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by Don Smith
This year, we spent a day focusing on staying relevant in a challenging legal industry. The meeting, titled
“Disruptive Talent Management: Staying Visible in an Environment of Innovation,” kicked off with an interactive
icebreaker led by PDC board member Erin Walczweski. Longtime supporter and PDC advocate Terri Mottershead,
principal at Mottershead Consulting, delivered the keynote, which flowed into an incredibly thought-provoking
panel (led by Werten Bellamy, president of Stakeholders Inc.) that provided key insights into the future of the legal
development profession. Werten brought together a law firm managing partner, a general counsel, and learning
and development professionals from both PwC and the Whirlpool Corporation, to give us their perspectives on
how we can best prepare ourselves, our attorneys, and our organizations to be competitive in the future.
Following the panel, Mark A. Cohen, Esq., founder and CEO of Legal Mosaic, LLC, led us through a conversation
on how technology is affecting PD professionals today and how it will affect us in the future. During lunch, PDC
members Heather Bock and Michelle Nash from Hogan Lovells presented the 2017 Richard Pearson Award to their
colleague Lori Berman. We were thrilled to honor Lori as this year’s honoree. The day’s events concluded with a
discussion on maintaining our individual self-care and wellness goals to ensure that we maximize our performance,
as well as a brainstorming session led by PDC members Jessie Spressart and Ceil O’Conner. Thank you to all who
attended.
I look forward to seeing you in Portland, Oregon, July 19-21 for the 2018 Summer Conference. The RFP Process
opened on December 7 and will close on January 26. Don’t just attend the Summer Conference—think about
coming and sharing some of your best ideas, insights, and experiences with your colleagues. Presenting is not
only a great way to add to the community, it’s a great professional development experience for you as well.
I hope everyone had a productive and professionally fulfilling 2017. As you start setting new goals for 2018, I hope
you keep the PDC and our community in mind as a resource for the year to come.
Happy Holidays!
Don Smith
Chair, Board of Directors

Welcome to Our New Members!
Please join us in recognizing the following PD professionals who became PDC members between
September 14, 2017, and December 14, 2017!
Georgia Sussman, Feinstein LLP
Tania Abelowitz, Paul, Weiss, Rifkind, Wharton &
Garrison LLP
Yakiry Adal, Stroock & Stroock & Lavan LLP
Dyana Barninger, K&L Gates LLP
Donna Branca, Blank Rome
Justin Evans, Chong + Koster
Rebecca Gentry, WilmerHale
Myriah Graves, Fogler, Rubinoff LLP
Denise Jaffe, Robinson+Cole LLC

Tamesha Keel, Foley & Lardner
Lanette Matthews, Cooper & Scully
Christina Mitchell, Nixon Peabody LLP
Chelsey Parrott-Sheffer, Seyfarth Shaw LLP
Kurt Plocher, Winston & Strawn LLP
Jennifer Thomas, The Public Defender Service for the
District of Columbia
Colleen Tretola, Axinn, Veltrop & Harkrider
Linda Vandercook, Shumaker, Loop & Kendrick LLP
Julie Wood, Nixon Peabody LLP

GAMIFICATION INITIATIVES IN LAW FIRMS
by David H. Freeman, J.D., Founder of Law Firm CultureShift®

David Freeman is a two-time best-selling author who has written four books on law firm
leadership and business development. He has worked with nearly 200 law firms, has
repeatedly been voted the top law firm business development coach and consultant in major
nationwide surveys, is a PDC Trusted Advisor, and is a Fellow in the College of Law Practice
Management. He can be reached at 949-715-0819 or David@LawFirmCultureShift.com.

