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President’s Message
Well here we are in the final stretch of
2016. I’m sure that things are beginning
to get a little crazy. My hope for all of
you is that you will have time to enjoy
the holidays with family and friends.

community that care about each other’s
successes. It continues to be a pleasure to
serve the chapter and you.

We are already beginning to organize the
chapter activities for 2017. Efforts are
already under way for the various chapter
meeting and activities that will fill the
calendar. If there is some topic you would
like us to address or you have a speaker
that can add value to our membership,
please let us know. Also, the retreat committee has been working for months on
the upcoming 2017 Virginia Retreat. The
membership brochure should be coming
out in a couple of weeks. I hope you
consider joining us in Williamsburg at
Kingsmill Resort on March 17-18.

To the business partners, I thank you for
your generous contributions and commitment to the chapter. Your partnership
is vital to the continued activities and
education for our membership. The
NOVA chapter could not exist without
your support. I would like to welcome
two new partners joining our chapter:
Royal Cup Coffee (Amy Pluebell –
800.366.5836) for Office Refreshment
Services and Paxton Record Retention
(Jennie Gift – 703.764.3304) for Records
and Information Services. When the
need arises, please check out our chapter
business partner first to find a local and
supporting business partner.

Please remember to mark your calendar for the annual holiday lunch that is
scheduled for Thursday, December 1st at
Maggiano’s in the Tyson’s Galleria beginning at noon. Again, this year we will
be partnering with the Salvation Army
and their annual toy drive. Please bring a
new unwrapped toy with you.

A big shout out to Jennifer Kubal for
keep the wheels of the chapter running
and Megan Pfeifle for taking on the task
of keeping you informed via our chapter
website. Remember you can keep up
with everything ALA NOVA as well as
all the photos and other information that
are available to you at www.alanova.org.

To the members, I would like to thank
all of you for your continued support
of the chapter and myself. While we
are small chapter, I believe that we are a

Enjoy this edition of the newsletter. Happy Holidays to you and your families.
Ben Sotelo
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WHY

REBRAND?

7 Business Indicators that Show It’s Time

By All-State Legal

W

e all know how powerful brands can be. As consumers, when we choose a product or service,
we’re not just looking at price. We often choose to
do business with a company because of the company’s
overall brand promise. The same holds true for your firm.
You’ve built a relationship with your clients and your
brand means something to them. That can be a valuable
competitive advantage, but in certain circumstances, your
brand may be holding you back. If that’s the case, it’s
time to look at strategic rebranding.
Rebranding is more than redesigning your logo or website—it is a total makeover of your firm’s public persona.
Rebranding can be expensive and complicated, but it is
sometimes necessary. So how do you know when it’s
time? While there is no specific rule that applies to all
firms, below are some of key business indicators that can
help you decide if it’s time to consider rebranding.

Your firm name has changed.
During a firm name change, you are already going
to incur the expense of updating materials including online assets, stationery and printed materials, office
signs and more. As such, it is the perfect opportunity
to conduct a brand audit to determine if your new firm
name fits seamlessly and cohesively with your existing
brand. Since many firms include their firm name initials
or the first few names in their firm’s brand, it is more than
likely that a firm name change will cause a complete rebrand. The trend to shorten the firm name—often to one
name—makes it easier to build brand recognition.

1
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Your firm’s brand is old or outdated
versus your competitors.
When people talk about branding, a firm’s logo
is the usually first thing that comes to mind. Branding,
however, goes much deeper. It’s the voice of your website, press releases and social media interactions. It’s
your office décor. It’s the way your employees, from the
receptionist to the partners, interact with clients. It’s
your firm culture. As the first impression of your firm
is formed, your logo is still one of the most important
aspects of your firm’s brand and it’s easy for the aesthetics to become dated. Ten thousand Baby Boomers reach
retirement age every day and Millennials now make up
the largest generation in the U.S. This generational shift
will have an impact on how buyers of legal services will
choose law firms.

