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Well, summer is finally here. It's the start of a new season.

For me it's a time to sit back and reflect on what | have done
over the past year and to start planning for the next year. As |
start my role as President of the Hampton Roads Chapter, | am
reminded that it all begins and ends with LEADERSHIP.

“LEADERSHIP IS ALL

As members of ALA, we all have the
opportunity to be leaders of this
organization. We serve on commit-

ABOUT THE PEOPLE YOU

tees and boards; we mentor and give
advice to other administrators. We

ARE LEADING WHEREAS

volunteer our time to community

MANAGEMENT TENDS TO BE

service, and we empower our mem-
bers to lead the business of law by

ALL ABOUT THE ONE DOING

providing professional development,

THE MANAGING AND THE

collaborative peer communities, and
business partner connections. By

TASKS OR STEPS.”

contrast, in our roles as legal admin-

- Monica Wooford

istrators, we manage law offices,
people, projects, and things; lots of
things. But we are so much more; our
role within the office is a leadership
role — one of the art of management
and the act of leadership.

The challenge is to creatively merge
the two roles together with imag-
ination and passion. It reminds me
of a passage from leader and au-
thor, Monica Wofford's, Contagious
Leadership: “Leadership is all about
the people you are leading whereas
management tends to be all about
the one doing the managing and the
tasks or steps.”

| first heard Monica speak at the ALA
Regional Conference in Chicago last
year. She really laid out the two roles
for me personally. | knew | liked col-
laborating and mentoring but found
it difficult sometimes to do that as a
manager. Understanding that creativ-
ity and imagination would increase
my ability to manage the people and
all of those things, was so inspiring
that | spent the next week coming
up a notebook full of fun, exciting,

SECOND EDITION

LEARNING THE ART
OF SUCCESSFUL

MONICA L. WOFFORD

and out-of-the-box ideas. | also found
that sharing these ideas created the
contagious leadership she spoke of.
Finally, a winning combination!

| encourage you to collaborate with
your peers and continue to lead your-
self professionally by attending CLI
this July in Louisville, KY. | promise
you, it will inspire you! &

Pamela S. Deming, J.D.

Hampton Roads ALA President
Legal Office Administrator

Virginia Beach City Attorney’s Office
pdeming@vbgov.com
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HAMPTON ROADS
CHAPTER

Welcome our new Chapter
Board 2019-2020

m Pam Deming, President

Rob Sadler, President Elect

Jim Neeley, Vice President
Nicole Naidyhorski, Secretary
JoAnn Kittrell, Treasurer

Kim Pici, Past-President

Upcoming Events:

Silver Sponsors Event with
Members

July 23

6:00 pm

Beachside Social

Social
August 19
5:30 pm
Bravo!

Monthly Luncheon
September 17

12:00 pm

McCormick & Schmick’s

Fall Business Partner
Appreciation Party
October 3

6:00 pm

Location: TBA

Chapter members and business

Partners Luncheon

Members only event

October 22

12:00 pm

Hilton Norfolk The Main

Speaker: Sharon Nelson

Topic: Do you need a Digital Detox? A
One Hour Boot Camp for Lawyers”?
1.0 CLE credit

Monthly Luncheon
November 19

12:00 pm

McCormick & Schmick’s

Holiday Party
Members only event
December 12

6:00 pm
Steinhilber's &
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partners enjoy a sunny day and
good company.

From L to R, Chelsea, Lindsey, Melonie, JoAnn, Tim, Nicole and Pam at the
Hampton Roads Board Networking Event

THIS 1SSUE SPONSORED BY FREEDOM BANK
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Does Curiosity
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Really Kill the Cat?

A FINANCIAL PERSPECTIVE OF
CYBER RISK MANAGEMENT

Shaun Murphy | Freedom Bank

With the internet now middle-aged, it is hard to imagine a
world without it. Between banking applications and online
payroll, our co-dependence on technology in the financial
services industry is now unimaginable, even for me.