You’ve certainly had your fill of articles that open with
something like “The legal industry is experiencing
unprecedented change,” so let’s not bore you with those
givens. One of your roles as experts in professional
development is to get people to change, so this is
nothing new to you. What’s needed are fresh tools in
your PD toolbox to get more people engaged, acting in
alignment with firm strategies.
Planning is usually not the issue. According to the Altman
Weil 2016 Law Firms in Transition Survey, 83% of firms
surveyed engage in a formal strategic planning process.
The bigger challenge is revealed in other data—only 8%
of law firm leaders are highly confident in their firms'
ability to keep pace with the challenges of the new legal
marketplace. So, even though most firms have plans,
92% of firm leaders are not fully convinced they have the
ability to turn those plans into results.
For leaders managing with an eye toward the future, fully
implementing their plans becomes the golden ticket,
the major differentiator from otherwise similar firms.
With that in mind, the question becomes, what role can
you play to enhance your firm’s ability to implement your
plans?
According to surveys of millions of workers conducted
by the Gallup organization, the best way to improve
performance is to increase the engagement of the
workforce. For law firms, that means finding ways to
fire up the troops, to develop approaches that can turn
seemingly low-return, non-billable tasks into activities
they will enthusiastically embrace. As a leader, you’ve
been fighting this battle for a long time, so are there
different tactics you can employ to get people more
fully engaged in achieving the firm’s strategic goals?
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Enter Gamification
One approach that is gaining significant traction in
management circles is the use of gamification. Brian
Burke, a consultant with the Gartner Group and author of
Gamify, simply defines gamification as “…the use of game
mechanics … to engage and motivate people to achieve
their goals.” By tapping into people’s natural desires for
competition and achievement, you can take something
that is potentially tedious and make it enjoyable.
According to estimates from the Gartner Group, “40%
of Global 1000 organizations will use gamification as the
primary mechanism to transform business operations (by
2016)”. That’s worth repeating and emphasizing:“…the
primary mechanism to transform business operations.”
Our corporate cousins are way ahead of our industry
when it comes to running a business, so perhaps we
should take a page from their playbook by incorporating
a tool like gamification into our operations.
How is gamification being used to teach, inspire,
remind, and accelerate action? The following are several
examples from other industries:
•

SAP used it to increase employee engagement.

•

Sun Microsystems used it for new hire onboarding.

•

T-Mobile used it to create a collaborative community
designed to transform customer service.

•

In Stockholm, the government used gamification to
decrease speeding by fining those who sped and
then distributing the proceeds, via lottery, to those
who did not speed in that area.

•

AstraZeneca used it to teach their sales agents about
a new medicine.
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•

A 2,000-person consulting firm used it to help
employees learn the names and faces of their
colleagues.

•

Allstate used it to solicit innovative ideas from their
employees.

•

Hewlett Packard used it to achieve $1B in sales
growth over a three-month period.

•

Ford used it to help sales and service teams
become familiar with car models, financing plans,
technologies, and options.

•

Pep Boys used it to reduce retail loss and increase
safety for its 19,000 employees.

•

Salesforce.com used it to raise awareness of the
importance of security.

•

DirecTV used it to increase knowledge sharing,
learning, and employee engagement.

•

Lawley Insurance used a two-week contest to close
more sales than in the previous 7 months combined.

•

Objective Logistics increased its profit margins
40 percent using gamification.

Now, many of you may be thinking, “My lawyers would
never play a game.” First, take a look around you.
People are playing meaningless games on their phones,
they log on to Facebook all day long, and they are highly
engaged (some might say addicted) to continue. Many
of those same people are your lawyers and staff, who are
already comfortable with gamified experiences. More
specifically, based on surveys I conducted with law firm
leaders, some firms have already successfully employed
gamified approaches to drive desired behaviors. In one
firm, they were highly aware of one of the major obstacles
to such an initiative—the perception that there is little
time for something “extra.” According to Kate Tompkins,
business development manager at Lathrop & Gage, “We
created the 'Take 10 Challenge,' which was ultimately
designed to negate the idea that business development
and marketing have to be so time consuming and
complicated. We wanted to get people excited about
business development and show them what they could
accomplish if they could 'Take 10' minutes out of their
day or week to focus on networking and developing new
relationships.”
To those of you who have “tried it here and it didn’t
work,” often the culprit is the structure of the gamified
process, not the concept itself. Just cobbling together
a program that has points, a leaderboard, and success
badges may not be enough. In fact, the Gartner
Group estimated that 80% of corporate gamification
efforts will fail because of poor design. It is well worth
the effort to build it right the first time, because you
may not get a second chance if it crashes and burns.
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Design Elements
There is a ton of science behind crafting an effective
gamified solution. For example, in addition to providing
external motivators like points, badges, and physical
prizes (e.g., cash or swag), a well-designed approach
might incorporate elements like intrinsic rewards—
elements that provide a sense of personal satisfaction.
Daniel Pink, in his book Drive, points out that real
change occurs when efforts focus on activating internal
drivers like autonomy, mastery and purpose. In fact, truly
comprehensive programs take into account factors like
game dynamics, motivational psychology, behavioral
economics, user experience, user interface, neurobiology,
technology platforms and business systems in order to
maximize sustainable results.