2

Add to a dated look, the proliferation of the internet and
social media sites has made it much easier for your potential clients to view and learn about your firm and your
firm’s competitors’ brand and culture without ever stepping foot in an office or speaking with an associate. The
emergence of these channels has resulted in many law
firms reevaluating their brands and initiating rebranding
projects in order to develop new brands that resonate and
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stand out more prominently when they are
conveyed over these new media channels.

base occur, then it may be time to consider
rebranding.

Rebranding affords your firm the opportunity to define who it is today and articulate its
unique value making your firm a fresh new
option for many potential clients.

Rebranding will ensure that your firm is
presenting the right identity to give new
clients an understanding of exactly what
you have to offer.

Your firm has changed
significantly.
Firms usually evolve over time
and often these evolutions require a fresh
branding effort. Whether it is through new
practice areas, new partners, new locations
or even a change in your business model,
any major change in your firm’s operations
may require you to evaluate whether your
current brand is accurately representing
your firm’s services and philosophy.

3

Every part of
your firm’s
brand, from
your color
scheme to your
messaging
should be
consistent with
your firm’s
culture and
identity.

If your general practice firm acquires an IP
boutique firm, will your brand attract new
clients to this practice? What if your Chicago firm opens
a new office in Houston? Will your brand convey the
same message to both locations? As your firm grows and
changes, your brand may need to be refreshed to keep
one, cohesive image.
Your brand isn’t compatible with your
firm’s identity.
Your brand should convey your firm’s identity and
give clients an idea of what to expect when they interact
with you. If you have a very inviting, modern persona
online, but all of your printed materials are traditional
and serious, you will confuse your potential clients.

4

Every part of your firm’s brand, from your color scheme
to your messaging should be consistent with your firm’s
culture and identity. Is your firm’s logo difficult to understand? Does it convey your firm’s message and identity?
If it doesn’t, it might be time to rebrand to ensure consistency and clearly define who you are from from the first
interaction.
You want to appeal to a new client base.
When entering new markets, your firm needs to
assess whether or not your current brand will reach
the correct audience and stand out competitively. Perhaps your firm is now targeting clients in a new region
or country. Maybe your firm’s clients were typically
individuals, but now the firm is trying to attract corporate clients. If such changes in your firm’s target client

5
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Customers have developed
a negative association with
your brand.
Typically, a long-standing brand is a positive because of increased name recognition
over time, but if your firm has been associated with a negative incident, it may prove
too hard to overcome. The most obvious
example is a when a firm experiences a
major PR problem or controversy, though
sometimes smaller missteps can lead clients
to view your firm in a negative way. This
can trigger a rebrand.

6

Changing your firm name or at least the look and feel of
your brand (e.g. your logo) can reduce the association
and allow the negative event to fade.
Your revenue growth has diminished.
If your firm has experienced stagnant growth
or decreased profits over 24–48 months, a new
brand can breathe new life into your business. With the
right buzz surrounding it, a successful rebranding initiative should help generate new leads.

7

If your firm has experienced any of the above, it’s time
to take a closer look at your firm brand to determine if
it is an asset or a liability. If your firm isn’t prepared for
a total rebrand, consider tweaking your brand as part of
your daily operations to gradually reposition your firm in
the market. n
Founded in 1946 and headquartered in Cranford, New Jersey, ALL-STATE LEGAL is the legal industry’s most trusted
rebranding specialty printer. The company has been involved
in over 20 major rebrands over the past year, has a national
footprint (with manufacturing and distribution centers located
in and around all the major U.S. legal markets), a best-in-class
online ordering platform, and an experienced and knowledgeable client service team—all focused on providing the highest
quality products and services to law firms of all sizes, from solo
practitioners to the largest global firms. Over 94% of clients
surveyed say they would recommend us to a colleague or friend.
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THE UGLY
PASSWORD

METHOD
By Philip Sultan of Watt, Tieder,
Hoffar & Fitzgerald
Pick something
abstract and
uncommon, but
extremely familiar to you.
Then create a hint.

