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Like many members, I looked forward to attending the 2010 LMA 
Annual Conference in Denver, particularly since I’d been unable to 
attend the 2009 conference. Knowing that the widespread econom-
ic downturn had affected the ability of many members to attend last 
year, I anticipated that the LMA leaders and Conference Committee 
would work strategically to address the continuing challenges facing 
our industry colleagues by planning and developing a conference 
that would be more relevant, more valuable, and ultimately even 
more rewarding to legal marketing professionals at every level and 
in every practice setting. 

I wasn’t disappointed. Upon learning the conference theme would 
be “Recover, Refocus, Reunite: Pathways to Increasing Profi tability,” 
I was cautiously optimistic, and when the full agenda was revealed 
in mid-November, I sensed this event might be a bit different from 
those in past years. The notably higher number of in-house legal 
marketing and business development speakers combined with the 
hefty increase in programming hours and other value-added features 
seemed sure to all but guarantee a worthwhile experience for any 
attendee. 

However, due to the lack of fi nancial backing from an employer, I 
wouldn’t have been able to attend the conference had it not been 
for the generous opportunity presented by our LMA Midwest Board 
in the form of a scholarship contest. I was gratifi ed to learn my essay 
on how my attendance at the conference would benefi t the Midwest 
Chapter was chosen as the winning entry. This article, its sidebar, 
and the photos at the back of this issue represent part of my cover-
age of the event.

Rather than attempting to cover all the many breakout sessions, I 
asked a cross-section of LMA Midwest members who were attend-
ing to share their personal highlights—observations they made or 
enlightening takeaways they learned during the course of the con-
ference. I’ve incorporated many of these highlights throughout this 
article and the accompanying sidebar. My hope is that this will 
supplement the feedback already shared by many through the con-
ference tweet stream, various members’ blog postings, and the Chi-
cago Brown Bag lunch conference recap held in March. Conference 
presentations are also available for downloading on the LMA Web 
site here. And if you missed it, see Nancy Myrland’s LMA Connect 
post “LMA 2010 Annual Conference Recaps and Thoughts” dated 
March 15, in which she lists links to a number of blog posts and to 
the tweet stream. 

“They Like You, They Really Like You!”
As Megan Wilroy of Foley & Lardner pointed out, this conference is 
always just as much about connecting and reconnecting with peo-
ple as it is about learning. Megan remarked afterward that this event 
reminded her how much she truly likes the people of LMA, saying, 
“We really are an intelligent, fun, and caring community.” Sounds 
idealistic, but I couldn’t help but sense the welcoming and inclu-
sive nature of this group, despite this being only the third interna-
tional conference I’ve attended. Whether roaming the exhibit hall, 
attending a session, or sharing a table during breakfast or lunch, 
people were quick to introduce themselves and strike up conversa-
tions. Although it was great fun to run into longtime friends there, it 
was gratifying how easy it was to make new acquaintances as well. 
Rarely did you see anyone standing alone for long.

Preconference Sessions a Big Draw
The conference was well-attended overall, with a total of 800 reg-
istrants (including sponsors and exhibitors) and a 25% increase in 
paying attendees over last year. The three pre-conference sessions 
also brought in impressive numbers. The QuickStart program drew 
70 attendees, a 45% increase over 2009, and the MasterMinds Sum-
mit attracted 90 senior marketers, a whopping 200% increase. New 
this year, the Just JDs program on business development for law-
yers garnered enthusiastic reviews from attendees, not surprising 
considering the caliber of presenters in the lineup, which included 
Jim Durham, Ross Fishman, and Rick Klau. While about 23 lawyers 
attended this inaugural session, by the end many more folks had 
crowded into the room.

Tasneem Goodman of Katten Muchin Rosenman reported learning 
much of value from her fellow speakers at the MasterMinds Sum-
mit. One thought-provoking tidbit she shared came from Elonide 
Semmes, who mentioned that when she was at Arthur Anderson, 
partners were frowned upon if they spent more than 55% of their 
time on billable client matters because that indicated that they 
weren’t spending enough time on marketing and sales. Another of 
Tasneem’s favorite takeaways from the program was “If you have 
more than fi ve goals, you have none. You are simply spreading your-
self too thin.”