Using Gamification in a Law Firm
You are limited only by your imagination and business
needs. You can gamify business development initiatives
like client service, cross-selling, team activity, conference
participation, individual business development, leadership,
writing blog posts or publishing alerts, alumni relations,
and LinkedIn activity. Other examples identified in the
surveys include:
•

Teaching substantive legal skills.

•

Improving time entry.

•

Innovating to identify emerging, overlooked, and
untapped possibilities for the firm.

•

Increasing billable activity and engagement in
collections.

•

Supporting a local charity through an annual drive.

•

An annual drive to support local charity.

Whatever you choose to gamify, best practices suggest
starting small, running pilots, and working with the
coalition of the willing. Beginning with your early adopters
will allow you to gather data and collect successes that
can serve as a springboard for wider adoption. Also,
always learn from each experience and apply lessons
learned to the next iteration of your rollout.
Once the rollout begins, realize you’re working within a
bell curve. Your top 20% will stay at the top and your
bottom 20% will do very little, so your best results will
come from your middle 60%. Focus on this population,
and once the process is going, flip on your internal PR
machine to keep the momentum going. Lavish praise on
those who participate and make progress, and provide
acknowledgement at group meetings, in internal
publications, and during one-on-one meetings. You
can also stoke healthy competitive fires (individual and
team-based) by making results transparent. According
to Betsy Spellman, chief marketing officer at Steptoe &
Johnson, “Tapping into lawyers' competitive instincts
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worked well for us when we wanted to improve the quality
and read rate of client alerts. In this pilot project, we
tracked their progress on a leader board so the results
were transparent. We achieved significant improvement
and provided praise and prizes to reward progress.
We’ll definitely keep experimenting with gamification to
achieve our goals.”

Conclusion
Organizations worldwide are constantly looking for
ways to improve results, and gamification has become
a powerful new addition to their management toolbox.
Creating a successful gamified program requires analysis,
planning, and design, but once you figure it out, you can
tap into a new source of energy, focus, and time that
can be channeled toward achieving your most important
strategic goals.

Call for Trusted Advisors
Do you know a consultant who will make
a great PDC Trusted Advisor? We will be
soliciting a “Call for TA’s” in the new year. We
encourage you to begin thinking about who
would be a valuable addition to this program.

2018 PDC Summer Conference

Portland, OR - The Nines Hotel – July 19 - 21
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WONDER WOMAN’S ACHILLES’ HEEL
by Brian K. Johnson

Brian K. Johnson has served as a communication consultant to the legal profession since
1979. He teaches interpersonal communication skills to new attorneys, public speaking to
transactional lawyers, and advocacy and persuasion to litigators. Every year he works one-onone with hundreds of attorneys and professional development administrators at Am Law 100
law firms to help them improve their speaking skills.