1

Here’s how I
build ugly, and
relatively secure,
passwords

3

EXAMPLES:
n

n

n

I grew up on Starkington Drive.
(Hint: Kid Street)
My father’s first car was a Gremlin. (Hint: Dad’s Car)
I loved the drink Tang as a kid.
(Hint: Fav Drink)

Note: Many websites require both upperand lowercase letters in passwords.

Look at the website you
are visiting, and pick
the first few letters.

n

n

n

www.gmail.com — gma (Hint:
Web3) or gm (Hint: Web2)
www.live.com — liv (Hint: Web3) or
l (Hint: Web1)
www.toshiba.com — to (Hint: Web2)

4

Pick a special
character. (!“#$%&‘()
*+,-./:;<=>?@[\]^_`{|}~)

EXAMPLES:

EXAMPLES:

Note: Many websites require a special
character because they increase the password’s level of security.

n

n

n

My football numbers in high
school (23) and college (65). 2365
(Hint: High&Coll Football)
My phone number when I was a
kid was 555-123-6789. 6789 (Hint:
Kid Phone)
The year I was born is 1978. That
backward is 8791. (Hint: Born
Back)
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For the site gmail.com: Kid Street,
Kid Phone, Web2, Web3, In the
Sky

EXAMPLES:

Pick a number that
is extremely familiar
to you, but nothing
obvious, and then create a
hint.

2

n

n
n
n

! (Hint: Wow)
% (Hint: Part)
* (Hint: In the Sky)

5

n

Create a password hint.
EXAMPLES:

n For the site toshiba.com:
Dad’s Car, High&Coll Football,
Web3, Wow
For the site live.com: Born-Back,
Fav Drink, Web1, Web3, Part

Could you decode the hints?
n Gremlin2365tos!
n 8791Tanglliv%
n Starkington6789gmgma*
Save your hints in a
safe spot!
Password managers are another viable option to store/remember
and easily retrieve your passwords.
My preference is the ugly password
methodology because the password is
only exposed when I’m logging into a
specific website. However, as we have
learned from recent security breaches,
you can never be 100 percent secure. n

6

This article originally appeared in ILTA’s
Winter 2015 Peer to Peer magazine titled
“Security, Up High and Down Low”
and is reprinted here with permission.
For more info about ILTA, visit
www.iltanet.org.
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CHOOSING

A NEW 401(K)

PLAN PROVIDER?
TAKE IT TO THE BANK
The right partner can help shoulder your fiduciary
responsibility – and mitigate risk

R

etirement plan fiduciary risk. It’s a topic that has generated no shortage of discussion, debate and concern
on the part of plan sponsors. Each newly-issued U.S.
Department of Labor (DOL) pronouncement seems
to ignite a firestorm, as sponsors grapple with the ever-changing scope of their fiduciary duties. There’s no
avoiding the fact that as a plan fiduciary, you expose
yourself to risk—at times substantial risk. It can feel
as though you’re precariously perched on a high wire,
balancing the often conflicting goals of managing a compliant, cost-effective plan while having it be an attractive
benefit to your employees.
Your far-reaching fiduciary duty
As a plan fiduciary, you’re compelled to maintain undivided loyalty to plan participants. This includes avoiding
all potential conflicts of interest, securing the best value
for plan services and investments, and ensuring that plan
assets are used solely to provide participant benefits and
defray reasonable and customary costs of administering
the plan. In the various roles that plan sponsors fulfill in
operating a retirement plan, you personally carry potential liability for any breach of fiduciary duty.
Yet under ERISA Section 404(a)(1), the scope of fiduciary duties continues to broaden. Simply monitoring
and managing fees and providing adequate investment
oversight is no longer sufficient. Today, fiduciary duties
encompass responsibility for avoidance of a host of other
deficiencies, such as failing to employ sufficient rigor
in searching for missing participants in order to distribute their benefits. Compared to a decade ago, the cost,
complexity and time commitment required to maintain
a compliant plan has become exponentially higher, and
NOVA NEWSLETTER