After 50 years, the design of the in-
ternet is largely unchanged, making
it a cyber vulnerability issue. It was
never designed to protect against
intrusion. When we use connectivity
to conduct financial transactions we
invite those with criminal intent to
exploit our data.

Unlike a cat with nine lives, a single
instance can leave an organization
susceptible to cybersecurity threats —
extinguishing both your reputation
and your business. To combat cyber
susceptibility, financial institutions
must exhibit intellectual curiosity to
understand changing technology,
working proactively to protect assets
and preserve investor confidence.
However, the sophistication of
attacks are evolving as rapidly as

the defenses. It is vital to admit no
organization is secure, but rather

its vulnerability to attacks are man-
aged to a low level. Attempting to
minimize risk and be prepared for a
potential attack starts with that intel-
lectual curiosity coming from the top
down, beginning with leadership, the
Board, and extends through every
layer of the organization, including
employees, vendors, and even its
customers.

Intellectual curiosity means being
unafraid to question and challenge
traditional security approaches.
Non-technology managers must
demonstrate the intellectual curi-
osity to understand the technolo-

gy platform and participate in its
assessment. Said differently, the Chief

THIS 1SSUE SPONSORED BY FREEDOM BANK
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Technology Officer, Chief Information
Officer, or Chief Information Security
Officer cannot and should not be
expected to perform this function in
isolation. Question the norm.

No one has a perfect risk manage-
ment system for dealing with cyber-
security attacks. As mentioned earlier,
optimization is achieved through
minimizing vulnerability to attack
and not underestimating the “en
emy.” However, in reality resources
are limited regardless of the orga-
nization’s size and choices must be
made to best protect your assets. If
we do not listen to fellow industry
participants and believe our systems
are "secure enough,” we expose
ourselves to the greatest vulnerabili-
ty — arrogant complacency. We need
to listen, learn, and respond carefully
to our curiosity. No one individual

or firm has the answer. Some of the
answers may surprise us, but they
won't kill us.

Puzzled

ITIS VITAL TO ADMIT NO

ORGANIZATION IS SECURE,

BUT RATHER ITS VULNERABILITY

TO ATTACKS ARE MANAGED

TO A LOW LEVEL.

We have the obligation to ask simple

questions that should result in rea-

sonable and likely technical respons-

es; however, they must be asked.

m What is our level of protection
against a certain event?

B Why are we comfortable with the
decision?

m How could we better reduce the
entity’s vulnerability?

SHAUN MURPHY is the Chief Operating and Credit Officer of
Freedom Bank. Brevity is a lofty objective when applied to
technology in the current environment, so consider this an attempt
to scratch the surface by providing renewed awareness of risk

management fundamentals.

M by !
|
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B When can we implement such an
approach?

m Who will be responsible for execu-
tion?

m And, so on.

Notice there is no mention of IPsec,
iSCSI, loT, or encryption algorithms.
Cybersecurity protection involves
everyone as we are only as strong as
the weakest link.

So, curiosity will not kill the cat;

in fact, intellectual curiosity is an
integral part of cyber risk manage-
ment.
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NORTHERN

VIRGINIA CHAPTER

2019 has been an exciting year for
the NOVA Chapter. In February the
Chapter hosted their annual Winter
Happy Hour for members and business
partners at Mad Fox Brewery, in Falls
Church, VA. In March, the Chapter’s
President Megan Pfeifle concluded
her term and Amanda Moellendick
stepped into the role. The Chapter
was the proud recipient of the ALA
President’s Award of Excellence for
the second year in a row! With spring
in force, the Chapter is excited for
their Spring social in June, annual
business partner town hall in July and
annual charity crab feast in August.

The Changing of the Gavel

Calendar of Events

Fundamentals of SEO and

Why it Matters to Law Firms
June 20

12:00 pm

McCandlish Lillard

11350 Random Hills Road, Suite 500,
Fairfax, VA

ELEVATE NEWSLETTER « 8

From L to R, Megan, Tina, Saul, Amanda, Cindy, Karen (Regional
Representative) and Rob enjoying the Virginia ALA Statewide Retreat.