Whatever happened to Amy Cuddy’s
claims about power poses? Imagine
Wonder Woman or Superman with
hands on hips, looking powerful
and confident, ready to take on
any challenge. Cuddy said that
expansive body postures caused
people to feel more confident. Her
power poses had their Warholian 15
minutes of fame just a few years ago.
But utter the words “power pose” to
an audience of law firm associates in
2017, as I did recently, and instead of
nodding heads you get blank stares.
At the 2016 PDC Summer Conference
in Naples, Florida, I had the pleasure
of co-presenting a session called
"Jump-Start
Your
Leadership
Presence" with Jodi Lucena-Pichardo.
Power posing was still a hot topic at
this point. Cuddy’s TED Talk, "Your
Body Language May Shape Who You
Are," had received over 30 million
views, and her best-selling book,
Presence: Bringing Your Boldest
Self to Your Biggest Challenges, had
been published in 29 languages.
We eagerly incorporated Cuddy’s
suggestions into our presentation.
We even projected a picture of Jodi’s
adorable children power posing.

How times have changed.
As a PDC Trusted Advisor who
espoused Cuddy’s views to a PDC
audience, I want to explore the
controversy that her flash-in-the-pan
ideas provoked. In October 2017, The
New York Times Sunday Magazine

featured an article with the ominous
title "When the Revolution Came for
Amy Cuddy" that described how her
power pose research has been under
attack by other researchers. They
trashed her study’s small sample
size. Most especially, she was taken
to task for her claim that power
posing leads to a positive change
in one’s hormones. Allegedly, folks
who do so experience an increase
in testosterone, making them feel
more powerful, and a decrease in the
stress hormone cortisol. Yet other
researchers studying these effects
could not replicate those hormonal
changes.
As a result of the attacks, Cuddy left
her tenure-track position at Harvard
Business School last spring. She has
announced that her next book will
focus on bullying, because that’s
what it felt like when the revolution
came for her. The revolution that the
Times headline refers to has been
taking place in the social sciences,
with dissidents complaining that vast
amounts of social science research
are potentially bogus, deeply flawed,
and cannot be replicated.
But lest we feel too badly for Ms.
Cuddy’s fate, she does have other
compensations, literally. If you search
online, her current fee is $50,000 to
$100,000 per speech. It doesn’t take
many speeches at that rate to surpass
an annual academic salary, or arouse
a jealous vengeance in one’s fellow
academics who grab their pitchforks
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and man the barricades (and it was,
of course, mostly men) of resistance.
Her claims about hormones were
Cuddy’s Achilles’ heel. But do you
really care about your hormone
levels if power posing makes you feel
more confident? I don’t. That was
her central point. She responded by
writing the following:
The key finding, the one that I would
call “the power posing effect,” is
simple: adopting expansive postures
causes people to feel more powerful.
Nine other studies in nine different
labs, including one involving 200
subjects, replicated that key finding.
Power poses caused people to selfreport that they felt more powerful.
After Cuddy’s TED talk, hundreds
of people worldwide wrote to
her telling her that power posing
worked for them. Those power-posing
enthusiasts weren’t concerned with
their hormone levels. They felt more
powerful. Cuddy summed this up
when she defended herself:
I have confidence in the effects of
expansive postures on people’s
feelings of power — and that feeling
powerful is a critical psychological
variable.
As far as I’m concerned, such feelings
are the end of the argument for
those of us eager to be better public
speakers. I’m not a research scientist
concerned with hormone levels. I’m
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a communication skills coach striving
to help speakers feel more powerful
and comfortable. If you do, chances
are you will be more successful.
Maybe the value of power posing is
simply standing still and breathing
calmly for a couple minutes. How
often in our busy lives do any of us
do that, especially as we’re revving
up to make a presentation?

the topic is the benefits of pet
ownership. The new study claims
that petting a friendly dog or cat
releases hormones that cause you
to… (wait for it!) feel good. Like we
animal lovers need a scientist to tell
us that? Do you really care about
what your hormones are up to while
you are petting your beloved Fido or
Fifi?

There is a timely postscript to this
discussion about hormones. As I put
the final touches on this article, yet
another news flash in the Science
section of The New York Times
links behavior and hormones. This time

If, a year or so from now, the latest
research debunks this claim about
pets and hormones, would you stop
petting your dog or stroking your
cat? I hope not. The same goes for
power posing. If it is working for you,

keep it up. And if you haven’t tried
it yet, test the theory yourself. Read
our blog post from 2016 for more
details and give it a try before your
next big presentation or important
meeting and see what effect it has
for you.