the potential liability for any mistakes or omissions has
become far greater.
A century of unparalleled trust oversight
and governance
At its core, a retirement plan is fundamentally a trust
arrangement – a pool of assets held for the benefit of a
defined group of people. The handling and safeguarding
of those assets, from the time a dollar comes in the door
to when it goes out, is governed by a strict set of rules
intended to achieve certain goals. It’s the type of fiduciary structure that has been an essential banking service for
more than a century.
Banks have always been the go-to experts for these complex trust arrangements. It’s practically in their DNA to
know how to establish and oversee trust vehicles. This
isn’t to suggest that large investment firms and insurance
companies aren’t competent and capable providers. But
in a banking environment, the degree of attentiveness
and fiduciary oversight given to a retirement plan is
unprecedented, with an army of people who focus on
nothing else but optimizing policies and procedures and
evaluating risk—all for the
benefit of the plan participants. It’s a depth of infrastructure that other organizations simply can’t offer. And even
all of this great work remains subject to even an additional layer of oversight – the federal government banking
regulators.
The increasing focus on transparency and fee disclosure
is forcing providers to expand policies and procedures to
meet these demands. For the most part, however, banks
FALL 2016 | 7

have been doing this for years, as they
have always been required to be transparent as to exactly how they are getting
paid. New fee disclosure requirements can
present a challenge for other providers, but
they are merely business as usual for bank
plan providers.
Rigorous policies and
procedures
It’s an immutable fact that no other type
of financial organization is subject to the
extent of auditing (both internal and external) as a bank. Not only do banks answer
to a myriad of regulatory agencies, they
also are closely monitored by the Federal
Reserve Bank. In fact, at larger regional
and national banks like SunTrust, the Federal Reserve maintains a constant presence
with a full-time on-site auditor whose sole
function is to scrutinize the bank’s policies
and procedures – the same policies and
procedures that are used to manage retirement plans on behalf of our clients.

It’s not just that
banks can provide
multiple levels
of service, it’s
that they’ve built
a deep bench of
expertise and
specialization
in all critical
roles associated
with plan
implementation,
administration and
governance.

And under the regulatory requirements laid out by the
Federal Reserve, any third-parties who are engaged by
a bank to provide plan services must be subject to the
same rigorous oversight and regulatory review as if those
services were provided internally.
Other retirement plan providers have nowhere near the
level of accountability that banks do. We simply don’t
have the luxury of our policies and procedures not being
pristine.

While the DOL court cases that garner
press coverage tend to center around investment improprieties, the vast majority
of DOL actions are brought because of
failure to adhere to written policies and
procedures. Procedural issues such as not
getting contributions deposited in a timely
fashion, not following the specifics of the
plan document, or filing irregularities are
where many plans get tripped up. And
that’s precisely the realm of procedural
excellence where banks tend to shine.

The client acceptance process at a large
bank is far more rigorous than at virtually
any other plan provider organization. At
SunTrust, we like to say that if a client
makes it through our acceptance process, it’s a better plan the next day. We
find missing documents, identify issues
within the plan document, and pinpoint
processes and procedures that should be
taking place but aren’t. When we step in
as a fiduciary, because of our regulatory
oversight and nature of our business, we look very closely
to make sure that every “t” is crossed and “i” is dotted –
far beyond the rigor of other providers.
Flexibility to fit your fiduciary needs
As the DOL continues to broaden the scope of individuals and organizations who fall under their definition of
fiduciaries or potential fiduciaries, many organizations
have suddenly begun to hold themselves out as ERISA
Section 3(21) or 3(38) fiduciaries, not based upon any
enhancement to their service offering, but rather as a
reluctant acknowledgement of their role should a class

