


 Make sure your managing partner is registered to receive a complimentary subscription to ALA's 
journal, Legal Management.  By subscribing, your managing partner will stay informed regarding current 
and upcoming conference opportunities and the value of other forms of ALA information exchange and 
sharing such as the journal and the web site.  It is a great way to reiterate the return on investment.  To 
subscribe, go to the ALA web site at www.alanet.org , click on the link for Publications and complete the 
subscription form. 
 
 Yes, times are tough.  Let's meet in Savannah and see what we can do to make life easier for 
our firms, ourselves, and our clients.  

Kim Maddux 
President, 2009 - 2010  

Conference Schedule  
 
Thursday, October 22 
7 - 10 p.m.  Welcome Reception 
 
Friday, October 23 
7 - 8 a.m.  Registration/Continental Breakfast 
8 - 9:30 a.m.  Welcome and Keynote Address 
9:45 -10:45 a.m. Exhibit Hall Open 
11 a.m. - Noon  Concurrent Educational Sessions 
Noon - 2 p.m.  Lunch in Exhibit Hall 
2 - 4:30 p.m.  Concurrent Educational Sessions 
4:45 - 5:45 p.m.  ALA Reports and General Session 
6:30  - 8:30 p.m. Host Chapter Happy Hour  
 at Moon River Brewing Company!!! 
 
Saturday, October 24 
7 - 8:15 a.m.  Continental Breakfast  
 Roundtable Discussions 
8:30 - 11 a.m.  Concurrent Educational Sessions 
11 a.m. - Noon  Closing General Session 

Essential Ingredients for Success! 
Region 1 & 2 Educational Conference & Exposition 

The essential ingredients for your professional 
success are at the Regions 1 & 2 Educational 
Conference & Exposition to be held October 23-
24 in Savannah, Georgia. Join us as we focus on 
the skills and information vital to manage any 
challenge at your law firm or legal department. 
 
“Leaders take people where they need to go, not 
always where they want to go,” says Dr. Eric 
Cupp who deliver the keynote address, highlight-
ing areas where strong leadership skills are non-
negotiable for the legal administrator. 
 
Twenty-four sessions will cover topics as diverse 
as “Web 2.0 and Social Networking,” “Personal 
Data: It’s Confidential,” and “Marketing Initiatives 
that have Legs in the New Economy.”  These 
educational sessions will provide the tools you 
need to help you leave prepared, well informed, 
and connected to build an even stronger future 
for you and your law firm. 
 
The Closing Session, “The Essential Ingredients 
to Succeed,” which will feature Carla Hall of Al-
chemy Caterers, finalist in the popular Bravo TV 
program, “Top Chef.”  Ms. Hall will share tech-
niques that will help you adapt to change, think 
on your feet, and select the essential ingredients 
to make all the difference in your organization. 
 
The Exhibit Hall will offer business service pro-
viders and networking events, showcasing op-
tions to help you do your job better, faster, and 
more efficiently.  The opportunity to view the lat-
est software packages, law office management 
services, and technology from them all in one 
place will save you time, and money. 

BE AN EARLY BIRD!!! 
 

Register by September 23, 2009 and SAVE! 
http://tinyurl.com/alareg12 







 
“Been There, Done That – Tell Me Something I Don’t Already Know”: 

Effective Professional Development for Experienced Attorneys 

By Valerie Fitch, Esq. 
Director of Attorney Development, Pillsbury Winthrop LLP 

One of the greatest train-
ing challenges for those 
involved in professional 
development at law firms 
is figuring out how to cre-
ate and deliver useful, 
high level programs for 
experienced attorneys. 
The universe of possibili-
ties appears to shrink, the 
audience is extremely dis-
criminating, and their time 
is tight. That being said, 

there are ways to do this successfully and for 
maximum benefit to your audience.  First, you’ll  
need to answer these three basic questions. 
These apply each time you plan training at any 
level, but the answers are especially key when 
it comes to crafting programs for experienced 
professionals: 

• What skills need to be taught, and to whom? 

• How should these programs be planned and 
presented for maximum effectiveness? 

• How do I get the target audience members to 
believe that they need this? 

Choosing the Skills to be Taught: What Do 
They Need, and Who Are “They”? 

What skill sets do they need? Advanced sub-
stantive training? Management and leadership 
training? Enhanced business and client devel-
opment skills? In the context of your own firm 
and its culture, think how best to go about find-
ing out what your audience needs. There are 
many ways to do this, the simplest of which is 
to ask them. Odds are that they won’t say, 
“Nothing, I know everything about my practice 
area, and am a complete and total expert in my 
field.” In all practice areas, there are always 
recent developments, new precedents, and 
new interpretations of the law. 