Blog Link: https://www.johnsonhunter.com/2016/06/10/amy-cuddypower-pose/ ]

Write for the PDC Blog
The PDC is looking for its members to write for the Blog! If you are interested in contributing a
personal story, a summary of a recent/past training event, news about your firm, or anything relevant
to our industry, please contact Kathy Bradley at kbradley@pdclegal.org or visit the PDC Link Blog page
at http://www.pdclegal.org/blog for further details!
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TO TEXT OR NOT TO TEXT: COMMUNICATIONS AND
CLIENT RELATIONSHIPS IN THE DIGITAL AGE
PLI Interview with Andrea Colby
Andrea L. Colby, Esq., principal of Pro Se, LLC, is an intellectual property attorney and
certified professional coach. She specializes in coaching, mentoring and consulting
with attorneys to help them find their voice—to express themselves and communicate
more effectively and efficiently with their clients, colleagues and opposing counsel. Her
legal career spanned the public, private and corporate sectors, including 28 years in the
intellectual property department of Johnson & Johnson.

In a series of interviews and articles, our 2017 Visionary
Corporate Partner, Practising Law Institute, brings
four expert perspectives to our members. In this final
interview, Andrea Colby, principal of Pro Se, LLC—
Coaching for Lawyers, speaks with PLI Legal Editor
Paul Matsumoto and shares some of her insights about
building and maintaining client relationships — and
specifically the challenges that digital communications
present for attorneys.
PLI: I think everyone would agree that communication
skills are critical for all attorneys in establishing and
building client relationships.
ANDREA: Absolutely. Consider the specific skills that
we as attorneys have had to build. These include written
advocacy as well as the ability to converse and discuss
live, in a concise and eloquent way, whether by phone or
in person. You also need to be able to project empathy
for your client. Getting to know your client personally
and conducting regular live meetings are also skills that
are good to have. Ultimately we need to be able to tell
our clients’ stories, in writing or verbally—that’s what
they hire us for. But we also need to be able to relate to
and get to know our clients as people so that they also
get to know us. In this way, they’ll come to trust us and
trust us to be able to tell their story.
PLI: How is this any different today as compared to 15 or
even 10 years ago?
ANDREA: In a word, technology. Technology is
constantly introducing new and more sophisticated
ways for us to communicate with our clients.
Thanks to the recent, rapid developments in digital
technology—texts, instant messaging, social media—we
have unprecedented access to thousands of people in
a split second, without having to dial the phone, visit
them, or even talk to them directly.
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PLI: It’s not your grandparents’ workplace—it’s not even
your parents’ workplace!
ANDREA: That’s right. Today is the world of what we
call “mediated communications,” which we need to
distinguish from “direct communications.” We refer to
digital communications such as texts, instant messages,
and social media as “mediated,” and live communications
as “direct.” One of today’s challenges is to adapt and
integrate these new styles of communicating in the
appropriate ways in order to build our client relationships
and keep our clients coming back to us.
PLI: But what difference does it make which mode of
communication we choose? We’re getting our point
across one way or the other.
ANDREA: Let’s consider how we react when we get an
email, for example, as opposed to receiving a text on
our phone. An email we can answer when we get to
it. We can consider what we’re going to say and how
we’re going to respond, and it gives us some time to do
that. Getting a text is a whole different matter, because
there’s an immediacy about it. And we tend to infer from
receiving it that we must answer it instantaneously. It’s
analogous to, when I was growing up, expecting a longdistance phone call. The phone would ring and everyone
would say, “It’s Aunt Mary! It’s long distance—we have to
answer the phone!” It’s almost a limbic system response:
we have to answer. But these days, when we get a text,
we may not give sufficient thought to our responses.
And that can be problematic.
PLI: How so?
ANDREA: In this increasingly litigious time, we must
consider that not only do we communicate all the time in
many different ways, but much of what we communicate,
especially texts, email, and social media posts, is
preserved for posterity—whether we intend it to be or
not. So we need to be careful about how we respond. The
challenge is to preserve our equanimity and judgment
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when we receive instantaneous, seemingly urgent
communications. When we’re dealing with clients, we
need to convey a well-mediated, calm demeanor. That’s
what they’re looking for us to convey to them.
PLI: What other challenges do we face in this digital age
beyond specific technologies?
ANDREA: Another big factor is the composition of our
workforce. Think about this: more than one-third of
today’s total workforce has never functioned in a work
environment in which email did not exist.
PLI: You’re talking about “Millennials.”
ANDREA: Yes. Right now, we have four generations
in our workforce. Data shows that Millennials—adults
born in 1982 or later—now represent the largest share
of U.S. workers—almost 35%. They recently surpassed
“Generation X”—those people born between about 1965
and 1981. The other two generations in our workforce
are “Baby Boomers”—folks born after about 1945—and
then what many call the “Silent Generation”—people
born before 1945 and who today represent just a little
more than 2% of the U.S. workforce. It’s also important
to note that if one-third of our workforce is made up of
Millennials, it follows that one-third of our clients and
potential clients are Millennials as well.
PLI: But why is this distinction important? We’ve always
had three or four generations in our workforce at any
given time.
ANDREA: Think about the implications for communication
in a workplace where one out of every three of your
colleagues was born after 1982. These are the individuals
who ask those of us from the other generations, “What
did you ever do without cellphones?” But if Millennials
represent one-third of the workforce, this means that
two-thirds of the workforce are non-Millennials—the
Silent Generation, Baby Boomers, and Gen X’er cohorts.
We’re talking about individuals born before 1982, who
learned to develop relationships with clients and others
before we had these kinds of mediated communications.
Not only did they learn the skills to communicate in a
direct way, whether by phone or live and in person, but
they’ve had to learn new technologies as those have
been introduced over the decades—whether it’s cables,
voicemail, faxes, email, text messages, or social media.
Contrast this with Millennials, who are typically
well skilled in mediated communications and are
comfortable using these technologies, but who are
not accustomed to adding to their arsenal of skills in
effective communication, particularly when it comes
to developing direct communications skills. In fact,
Millennials are often so uncomfortable with face-to-face,
verbal, live communications that they have a propensity
to avoid them.