Off to a Great Start
My correspondents Rachel Repke of Perkins Coie,  Rich Marsolais 
of Honigman, and Taryn Elliot of Kightlinger &  Gray all gave rave 
reviews to Thursday morning’s Keynote event, kicked off by Andrew 
Zolli, founder of Z+ Partners and curator of Pop!Tech, and by the 
positive way the audience responded to him, I’d say the majority 
would agree. As an “expert in global foresight and innovation,” Zolli 
was uniquely qualifi ed to share his “Insights into the Future,” the 
keynote topic, focusing on trends that will affect us both profession-
ally and personally. His fast-paced presentation was highly informa-
tive as well as quite thought-provoking and entertaining. 

One of Zolli’s many observations was that we are awash in a “sea of 
sameness” in terms of what is offered to us as consumers by com-
panies of all types. For example, the average supermarket stocks 
over 40,000 products, but studies have shown individuals can pay 
attention to only 160, and the rest are just “noise.” This creates the 
“Tyranny of Choice,” where having too many options leads to a de-
crease in satisfaction. To overcome the “noise” in our own industry, 
we have to provide a great client experience. But we also constantly 
need to innovate—today’s great experience becomes tomorrow’s 
commodity.

Another insightful point Zolli made was that while short-term trends 
get all the attention, long-term trends have all the power. And Megan 
McKeon of McDonnell Boehnen Hulbert & Berghoff recounted that 
her number-one takeaway from the entire conference came from 
Zolli: “Your story is as much about what you say YES to as what you 
say NO to. Be thoughtful and intentional with both words.”

So Many Choices
Speaking of choices, the breakout sessions were organized into a 
number of tracks, running concurrently, focusing on topics includ-
ing the Business of Law, Business Development, Client Service, 
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Public Relations, Strategy, New Media, Leadership, and Profes-
sional Development. Frankly, it was often diffi cult to choose among 
the four presentations offered at any given time. Some of the more 
popular sessions ended up  being standing-room only, so if you hesi-
tated in choosing or changed your mind after the start time, it could 
be challenging to fi nd a seat. Although there were many standouts 
among the 32 sessions offered on Thursday and Friday, we’ll focus 
on highlights from just a few favorites. (See the sidebar on page 16 
for highlights from the General Session: What We Love Most About 
Our Lawyers—A Client Panel.)

One particularly well-attended session was Transitioning from a 
Marketing to a Business Development Mindset, presented by José 
Cunningham, CMO at Crowell & Moring, and Anne Malloy Tucker, 
CMO at Goodwin Procter. Characterizing this key transition in law 
fi rms as a “high-stakes convergence,” the presenters defi ned busi-
ness development and the formal processes needed to ensure suc-
cess, discussed business development planning and tactics, and 
explained how to achieve internal buy-in for these efforts. They con-
cluded with a list of 10 key things to focus on “if you do nothing 
else”:

1. Understand your key partners’ top 5 clients.
2. Know your fi rm’s top 100 clients and prospects.
3. Be an agent for cross-selling; start with “low-hanging 

fruit.”
4. Focus on initiatives that get your lawyers in front of their 

clients.
5. Identify and nurture those lawyers with untapped poten-

tial.
6. Involve yourself in lateral integration efforts.
7. Make it strategic; if there is no plan, create one.
8. Micro to macro, not macro to micro; shift dollars and re-

sources to higher priorities.
9. Persuade with facts and stats.
10. Measure your programs and communicate the results.

Another timely session focusing on business development was Tac-
tical Approaches for Developing Key Marketing Initiatives That 
Align with the Firm’s Overall Objectives, presented by Nathaniel 
Ford, Partner at Foegre & Benson, and Silvia Coulter of Hildebrandt.
Taryn Elliot found this advice from the presenters particularly valu-
able: 
Listen to your clients when developing a business development plan. 
Client surveys enable you to learn your strengths and are important 
in business development planning. It is easier to justify supporting or 
not supporting certain initiatives if you can track the success of your 
past participation. Business development training for a small group 
of “stars” is investing in the future of the fi rm. Once others see their 
colleagues’ successes, their competitive nature will drive them to 
participate in future business development programs. 

Not surprisingly, the sessions on Social Media were quite popular. 
One panel, discussing Leveraging Social Networking, consisted of 
moderator Darryl Cross of LexisNexis, John Byrne of Drinker Biddle 
& Reath, and John Buchanan of Howard Rice. After opening remarks 
underscoring evidence that social media is a trend that is here to 
stay, the panel began a lively discussion of why and how lawyers 
should use the various tools and platforms. One key point was that 
marketers cannot act as a proxy for other people’s relationships; the 
lawyers have to do this themselves. 