RETIREMENT PLAN FIDUCIARIES MUST:
n

n

n

Act prudently with respect to plan assets (diversified appropriately to minimize risk, with a mix of
investments with different risk and return characteristics)
Demonstrate loyalty to participants and beneficiaries, advise them of any pending plan changes, and
never mislead them
Act in accordance with all plan documents (including the Summary Plan Description, policies and any
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n
n

n

contracts/ agreements entered into on behalf of the
plan) unless they are inconsistent with ERISA
Pay only reasonable plan administrative expenses
Comply with employer securities and real property
rules
Avoid all prohibited transactions (e.g., self-dealing, conflicts of interest, third-party “kickback”
payments, or any party-in-interest prohibited sales,
loans, transfers or leases of plan assets)
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action lawsuit over investment choices ever be brought by
plan participants.
It seems as if overnight, a whole cottage industry of fiduciary partners has sprung up. Some are large and reputable organizations, but many more are small 2-10 person
boutique firms. The important questions plan sponsors
need to ask themselves, however, is what kind of financial backing does the organization really have? Who do
they want sitting beside them as a co-fiduciary if a tough
issue comes up?
Banks are uniquely qualified to operate on any of the
various fiduciary levels. Sometimes, we’re engaged in a
directed trustee role where we also serve as a non-fiduciary agent (providing plan sponsors and plan advisors with
recordkeeping and investment information only). Often,
we provide plan services as a 3(21) fiduciary where we
take on a fiduciary obligation in presenting investment
options and making a recommendation, while the plan
sponsor makes the final decision. We also can offer full
discretionary trustee services within our recordkeeping
unit, which represents a combination of discretionary
and 3(38) fiduciary duties.
And for plan sponsors looking to hire an outside fiduciary, larger banks like SunTrust offer fully-bundled 401(k)
recordkeeping services combined with whatever level of
fiduciary services the sponsor desires. More importantly,
though, it’s not just that banks can provide multiple levels
of service, it’s that they’ve built a deep bench of expertise
and specialization in all critical roles associated with plan
implementation, administration and governance.
Investment independence
Some banks, such as SunTrust, do not impose proprietary
fund restrictions within their 401(k) business. That allows them to go out and secure the absolute best-of-breed
investment products without any conflicts of interest. It’s
an untainted impartiality that has helped banks become
exceedingly adept at evaluating best-of-breed investment
management talent and monitoring the performance of
those managers to ensure that they continue to excel. And
it’s a level of independence that you don’t find with insurance companies and investment firms who have proprietary products that could pose conflicts of interest.
As witnessed in the high-profile ongoing case of Tussey
vs. ABB, an over-reliance on proprietary funds can quickly become a fiduciary slippery slope, raising questions
and inviting scrutiny even when the plan sponsor’s intentions are purely in the best interest of their participants.
NOVA NEWSLETTER

5 ESSENTIAL FIDUCIARY
BEST PRACTICES

1|

Audit the plan and evaluate plan design. It’s
a prudent fiduciary practice to periodically
conduct plan audits to assess and correct deficiencies or simply to validate that the plan is being
administered according to plan documents. Review
your plan design and evaluate it against its primary
goal of income replacement at retirement.

2|

Review the IPS. The investment policy
statement provides an established framework for allocating plan assets, and selecting and
monitoring investment managers and investment
options consistent with ERISA and the objectives
of the plan. Make sure the IPS identifies and
defines the duties of key players, details the process
for selecting diversified investment options prudently and designates the procedures for adding
and removing funds when performance fails to
meet established benchmarks.
Monitor and evaluate fund performance.
Monitor and evaluate the performance of
plan investment options as they relate to the funding objectives of the plan in accordance with the
IPS, assessing diversification, liquidity and projected investment return.

3|

4|

Document processes and maintain records. Carefully document the entire plan
governance process including maintaining minutes
of plan committee meetings, payment of liabilities, reviews of contracts and service agreements,
compliance reviews, and plan audits. Records of
all actions and decisions should be maintained for
a minimum of six years.

