could never find. Thomson Reuters demonstrated the critical importance
of this distinction by walking us through a Florida procedural quirk that the Florida Supreme Court
overruled, but that was cited as a given for decades — often without even mentioning the original case.
That’s not going to reveal a red flag or even a yellow flag, even though the cases are just as problematic
to a litigator trying not to embarrass themselves in front of their client.
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To be honest, the legal tech market’s enthusiasm for analytics can come off as gimmicky. Does it
really matter that a judge denies motions to dismiss 10 percent more often than the district average?
How does that have to do with your case? On the other hand, WestlawEdge’s robust and user-friendly
analytics get to the heart of what a lawyer might want from this data. The system lets you drill down to
find all the motions to dismiss involving the specific area of law at issue and — for federal and some key
state jurisdictions — allows the user to read the judge’s opinions and the underlying briefs to draw
lessons from those who’ve tackled these matters in this courtroom before. Those are searches many
lawyers already conduct manually — WestlawEdge makes these searches nearly instantaneous and
incredibly convenient to conduct from one screen.
If delivering value is the key to sustaining a relationship with a client, WestlawEdge offers users a
powerful tool with a simple interface to get the job done. As an Am Law 100 attorney who has tested
WestlawEdge put it, “You would be stupid not to use it.” Based on the demonstration we saw this week,
this lawyer has a point.
Joe Patrice is an editor at Above the Law (www.abovethelaw.com)
and co-host of Thinking Like A Lawyer
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Joe Patrice joined Above the Law in 2013. Joe received a degree in Economics and Political Science from the
University of Oregon and a J.D. from the NYU School of Law. From 2001, he worked as a litigator for both
Cleary, Gottlieb, Steen & Hamilton and Lankler Siffert & Wohl, representing a variety of individuals, institutions,
and foreign sovereigns in criminal and civil matters. Joe left legal practice in 2012 to pursue writing,
contributing to numerous publications, including ATL, before joining the full-time staff.
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A Totally Integrated
Approach to Client Relations
By: Paul Purdue

If everyone could generate business, then we’d all be millionaires. Many firms have trouble
connecting with the people that need their services. When you’re drumming up new business, there’s
three “phases” you go through:




Acquiring a new client. Discovering who they are. Finding them in the first place.
Converting the lead. Signing on a new client. Completing the “sale.”
Consistent customer satisfaction. Retaining their business. Keeping clients happy.