That said, law fi rms are looking to their marketers to help them un-
derstand social media tools and how best to use them. This requires 

knowledgeable staff who can implement both the strategic and tech-
nical aspects of social media. Marketers who understand both will 
prove to be quite valuable to their fi rms. 

Another observation made was that it’s fi ne if law fi rms start out 
by watching and listening to others to familiarize themselves with 
social media tools before jumping in. But it’s important not to take 
a passive stance for too long, but rather begin to engage with those 
clients and other contacts with whom they want to connect. Just as 
with other business development efforts, the more you put into it, 
the more you’ll get out of it.

One of Rich Marsolais’s favorite sessions was The Rising Role of the 
Law Firm Business Manager, presented by Felice Wagner, Andrea 
Christman, and Sheri Palomaki, all from Sutherland, Asbill & Bren-
nan. They explained how the fi rm embedded business development 
people within practice groups and how they work with the practice 
group leader and the other attorneys in the group in managing the 
practice as a business. They help to coordinate all business develop-
ment needs, manage workfl ow and attorney utilization, coordinate 
RFP responses, and handle pursuits.  Rich found it interesting how 
this type of structure made the business development staff  intrinsi-
cally valuable to the practices they serve.

Creating and Implementing a Sales and Business Development 
Culture in Your Firm was another session that drew a big crowd. 
Moderated by Patrick Fuller of Hubbard One, the presenters includ-
ed Steven Bell of Womble Carlyle, Tim Corcoran of Altman Weil, 
Melanie Green of Baker & Daniels, and Rob Randolph of Bryan 
Cave.  Some of the takeaways I found of value include these:

• Lawyers need to understand that business development is about 
building a relationship of trust. Most clients already know your 
capabilities or they wouldn’t consider hiring you.

• Key attributes clients look for in hiring fi rms include a focus 
on the client, value for the money, a willingness to help, and a 
keen understanding of the client’s business. Once again, rela-
tionships matter.

• Lawyers should ask their clients directly, “What is the budget 
change from last year to this year?” Find out what budget cuts 
their company has made and how the lawyer can help.

• Lawyers must go beyond socializing in conversations with cli-
ents; ask about their challenges and identify what problems you 
can help them resolve.

• To earn and maintain client loyalty, a law fi rm must expand 
from a one-on-one relationship with a key client to a many-to-
many relationship. Help relationship partners understand how 
cross-selling translates to new acquisitions.

• To help lawyers get past fear of the “sales process,” help them 
realize that “to close” the deal simply means you’re able to get 
confi rmation that you and your fi rm can offer what the client 
needs.

• The legal market most likely won’t go back to the way it used 
to be; new business will more often result from a fi rm taking it 
from other fi rms. Clients have always been in charge, but didn’t 
always know it. Now they know it.

Megan McKeon pointed out that some of the best takeaways she 
gleaned from the conference were not related only to legal mar-
keting, but also to career—and life—management. During the pre-
sentation on Enhancing Your Leadership Role within Your Firm—
Establishing and Gaining Credibility, presented by Linda Williams 
of Finnegan and Mary Kimber of Patton Boggs, Megan walked away 
with these helpful tips:

• Raise your profi le by becoming a mentor—within your fi rm or 
within LMA.

Continued on page 14
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• Develop your own coalition of fans—act like you’re running for 
offi ce;  make sure you know who supports you, and why.

• Understand how your fi rm (or a law fi rm in general) works; if 
you don’t know, ask.

•  Know what you know, and admit what you don’t—and then 
fi nd out. Communicate with enthusiasm, integrity, and convic-
tion.

• Most importantly, your colleagues (at your fi rm and in LMA) 
want you to succeed. Let them help you. 

But Wait, There’s More!
My report would not be complete without a mention of the won-
derful networking opportunities presented outside the sessions; in 
other words, some of the fun stuff! The opening reception, break-
fasts, refreshment breaks, and Friday’s lunch were all held in the 
Exhibit Hall, making it easy to network with colleagues as well as 
chat with exhibitors and sponsors. A wide range of companies and 
organizations were represented, some familiar and some new, and 
the scheduling allowed ample opportunities to visit all the booths at 
a leisurely pace. 