Another effective way of assessing needs, par-
ticularly if you are considering providing train-
ing in management and leadership skills, is to 
talk to the associates and staff. This doesn’t 
mean asking them to tell tales out of school, 
but to think about their experiences and identify 

why they felt some partners were better team leaders 
than others. The best observations are often made 
by those who aren’t the subjects –remember, every-
one needs an editor. Managers and leaders may 
sometimes be born, but 

for the most part, the practice of law encourages the 
solitary worker. 

But the tools needed to be an effective deal and case 
manager can be taught. Team members will be able 
to tell you candidly what it is that the more organized 
managers do well, how those who seem to get the 
most and best work out of their teams manage to do 
so, and how those who have the loyalty of the associ-
ates and paraprofessionals who work for them are 
able to instill and maintain that attitude within their 
group. 
 
Business and practice development training often 
begins at the summer associate level now, since 
there is no doubt that relationships formed early and 
nurtured consistently can result in more business 
development opportunities. Attorneys who have 
practiced for awhile may not have had the benefit of 
this training early on, and advanced client relation-
ship and business development/presentation and 
pitch skills for this group are particularly useful. To 
coin a tired professional development phrase, these 
programs are usually “well received.” 
 
When choosing your audience, consider whether this 
is a practice group-specific program, a “global skills” 
program, or a program aimed at a certain slice of the 
administrative organization. But don’t underestimate 
the benefit of cross-training; if your initial thought is to 
limit the audience for a program on developments in 
an area of corporate law just to 
the corporate partners, think 
again. Tax lawyers, litigators, and 
others would be interested as 
well. If you are thinking of a man-
agement program, look at your 
firm’s structure. Is there an over-
arching management body? Are 
there managing partners in each 
office, if the firm has multiple of-
fices? How are the practice 
groups/practice sections adminis-
trated? Should the program be 
piloted with one of these groups? 
 



 

Been There, Done That… (Continued) 
 

What Format Will Work Best? 
 
This will depend to a large ex-
tent on the subject matter to be 
presented, but almost without 
fail, an interactive program 
works best, particularly for 
those who have sat through 
more lectures in their careers 
than they care to count. The 
reason an interactive program works is simple 
– the more participatory and engaged audience 
members are, the more they learn, the more 
they think about what they are learning, and 
the more they will recall. 
For instance, if the program is one on Feed-
back and Review Skills aimed at senior associ-
ates and partners, use filmed scenarios to illus-
trate examples of project-specific feedback 
given to associates well and feedback deliv-
ered miserably, and of annual/midyear reviews 
delivered constructively and delivered in an 
obtuse, vague, and useless manner. Have the 
audience comment on what they see. Have the 
group participate in an exercise designed to 
given them “no consequence” practice in the 
skills the program is designed to impact. Have 
the actors be firm lawyers, which adds enter-
tainment value without taking away from the 
seriousness of the subject matter. 
 
When you are targeting an experienced audi-
ence, make sure you trust that the person lead-
ing the program has credibility with the group, 
and if an outsider, that he or she understands 
your firm and its business. Nothing will sink a 
program aimed at this level of experience more 
than a presenter who doesn’t stand up under 
scrutiny. At the end, make sure that the audi-
ence evaluates the program and the presenter 
– especially from the standpoint of finding out if 
the program succeeded at the level that this 
experienced audience had expected. 
 
How To Convince Them This is a Good Use of 
Their Time 
 
You’ve planned this cutting edge, well-
developed, interactive program with fascinating 
content, useful, timeless materials, and a terri-
fic presenter. Now if only you had an audience 

to give it to……  
 
Client demands and the “what will I 
get out of this?” syndrome make 
this tricky, and every professional 
development person has had the 
experience of planning a great pro-
gram only to have the attendance 
level plummet. When dealing with 
experienced attorneys, you are talk-

ing about a group of extremely busy, highly sched-
uled and yes, healthily skeptical professionals. Re-
turning to the concept of asking people what they 
need - if your target audience perceives that this pro-
gram will be worth their time, barring work demands, 
they will come. 
 
One tactical move is to get buy-in from members of 
management so that the program can be positioned 
as a joint effort of the professional development 
group and the firm as a whole. This will give the pro-
gram and its advertised benefits additional weight 
and credibility. A caution about the word “mandatory”: 
Use it sparingly. Experienced lawyers hate it. There 
is a running joke that a program in which attendance 
is initially billed as “mandatory” will inevitably change 
to “strongly encouraged,” then down the training food 
chain to “requested” and finally, to “if you come, you’ll 
be fed.” This does not mean that you cannot run pro-
grams that all members of a certain group need to 
attend. Find a way to explain why the firm wants 
these skills taught and how the attendees will benefit. 
 