PDC Linkletter • Winter 2017

PLI: Can you give some examples of this?
ANDREA: Sure. I’ve heard many parents complain that
when the telephone rings at home, nobody gets up to
answer it. I also recall a recent Wall Street Journal article
that reported a similar phenomenon—that when the
doorbell rings at home, nobody answers it anymore. The
Millennial view is that if friends are coming over, they’ll
text you first. So if the doorbell rings, it’s someone you
don’t know. Or just ask a young colleague: “When’s the
last time you made dinner reservations on the phone?”
PLI: You’re right. Today almost everything can be done
online, without ever speaking with a person.
ANDREA: We can, though, use direct communication to
enhance our use of digital technology. For example, one
of my doctors allows you to make an appointment on
her website. But in order to confirm that appointment,
she requires patients to call her office directly. I think
that’s great, because it’s a skill everyone really needs and
shouldn’t avoid. Some of the research I’ve read shows that
Millennials’ tendency to avoid direct communications
can be out of a concern that the other person might
question what you’re saying, might disagree with you,
may not hear you, or may have issues with what you’re
saying. By using mediated communications, they avoid
these kinds of situations—which is fine in some cases.
But for lawyers, there will always be times when we need
to talk things out live, in a direct way. Sometimes you just
need to pick up a phone.
PLI: I have one client, a gentleman in his 80s, who does
not have email. He does everything on the phone or in
person.
ANDREA: This is one of the challenges lawyers face,
particularly lawyers who are less comfortable with direct
communications and who may avoid them. Shutting
down direct communication modes raises significant
issues when it comes to maintaining client relationships.
Imagine the gentleman you described is the client of
a lawyer who prefers mediated communications. This
lawyer may not answer his phone when it rings, and that
client’s call may go unanswered. This alienates our client
and drives a wedge between us. Similarly, that same
client may feel overwhelmed or even ignored if the only
communications he receives are text messages. So we
need to recognize and honor our clients’ preferences
and needs. Moreover, where succession planning is part
of the equation, it’s vital to convey these preferences
and needs to successor attorneys in order to maintain a
good relationship going forward.
PLI: When are text messages and email appropriate ways
to communicate with a client?
ANDREA: Generally speaking, mediated communications
are fine when you’re conveying factual, unambiguous
information—setting up a meeting, sending a proposal,
making arrangements for a signature—items that
aren’t subject to a lot of discussion or questioning.
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Communicating proposals during negotiations or
uncomplicated edits to an agreement may also be
performed via mediated communication. But if they’re
likely to generate questions, they should be done
directly.
PLI: When are
appropriate?