The winners of the 2010 Your Honor Awards were announced in 
three parts during the conference rather than all at once, and all the 

entries chosen as fi nalists were on display in the Exhibit Hall. You 
can see photos and read all about the winning entries here.

The 2010 Hall of Fame Awards, given to individuals who have made 
extraordinary contributions to the legal marketing industry, were 
announced during Thursday’s lunch. Honored this year were Silvia 
Coulter, currently with Hildebrandt; Jim Durham, Chief Marketing 
and Business Development Offi cer at McGuireWoods; and  Kevin 
McMurdo, CMO at Perkins Coie. 

Naturally, attendees took advantage of Denver’s abundance of in-
novative eateries, laid-back brewpubs, and lively hot spots during 
after-hours gatherings. LMA and sponsor Inherent hosted a casual, 
fun night out at the Wyncoop Brewing Company, where members 
enjoyed a variety of tasty food and beverages while kicking back 
with friends both old and new. Later that night, attendees poured 
into the Peaks Lounge at the Hyatt, where Akina sponsored the LMA 
Night Cap, featuring yet more tasty beverages, great conversation, 
and spectacular views of Denver at night.

No doubt about it; the overall mood at this year’s conference was 
one of renewed energy as participants focused on positive ways to 
move forward in this still-evolving brave new world we work in. 

Beverly A. Loder is a marketing and publishing services con-
sultant and Editor of In the Loop. She can be contacted at 
beverly.loder@sbcglobal.net 
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Hiring New Talent? 
Or Need a New 
Job Yourself?

 
We can help! The  LMA Midwest Web 
site features a Career Resources section 
to help you fi ll—or fi nd—positions for 

legal marketing professionals.

Visit www.legalmarketing.org/midwest 
today to post—or peruse—job openings!

HEINIGER
DESIGN INC.

Compelling creative —
On point and on budget.  

Identity. 
Print. 
Web/Interactive.

Heiniger Design offers a full spectrum of creative 
services and delivers impressive, infl uential 
marketing collateral — designed to work within 
your budget. Our pencils are sharpened. 

Let’s get started.

219.838.0243
www.HeinigerDesign.com
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In-House Counsel Reveal Attributes of Favored Law Firms
Beverly A. Loder

Savvy legal marketers are always eager to hear directly from in-house 
counsel willing to speak frankly about their experiences working 
with law fi rms, and LMA Annual Conference attendees had that 
opportunity during this year’s General Session, What We Love Most 
About Our Lawyers. Moderated by Michael Rynowecer, President 
and Founder of the BTI Consulting Group, this client panel featured 
Julie DeCecco, Associate General Counsel and Director of Litigation 
at Sun Microsystems, Inc.; Carmel Gill, Corporate Counsel, Legal 
Department, at Level 3 Communications; Eric Hilty, Senior Vice 
President and Assistant General Counsel at Apartment Investment 
and Management Company (AIMCO); and Jeffrey Reeser, Vice 
President and Secretary of Newmont Mining Corporation. 

The panel kicked off the discussion by explaining that they all work 
with numerous law fi rms around the globe; General Counsel may 
personally interact with 10 to 20 law fi rms on any given day. But 
not all of these fi rms rise to the level of “preferred” fi rms; in fact, the 
majority don’t. The key difference is that the best fi rms differentiate 
themselves through extraordinary service that grows along with the 
relationship.

In-house counsel want active, partner-level engagement—a 
collaborative approach and constant communication. They are 
looking for attorneys who have the time and expertise to handle 
the matter, who are responsive, who show foresight, and who have 
a deep understanding of their client’s business. How an attorney 
will appear in front of a judge and the senior management at their 
company is also important. And they want to work with attorneys 
they like.   

In-house counsel also appreciate upfront discussion of expectations, 
workfl ow, and who will do what. The best attorneys will anticipate 
their client’s needs and will recognize—and deal with—issues 
before they become urgent. They will know when to step up and 
when to involve the client.

The panel then turned the discussion to fi nancial concerns. Firms 
should not be “tone-deaf” to the economy and how the client is 
faring and shouldn’t increase rates when the client is struggling. 
Threshold discounts are good—after a client spends X dollars, they 
are given X discount. Panelists admitted to being skeptical about 
alternative fee arrangements at fi rst, but after working with them for 
a time they are seeing more value and are feeling more comfortable. 
They’ve found alternative billing doesn’t work as well with short-
term engagements, but is better implemented when working with 
fi rms that the client knows well and trusts. The panel agreed that 
it’s always a good idea for fi rms to propose alternative fees from the 
start, demonstrating willingness to offer options and added value 
up front.  