Legal Sector Benchmarks

July 24

12:00 pm

RMSC Law

7918 Jones Branch Drive, Suite 500,
McLean, VA

Diversity and Inclusion
August 14

12:00 pm

Cooper Ginsberg Gray PLLC
9302 Lee Highway, Suite 1200,
Fairfax, VA

Crab Feast

Open to all members
and business partners
August 21

5:30 pm

Captain Pell’s

Change Management
September 18

12:00 pm

Vaughan Fincher & Sotelo
8609 Westwood Center Drive,
Vienna, VA &

THIS 1SSUE SPONSORED BY FREEDOM BANK
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11TH ANNUAL VIRGINIA ALA STATEWIDE RETREAT

The 11th annual Virginia Statewide
Retreat was held March 8-9 in Nor-
folk, VA at the Hilton Main. It was
another year of excellent education,
camaraderie with our fellow legal
administrators, and business partners
from across the state of Virginia.

The educational line-up began on Fri-
day afternoon with a great session on
“How Blockchain Technology is Rev-
olutionizing Business and the Law”
presented by Mayme Beth Donahue,
Hunton Andrews Kurth LLP. Many of
the attendees commented after the
session that they finally understood
blockchain and bitcoin. It was an
interesting presentation that broke
down the complexity of blockchain,
the pros, the cons, and how it can
impact us in the future.

Session Two focused on “Change
Management: It's Not the ‘What', but
the '"Who' presented by Tom Pickett
of Springboard International. The
presentation focused on change man-
agement and the various players that
would be affected. Who is involved
in change management and how the
different players function is critically
important when dealing with change
management.

Then came Michael Cohen’s (no, not
that Michael Cohen), educational ses-
sion “Now More Than Ever: Law Firm
Harassment Prevention in the #metoo
Era”. It was a great interactive session
that really drove home the important
points for legal administrators in the
#metoo era.

The retreat also continued with the
tradition of a cocktail reception with
our business partners in the exhibi-
tion hall, dinner then the after party
dance party. All in all, it was quite a
successful retreat! S

THIS 1SSUE SPONSORED BY FREEDOM BANK
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Over 230 members, guests and business partners gathered for dinner at the
Eleventh Annual Virginia ALA Statewide Retreat.

Hampton Roads member Nicki
Tarn and her guest pose for a

picture in the photo booth on
Friday night.

Northern Virginia member Maria
Stanfield and her guest pose for
the camera.

The 2019 Retreat Committee
hams it up at the photo booth
during the annual Virginia
statewide conference.

i
T‘O%CTI-I
5

Melanie Whitehead and Steve
Kocen of Southern Bank prove
that the BPs were having fun at
the annual event as well.
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The Most Common
Legal Marketing
Mistakes & Strategies
for Improvement

Judi Harrison | Reedy Creek Marketing LLC

Professional service marketing is inherently difficult because there

are no products to see, hear, taste, or feel. Like accountants,
engineers, and architects, attorneys are marketing an intangible
— their professional reputation. Having worked with lawyers for
15 years, | see the same marketing mistakes made by firms of all
sizes. Following are the most common mistakes | encounter and
the remedies | recommend to correct them.

Unsubstantiated
Brand Messaging

Partners are known to push out
brand messages such as “our high-

ly skilled attorneys provide quality
legal services”. Such statements are
typically claims that are unsubstan-
tiated through real findings. Such
vague brand messages offer no real
differentiation between one firm and
the next.

The basis for a firm’s brand messag-
ing should originate from a survey of
its people and its clients. Administra-
tive staff, paralegals, and associates
should be the first source for describ-
ing what the firm does well, how

it is different from its competitors,
and where it falls short (yes, partners

need to take heed of weaknesses be-
fore developing a marketing plan).