Communicate frequently to participants.
|
5 Review the plan’s communication program

to ensure it’s providing all the required participant
disclosures. Audit plan communications for both
compliance AND effectiveness. Is the communication truly helping employees make better-informed
decisions and save for retirement? Employee Benefit Solutions
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And more recently, the Supreme Court’s decision in the
case of Tibble v. Edison International sent a clear message to plan sponsors about their liability for not only new
funds they add to their menus, but also their duty to monitor those they may have chosen long ago and thought to be
outside of the six year statute of limitations for ERISA.
Improve your plan. Improve participant
outcomes.
A carefully-crafted retirement plan managed by objective
fiduciaries will help to improve participant outcomes,
while also simultaneously serving to mitigate your organization’s fiduciary risk. And working with a trusted bank
can bring a renewed energy and confidence to your plan.
So if you’re looking at new retirement plan providers, be
sure to consider a bank. We’re the only organization that
lives under such an intense culture of compliance. n
SunTrust has more than a half century of experience helping
companies with their retirement plan needs. We understand
how important your retirement plan is to your company. It
helps employees build a foundation for their futures, and also
gives you a competitive advantage to help you recruit and retain
the best talent. Our team of specialists partner with you to

define your plan goals and work with you to implement services
and solutions to meet those goals. Our expertise in fiduciary
support, plan administration and employee education helps
streamline plan operations enabling clients to focus more time
on their business.
SunTrust is committed to Lighting the Way to Financial
Well-Being for our clients. It is our purpose as an organization,
and we do it by putting our clients’ interests first. We have
a strong local presence with more than 1,445 retail branches
and 2,178 ATMs throughout the Southeast and Mid-Atlantic
regions. If you have questions about the information in this
document, or to learn more about our retirement plan solutions,
talk to one of our specialists at 866.786.4015.
The information and material presented in this commentary are
for general information only and do not specifically address individual investment objectives, financial situations or the particular
needs of any specific person who may receive this commentary.
Investing in any security or investment strategies discussed herein
may not be suitable for you, and you may want to consult a
financial advisor. Nothing in this material constitutes individual investment, legal or tax advice. Investments involve risk and
an investor may incur either profits or losses. Past performance
should not be taken as an indication or guarantee of future
performance. SunTrust Bank and its affiliates and the directors,
officers, employees and agents of SunTrust Bank and its affiliates
(collectively, “SunTrust”) are not permitted to give legal or tax
advice. Clients of SunTrust should consult with their legal and
tax advisors prior to entering into any financial transaction.
These materials are educational in nature. The implications
and risks of a transaction may be different from client to client
based upon each client’s unique financial circumstances and risk
tolerances.

Our dedicated team offers customized
solutions to help you grow your firm.

Securities and Insurance Products and Services: • Are not FDIC
or any other Government Agency Insured • Are not Bank Guaranteed • May Lose Value
Banking and trust products and services, including investment
management products and services, are provided by SunTrust
Bank and its affiliates. Securities, insurance (including annuities), and investment advisory products and services are offered
by SunTrust Investment Services, Inc., an SEC registered
investment adviser and brokerdealer, member FINRA, SIPC,
and a licensed insurance agency.

suntrust.com/law
SunTrust Bank, Member FDIC. © 2014 SunTrust Banks, Inc. SunTrust is a federally registered service mark of
SunTrust Banks, Inc. How can we help you shine? is a service mark of SunTrust Banks, Inc.
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©2015 SunTrust Banks, Inc. SunTrust is a federally registered
trademark of SunTrust Banks, Inc. DGD225103-15
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HEALTHY
CHOCOLATE
BAR RECIPE

2 cups of mixed nuts, seeds and dried fruits
½ cup of coconut oil
½ cup of cacao powder
1 tablespoon raw honey (or agave)
Mix all the ingredients together, flatten inside a slice
pan and refrigerate a minimum of 4 hours. Cut into
squares. Store in refrigerator.