So what’s the secret to educating the seasoned pro-
fessional? In the end, it sounds very simple: 
 
• Do your due diligence to identify the particular 
needs of the experienced attorneys at your firm, and 
based on that knowledge… 
• …create informative, challenging content, which is 
then… 
• …presented in an inventive and effective format… 
• …at the most convenient time possible, delivered… 
• …by a credible presenter, and the program will... 
• ...be a success. 
 
And how is that success measured? That’s a whole 
other article…….. 
——————————————————————— 
Reprinted with permission from the Network, the newsletter 
published by the South Florida Chapter of the Association 
of Legal Administrators, September-October, 2003. 





AGENDA
3:00 p.m.	 Registration 
3:25 p.m.	 Welcome and Opening Remarks 
3:30 p.m.    	 Does the Media Really Matter in Litigation? 
The program starts by examining specific examples where 
the news media played a significant role in the outcome of a 
case.  Questions are permitted and encouraged throughout 
the program. 
3:40 p.m.    	 Are There any Rules Governing When a Lawyer 
	 Can Talk to Reporters and What They Can Say? 
The program examines the state bar rules, the Gentile case, 
and other key legal/ethic questions on this.  Do you need 
client approval?  Do you need a firm policy?  What about issue 
or client conflicts?  Then there is the issue of libel and slander.  
When you should talk to the media and when should your 
client? 
4:00 p.m.    	 Off-the-Record and Background 
What does it mean and are there any rules?  Most “off-the-
record” conversations are designed to help reporters better 
understand the law or legal procedures, but they can also be 
used to leak information about your case to the press.  Are 
you protected? 
4:15 p.m.    	 What is News and Why? 
Identifying cases, issues or clients that are likely to gain 
media attention and how to prepare for it.  Understanding 
what news is, how the news media operates and the 
information that journalists have access to publicly through 
the clerk’s office, the SEC, Freedom of Information Act and 
the state Public Records Act.  Do press releases work or are 
they spam? 
4:30 p.m.    	 Developing Professional Relationships with 
	 Journalists 
How is it done and why is it so important?   Our courts are 
public institutions, and we as lawyers have a responsibility to 
inform the public about how the law works.  The best way to 
do that is through the news media. 
4:40 p.m.    	 When to Bring in Media Relations/PR in a Case?  
How can they help or hurt?  Do they fall under work product/
client attorney privilege? 
4:50 p.m.    	 The Final Do’s and Don’ts 
Never say “no comment.”  Never do a cold call interview.  
Never multitask, such as reading email, while giving an 
interview.  And never, ever lie. 
5:00 p.m.	 Adjourn

Registration Form
The media & your law practice, #09-40

How to register:
MAIL—Complete this form and mail to: SC Bar-CLE, P.O. Box 608, 
Columbia, SC 29202.

FAX—Complete this form and fax to (803) 252-8427.

INTERNET—Visit www.scbar.org/cle, click “Calendar,” select  
this seminar. 

For assistance or to register by phone, call (803) 771-0333
or (800) 768-7787.

Name: _____________________________________________________________
 
Firm/Court:_ _______________________________________________________
 
Address:___________________________________________________________
 
City, State, Zip:_____________________________________________________
 
Phone:_____________________________________________________________
 
Bar#: ______________________________________________________________
 
E-mail: ____________________________________________________________

 
  o �I’d like to receive more information on CLE offerings regarding 

this topic

Please visit www.scbar.org/cle for directions to this location.

SC Bar Member Registration Fee:.................$85 
(No Discount Coupons Allowed)

Enclosed is my check in the amount of $________________________

Please charge my:  _______AmEx_______MasterCard_______ Visa

Card #:_____________________________________________________________

Exp. Date: ___________________________

Registration Policy: All registrations must be prepaid. 
All Internet/fax registrations must include a credit card 
number in order to be processed. Registrations received 
by 5 p.m. November 12, 2009 or at the door will be 
subject to an additional charge of $25. Registrations 
received after November 12, 2009 are not guaranteed 
course materials. You must be registered for this 
program to attend and receive course materials.

Cancellation & Refund Policy: Refunds, less $25 
processing fee, will be made for cancellations received 
in writing to jmerrill@scbar.org by 5 p.m. November 12, 
2009. If you register but do not cancel or attend, you will 
receive the written handout materials in consideration 
of payment. Designated substitutes may take the place 
of registrants unable to attend.

If you have a disability, please call ahead to let us know 
how we may accommodate your needs.
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The Media & Your Law 
Practice: Obligations, Ethics 
and Opportunities
Thursday, November 19, Live Only at Clarion 

Hotel Downtown, 1615 Gervais Street, 

Columbia, SC