Client surveys can be powerful re-
search tools if they are anonymous
and sent to both present and past cli-
ents. Anonymity allows respondents
to be open and honest about a firm's
service. Do not survey only those cli-
ents who are active and known to be
happy with your firm; negative feed-
back can be the impetus for change
toward a more client-focused firm.

Once the employee and client sur-
veys are reviewed, your marketing
committee should start to cull some
common themes that will become
the foundation of your firm’s brand
messaging. Be sure to tell your
partners what branding is and is

not. Branding is not just a logo and/
or other visual elements and colors;
rather, those items comprise a firm's
visual identity. Branding is essentially
what one thinks of when they hear
or see your firm mentioned. Branding
starts within the firm with employ-
ees and the culture. If executed
correctly, branding is relayed all the
way through to client invoices and
— along with good work and strong
personal relationships — can bolster
client development.

Failure to Define the
Target Audience

At any given time, there are a finite
number of people who need certain
legal services, have the authority to
make a decision to hire an attorney,
and have the ability to pay the bill.
All too often, law firm partners take
a “shotgun” approach to try and
reach as many types of individuals as
possible with advertising and mar-
keting communications. In particular,
firms with consumer practices are
quick to think that everyone is a
prospective client. Failure to define
the ideal client who is a match for

a firm's service offerings, attorneys,
and hourly rates will result in waste-
ful marketing expenditures.

THIS 1SSUE SPONSORED BY FREEDOM BANK
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Think of your ideal clients, known

as your target audience, as the bull’s
eye on a dartboard. The outer edges
of the dartboard are the universe of
people, with each band narrowing in
scope by factors such as practice area,
geographic location, or pricing. Firms
who focus their time, attention, and
marketing spends on the bull’s eye
get the most ROI (return on invest-
ment). Target audiences should be
defined for each attorney, each prac-
tice area, and for the firm overall.
Defining a target audience will
enable firms to be proactive rather
than reactive with their market-

ing plans. | come across many sales
representatives who seek a slice of
legal marketing budgets; some are
valid opportunities and some are not.
Attorneys are often flattered by such
solicitations and often do not ask
the most important question: who

is the audience? Often, the promo-
tion reaches the wrong audience or
is distributed far beyond the target
audience.

Marketing from Inside Out,
Rather than Outside In

Legal administrators are well aware
that law firms tend to be divided
into sections centered around trans-
actional work or litigation for pur-
poses of record keeping, billing, and
compensation. Such arrangements
work well for timekeeping, analysis
of profitability, and the like. Howev-
er, it can be problematic when a firm
bases marketing on internal structure
rather than being market-driven.

For example, a growing number of
law firms that have traditionally
handled family law matters such as
divorce and custody are now start-
ing to provide estate planning and
administration. Family law usually
involves litigation and estate plan-
ning usually involves transactional
matters, so many firms are inclined to
separate those areas from a market-
ing standpoint. Instead, they likely
should be promoted together since
many prospects view all of those
issues as family law.

L

: J.. . -\ . e 3 » f <
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IF EXECUTED CORRECTLY, BRANDING

IS RELAYED ALL THE WAY THROUGH

TO CLIENT INVOICES AND CAN

BOLSTER CLIENT DEVELOPMENT.

Delving deeper into marketing from
the outside in, | recommend that most
firms structure their marketing around
industries. Potential clients want to
know that attorneys understand not
only the key issues and concerns of
their company and their management
team, but also their industry, whether
it is transportation/logistics, hospi-
tality, manufacturing, healthcare, or
anything else. Attorneys can often
generate more work within certain
industries if they become viewed as
thought leaders within those indus-
tries. Advise your attorneys to read
and write for industry publications;
also, budget for them to attend and
present at industry conferences.