Client acquisition can be tough, as is converting your prospect into paid business. Once you’ve moved
into a “regular” business relationship, it may feel like you need to treat your customers differently. But
what if we looked at our new clients, our existing customers and our prospective leads through the same
lens? What would happen if you treated all your prospective, established and recurring clients by the same
standard?
“Treat others as you treat yourself.” — Mahābhārata Shānti-Parva
I was walking through Lockerbie Square in Indianapolis, Indiana, when an old-school style building
caught my eye. I love strolling through Indy - it’s one of my favorite cities, and the weather is just turning
nice again. When I saw this building, I knew I’d been there before, but I couldn’t figure out what was
familiar.
A moment later, I realized it was The Academy Building, and we have a client there. That felt right Attorney Computer Systems serves people all across the country, and we do significant work in Indy. But I
thought it was weird that I didn’t immediately recognize my client’s location.
That’s when an internal voice spoke up: “Actually, Paul, we don’t have a client in that building. They’re
a prospect.”
At first, I was satisfied with that answer. Of course I wouldn't know every detail about a prospect - and
in an era where we do so much work online, it’s easy to forget a physical location. Still, something about
my thought process didn’t feel right. What wasn’t fitting for me?
So, I sat with these thoughts some more, and this is what I came up with:
I think many people treat prospects differently than they treat clients. If you want to land a prospect’s
business, you need to communicate your value proposition in a way that speaks to that individual. When
you’re supporting an ongoing client, they already know what you’re about, and you just have to execute
on your promises. So, I suppose it’s natural to make the separation.
But, what if we didn’t differentiate? What if we treated everyone like we were already doing work for
them? What benefits could result from this consistency?
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“Treat others the way you want to be treated.” — The Golden Rule
A code across generations of philosophy and religion.
How can you, your client and your company improve if you choose to adhere to the golden rule? What
will happen if you apply these ethics not just to your personal empathy, but also to your professional life?
When you treat each client the very same way, you have:
A Broad, Vibrant Landscape. Prospects will feel familiar and unintimidating. Longtime clients will feel
refreshing and just as important as the day you signed them. Each customer will “look” the same,
offering you equal opportunities to grow your business and profit.
Your Attitude. When you’re not creating different segments of business relations, you can just focus on
customer service. Embody the same proactive perspective during every meeting. Don’t alter your
behavior for who you’re talking to. Be comfortable. Be yourself!
Client’s Perception. Your clients can tell when you’re being authentic. A prospect can feel when they’re
being sold too hard — when the salesperson is desperate. If you treat everyone by the same golden
standard, then all your clients will view you in the same positive light.
Your Career. Want to eliminate obstacles hampering your professional success? Start with your own
mental game. Are you breaking clients down into unnecessary categories? Why do you think you
need to treat a lead differently than a repeat customer? Be honest with yourself and find the
answers you need to hear. Then, give everyone your same level of attention.
Everyone’s Bottom Line. When you start treating everyone the same way, and offering the same killer
service across the board, you will all make more money. Believe that your juiciest prospect is
already your top paying client. They will believe you can make them richer. Treat your long
standing business relationships with the same enthusiasm and passion you’d offer a day-one
account. They’ll never feel taken for granted and will stay with you for the long haul.
Contact Paul: (800) 475-8104
E-mail: paul.purdue@attorneycomputersystems.com
Website: www.attorneycomputersystems.com
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Paul Purdue is a principal at Attorney Computer Systems. He's a self-proclaimed "infrastructure nerd." Check out
Paul's growing library of legal technology articles and videos on Attorney Computer Systems' web site.
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Outlook Contact Groups
by Bonnie Schloegel

There are many times when you want to send emails to the same group of people repeatedly.
Outlook Contact Groups make emailing to multiple people as easy as sending to one person. Paralegals
find Step 5c is especially useful when they are given a written list of email addresses and the addresses
are not in their Personal Contacts List.
Creating a Contact Group
1.
2.
3.
4.
5.

Click the Contacts or People Icon at the bottom left in Outlook.
Click the New Contact Group Button on the Home Ribbon.
Type a name for the Group in the Name Field.
Click the bottom of the Add Members Button.
To select Members, either click:

a. From Outlook Contacts and select contacts from the
Global Address Book; or
b. From Address Book and select contacts from your
Personal Contacts; or
c. New Email Contact in which new contacts can be
manually entered and added to your personal
contacts at the same time.
6. Click the Save and Close Button when done.

Sending an Email to a Contact Group
1. Create an email.
2. Type the name of the Contact Group in the To: Field.

If you want to exclude a member of
the group, click the + to the left of
the group name. A prompt asking if
you want to expand the group will
appear. Click the OK Button, then
select and delete any address you
want to eliminate.
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Making a Group from an Email
1.
2.
3.
4.
5.
6.
7.
8.
9.

Open the email that lists all the addresses that you want in your new Contact Group.
Click inside of the To: or Cc: Fields where the addresses are listed.
Press CTRL + A to select the addresses.
Press CTRL + C to copy the addresses.
Close the email.
Click the Contacts or People Icon and click the Create Contact Group Button.
Name the Group.
Click Add Member and From Outlook Contacts.
Click in the Members Field at the bottom of the dialogue.

10. Press CTRL + V to paste the copied address into the field.
11. Click the OK Button.
12. Click the Save and Close Button.
Removing Members from the Group
1.
2.
3.
4.
5.

Double click the Group listed in your Contacts List to open it.
Single click the member to remove.
Click the Remove Member Button.
Click Save and Close when done.

Adding Members to an Existing Group
1. Double click the Group listed in your Contacts List to open it.
2. Click the Add Members Button and follow the same instructions for creating a New Contact
Group.
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