When in-house counsel are deciding whether or not to hire a fi rm 
they haven’t used before, they will ask for referrals from other 
attorneys and also check the fi rm’s Web site. The attorney bios are 
important and should include all areas of expertise. One panelist 
noted there’s nothing worse than a “cheesy bio” with overly clever 
language. If the Web site is thorough, there’s no need for the fi rm 
to supply “marketing slicks” with the same content. They’d rather 
receive more information on how their specifi c matter will be 
handled.

When it comes to formal RFPs, the  panelists recommend that fi rms 
customize them as much as possible. They fi nd many fi rms are 
robotic in their responses and often don’t do the right research. In-
house counsel don’t want big books of bios and profi les, but want 
careful analysis of how the legal team would approach the case. 
Firms should include a budget, and should be specifi c when offering 
alternative fee arrangements. 

As for additional ways lawyers can make their clients love them, the 
panel offered these ideas:
Be proactive; do something without being asked. Help with 
something for no charge. Put me in touch with other resources; for 
instance, invite me to a conference with you or introduce me to in-
house counsel at other companies. Show genuine interest in what 
else is going on at my company. Slow down and take the time to 
talk with me about my business beyond the scope of the matter you 
are handling.

Finally, the moderator asked the panel, “If you could give law fi rms 
one piece of advice, what would it be?” Here are their responses:

Develop long-term relationships at the partner level and come • 
to the table with creative fee approaches.

Envision what the client company is facing, think it through, • 
and fi gure out how to meet their needs.

Get out and meet up with clients without the intention of making • 
a marketing pitch. For instance, participate in an organization 
or activity in which clients are also involved.

Ensure that partners are thoroughly reviewing all work product • 
and bills no matter how tight the deadlines may be.

Thanks to Christy Baas of Miller Canfi eld,  Taryn A. Elliott of 
Kightlinger & Gray, and  Rich Marsolais of Honigman for their 
contributions to this recap.
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Following the theme of Recover, Refocus, Reunite, much discussion 
at the LMA Annual Conference focused on how law fi rms reacted to 
the changes and challenges of 2009. I thought it would be interesting 
to ask a few of LMA Midwest’s consultant members attending the 
conference to offer their personal refl ections on the past year and 
how their own businesses have been impacted.  

Specifi cally, I asked them, “What was the one event or development 
that happened last year in the legal industry that surprised you the 
most? What, if anything, are you doing differently this year as a 
result?” 

Donna Shaft, Marketing Counsel/Partner at Mason 
& Perry Marketing for Lawyers LP, responded, “The 
development that surprised—and pleased—me the 
most in 2009 was the number of fi rms that had the 
courage and insight to make the needed changes 
to stay competitive in this brand new marketplace. 
Not just organizational change, but giving fresh 
consideration to how clients of all sizes want legal 

services provided. A breath of fresh air! Being able to support creative 
marketing and management counsel with evidence of these bright 
and strategic responses to the new marketplace is invaluable to me 
in proposing new models of internal organization, service delivery, 
and communications.  Externally imposed change is a powerful ally 
in moving fi rms to greater effi ciency and value-added service. Now 
is a great time to be in marketing!”

Deborah McMurray, CEO/Strategy Architect at 
Content Pilot LLC, told me, “I was most surprised last 
year at how marketing budgets were frozen, at best, 
and persistently chiseled away week after week, at 
worst. And coupled with this, I was saddened by the 
fear and resulting paralysis that consumed marketers 
in law fi rms. That wasn’t surprising, perhaps, but it 

was sad to witness. We responded by working three times as hard 
and becoming even more fl exible than ever in service delivery and 
pricing. That wasn’t a bad thing, long term. But I also had to actively 
work each day to keep my own spirits high—and to try and boost 
the spirits of my team.  

“Today, we are seeing law fi rm purse strings loosening some and 
more optimism among marketing/BD professionals. Just as law fi rms 
are experiencing with their clients/prospects, there is a fl urry of 
RFPs for Web site, design, and proposal center/experience database 
projects. And, like our law fi rm clients, we aren’t putting our hat into 
the ring for everything. We are evaluating the best opportunities and 
then very creatively pursuing those. We have renewed vigor and are 
excited about the strategic nature of these and other projects.”