text

messages

and

email

never

ANDREA: If you think your client will have an emotional
reaction to your message or will have questions about

the information or advice you’re conveying, you may be
better off setting up a live meeting. Similarly, conveying
bad news or something you don’t want to preserve in
writing is better accomplished with direct communication.
PLI: It sounds like the key is finding the right balance.
ANDREA: Direct communications skills are valuable as
an adjunct to mediated communications skills, and vice
versa. To be effective attorneys, we all need to learn to
use both modes intentionally and appropriately.

2018 Request for Proposals
Submission Deadline: January 26, 2018
Planning on attending the 2018 Summer Conference? Registration will open in early 2018. Hotel
reservations are available and can be made using our special registration portal. Visit the PDC website
for more information.
To submit a proposal, please complete the application form and submit it to the PDC at
info@pdclegal.org.
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WINTER CONFERENCE IN PHOTOS

2018 Winter Meeting
Planning Committee
Thank you to our 2018 Winter
Meeting Planning Committee for
its hard work in planning this year's
fantastic meeting. Committee
members, pictured to the left were:
(L-R) Michelle Wimes, Angelique
Magliulo-Hager, Jessie Spressart,
Sheri Zachary (Chair), Maggie
Suender and Ceil O'Connor.

2018 Richard Pearson
Award Winner
The Richard Pearson Award
recognizes a current PDC member
who exemplifies the wonderful
qualities that Richard Pearson,
former PDC member who passed
away suddenly in 2014, brought
to the PDC: an innovative spirit,
a demonstrated commitment
to teaching and mentoring, and
a passionate, life-long love of
learning. This years honoree was
Lori Berman, Director of Professional
Development, Hogan Lovells US
LLP. The award was presented on
November 29, 2017 at the Winter
Meeting. Pictured to the right: (L-R)
Milana Hogan, Michelle Nash, Lori
Berman, Heather Bock and
Don Smith.

Where is Innovation Heating
Up: Technology Impacting
PD Professionals
A hot topic in professional
development - technology and
innovation! Mark A. Cohen, Esq.,
Founder & CEO, Legal Mosaic, LLC
(pictured left) addressed attendees
on the impact technology is having
on the legal industry.
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Morning Ice Breaker
Attendees were broken into groups
and positioned around the room
during our "get to know your fellow
PDC members" ice breaker session.

Sightlines and Insights:
Perspectives on the Future
of Legal Professional
Development
Our power panel session included
a law firm managing partner, a
general counsel, and learning and
development professionals from
two major corporations. Pictured
to the right: (L-R) Werten Bellamy,
President, Stakeholders, Inc.;
Marvin Mendoza, Practice Director,
PwC; Keba Gordon, Global Head
of Learning and Development,
Whirlpool Corporation; Kellye
Walker, Executive Vice President and
General Counsel, Huntington Ingalls
Industries; and Donald Prophete,
Partner, Constangy Prophete

2017 Winter Meeting
Keynote Speaker
Longtime supporter and PDC
advocate Terri Mottershead,
principal at Mottershead Consulting,
delivered this years Winter Meeting
keynote presentation and later came
back at the end of the program to
help attendees determine "Where
We Go From Here." Pictured to the
left (L-R): Terri Mottershead and
Sheri Zachary
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