www.fitactivetoned.com

Together Towards Tomorrow

March 17-18, 2017
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2016 Northern Virginia ALA Business Partners
SILVER SPONSOR
SunTrust Bank
SunTrust Investment Services, Inc.
Mail Code: VA ACW-5102
8330 Boone Boulevard, 8th Floor
Vienna, VA 22182
Contact: Marilyn Daniel (Marilyn.Daniel@suntrust.com)
Phone: 703-442-1501
Web: http://www.suntrust.com
Industry: Banking

BRONZE SPONSORS

Planet Depos
405 East Gude Drive, Suite 209
Rockville, MD 20850
Contact: JJ Rochefort (jj.rochefort@planetdepos.com)
Phone: 888-433-3767
703-307-7372
Web: http://www.planetdepos.com
Industry: Court Reporting/Videography/Video Conferencing

Legal E-Employment Partners
1577 Spring Hill Road, Suite 270
Vienna, VA 22182
Contact: Jeanette Derby, President
Amber Goettlich, Administrative Coordinator
(jderby@mylegale.com)
(amber@mylegale.com)
Web: www.mylegale.com
Phone: 202-316-1500
Industry: Legal Staffing

Sensei Enterprises, Inc.
3975 University Drive, Suite 225
Fairfax, VA 22030
Contact: Sharon Nelson (snelson@senseient.com)
Phone: 703-359-0700
Web: www.senseient.com
Industry: IT Support for Law Firms

Jamison Insurance Group
888 17th Street, N.W., Suite 212
Washington, DC 20006
Contact: Dennis M. Duff (dduff@jamisongroup.com)
Phone: 202-775-0077
Web: www.jamisongroup.com
Industry: Insurance

EBC Carpet Services, Inc
4385 Nicole Drive
Lanham, MD 20706
Contact: Elizabeth West (elizabethn@ebcusa.com)
Web: www.ebcusa.com
Phone: 301-252-5273
Industry: Specialized Flooring & Textile Cleaning

Interstate Moving Relocation Logistics
5801 Rolling Road
Springfield, VA 22152\
Contact: Mark Moore (mark.moore@invan.com)
Phone: 703-400-9602
Web: www.moveinterstate.com
Industry: Commercial Relocation
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2016 Northern Virginia ALA Business Partners

Royal Cup Coffee
845 F Hampton Park Blvd.
Capital Height, MD 20743
Contact: Amy Pluebell (amypluebell@royalcupcoffee.com)
Phone: 202-510-6131
Web: www.royalcupcoffee.com
Industry: Office Refreshment Services

Davis, Carter, Scott Ltd.
1676 International Drive, #500
McLean, VA 22102
Contact: Marcia Calhoun (mcalhoun@dcsdesign.com)
Phone: 703-556-9275
Web: www.dcsdesign.com
Industry: Interior Architecture

FRIENDSHIP SPONSORS

Total Document Solutions, Inc.
19440 Golf Vista Plaza, Suite 220
Leesburg, VA 20176
Contact: Jennifer J. Graham (grahamj@totaldocuments.com)
Phone: 703-771-6307 X302
Web: www.totaldocuments.com
Industry: Records Management

ACCESS Information Management
9101 Owens Drive
Manassas Park, VA 20111
Contact: Steven Woodward (swoodward@accesscorp.com)
Phone: 703-368-8180
Web: www.informationprotected.com
Industry: Records and Information Management
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Elite Document Solutions
10301 Democracy Lane, Suite 120
Fairfax, VA 22030
Contact: Keith Burke (Keith@elitedocsllc.com)
Web: www.elitedocsllc.com
Phone: 703-273-1334
Industry: Litigation Support

Paxton Record Retention, Inc
5280 Port Royal Road
Springfield, VA 22151
Contact: Jennie Gift (jennie@paxton.com)
Web: www.paxton.com
Phone: 703-764-3304
Industry: Records and Information Services
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