Ross Fishman, Chief Exceleration Offi cer at Ross 
Fishman Marketing, shared this: “What surprised me 
was how much better the small and midsized fi rms 
have done compared to the large fi rms. We’re seeing 
signifi cant improvements in the revenue of the 20 to 
100-lawyer fi rms—and this is critical—as long as they 
are well known. Being ‘cheaper’ to hire isn’t enough. 
They have to be viewed as a safe choice, too, so 

branding and reputation-enhancement activities are important.
 

LMA Partner Vendors React to Unexpected 
Industry Developments

Beverly A. Loder
“What are we doing differently this year? Tying everything to revenue. 
It’s all about the money.  We’ve found that all of our 2008 and 2009 
clients have increased revenue, in spite of the recession. Firms that 
are still marketing are making lots of money, and are overtaking their 
competitors. The studies show that this increase should last for at 
least three to fi ve years following the end of the recession. Firms 
don’t care about creativity or innovation now, so we’ve stopped 
talking about that, at least not in isolation. Now we have to show 
that it directly leads to revenue. The good news is that that’s pretty 
easy to do; it’s a powerful message.”  

Igor Ilyinsky, founder of FirmWise and CEO of 
MaverickMaven LLC, told me, 
“As the economy took a dive, it seems that many 
Web design fi rms that service the legal industry began 
cutting staff dramatically, and their customer service 
suffered as a result, leaving fi rms frustrated and 
dissatisfi ed. We took this opportunity to welcome all 

law fi rms to our platform with no charges for moving their Web sites, 
and we’re saving them money to boot.”

Larry Bodine, Business Development Advisor at Larry 
Bodine Marketing and Apollo Business Development,  
responded, “I was surprised at the extent that business 
development conversations have moved online. 
Currently, 1.3 million lawyers have LinkedIn profi les. 
Facebook gets 37.4 trillion page views in a year. Twitter 
transmits 50 million tweets per day. I fi rst went online 

with the LawMarketing Listserv and LawMarketing Portal in 1996, 
and they’re both still highly active 14 years later. But now the variety 
and richness of the online experience for law fi rm marketers is just 
incredible. As a result, every morning, I post a blog entry, answer 
LawMarketing Listserv questions, send out a tweet or two, upload a 
document to JD Supra, check what’s going on at Legal OnRamp, and 
read a host of e-mail newsletters for material for the LawMarketing 
Portal.  There are just so many places to be online in 2010!”

Finally, Nancy Roberts Linder, CFO at Linder Legal 
Staffi ng and principal of Nancy Roberts Linder 
Consulting, told me this: “What surprised me the most 
about 2009 was the resiliency of the community—the 
legal community, that is. While a lot of people were 
affected by the economic meltdown, I witnessed 
compassion for those impacted the most. I found 
that so many people who had been ‘too busy’ before 

would take the time to try to help or encourage someone. That was 
inspirational. I’m not advocating that we have situations like this 
again in the future, but it really brought people back to basics, which 
is helping out someone in need or encouraging someone who is in 
transition.”
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Offi cial photos from the 2010 Annual Conference may be viewed here. 

Dan Johnson of Content Pilot and Rob Randolph

Scott Moore of Fine Arts Engraving

Sonny Cohen and Nancy MyrlandJudith Truman, Andrea Crews, Megan Wilroy

Robert Abramson of ALA

Jennifer Morrison takes notes

Deborah McMurray and 
Keith Wewe of Content Pilot

Christy Baas visits with Catherine Shaw and 
Erin Miller from Best Lawyers

Jennifer Schaller and Lane Schaller of the 
National Law Review

Cy Griffi th and Katherine Miletich
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Rick Klau of Google and Beverly Loder

Burkey Belser and Gayatri Bhalla of 
Greenfi eld Belser

Igor Ilyinsky enjoys the buffet at 
Wyncoop Brewery

Judith Truman, Sydney Iglitzen, Joy Long, 
Connie Proulx

Prize Winner Peter Smith and Inherent Rep 
Debra Kamys

Peter Johnson and Hall of Fame Inductee 
Jim Durham

Greg Dooley and Steve Kiernan of 
Algonquin Studios

Amy Jean and Brooke Loucks