Not Understanding the Most Basic
Communications Concept: WIIFM
Attorneys who become successful
thought leaders understand that they
should communicate to their target
audience on key issues that matter to
that audience. WIIFM is an acronym
for “What's In It for Me?” and is the

JUDI HARRISON, MBA, serves as a fractional marketing advisor to
professional services firms. Judi has spent her entire career in mar-
keting communications, advertising, business development, client
service, and public relations. She can be reached at 804.539.4597 or

judi@reedycreekmarketing.com.
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foundation of all effective marketing
communications. Many attorneys do
not understand this concept when
composing marketing materials. In
fact, lawyers often fill their bios with
accomplishments meant primarily to
impress other attorneys!

Attorneys often lead their bios with
a statement regarding their position
within the firm and how long they
have been with the firm, yet this ap-
proach does not speak to prospective
clients’ wants and needs. Such pros-
pects want reassurance that the at-
torney possesses the right personality,
skills, and knowledge to help solve
their legal problems. | recommend
bios start with a sentence describing
an attorney’s practice, written from
the viewpoint of how it would bene-
fit the ideal client.

Print and digital advertising should
also follow the principle of WIIFM.
Inexperienced marketers tend to
place a lawyer's name or firm name
at the top of advertisements, yet such
ads can get lost in advertising clut-
ter. A better approach is to feature a
prominent benefit headline, which is
a statement of real value that causes
the reader to pause and read the rest
of the advertisement.

This article has addressed some of the
broad marketing issues that may need
attention at your firm. Getting these
strategies right is the first step toward
more effective marketing plans, exe-
cution, and tactics like search engine
optimization, digital advertising
campaigns, and social media outreach.
When combined with top-notch client
service, targeted marketing and busi-
ness development is the best formula
for profitable growth. &
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RICHMOND CHAPTER

The Richmond Chapter started off six chapter members attended ALA's
2019 with presentations on Innova- Annual Conference in Grapevine,
tion in Legal Technology in January TX. May's educational luncheon was
and Writing Successful RFPs in Febru- on unconscious bias at Lewis Ginter
ary. In March, the new chapter board Botanical Gardens. Upcoming events
was sworn in with Cherie Heintz of include June's session on attracting

Hunton Andrews Kurth LLP remaining and hiring the right talent for your
on the Board as President for a second firm, the Gold-level Business Partner

term. In April, the Chapter gathered social at Tang & Biscuit on August 1,
with its Silver-level Business Partners and the Chapter’s Annual Sponsor
for a cooking demonstration, and Appreciation Event in September.

Richmond Chapter Members
Cherie Heintz, Ann Caudle, Kathy
Scourby, and Michael Keatts pose
for a shot at the ALA Annual
Conference in Grapevine, TX in
April.

Upcoming Events:

June Member Meeting

June 20
Richmond Chapter Members Dave Cummings grabs a snack at 12:00 to 1:30 pm
Billie Jo Brooks, Christina Bloom, the 2019 Richmond Silver Business Hunton Andrews Kurth LLP
Ann Caudle, and Dena Wengert Partner Social hosted by Richmond “Attracting and Hiring Talent in a Tight
visit the Photo Booth at the 11th Silver Sponsors Lawyers Staffing, Labor Market”

Annual Virginia ALA Statewide Proxios, Stone’s Office Equipment,

Retreat. SunTrust, and The S ly Room. . N
SO —HE Community Connection Event

July 18

9 am to 12:00 pm

Feed More of Central Virginia
Member & BP Volunteer Opportunity

July Member Meeting

July 23

12:00 to 1:30 pm

Dominion Payroll HQ

“Recent IRS Changes Affecting Law
Firms”

T

Gold Business Partner Social

Members & Gold Sponsors Only
The 2019-2020 Richmond Chapter Board pose after the swearing-in ceremony August 1
at the March Member Luncheon. 5:30 to 7:30 pm

Tang & Biscuit #

THIS 1SSUE SPONSORED BY FREEDOM BANK
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D_emystifying
Profitability Analysis

John Niehoff | Baker Tilly Virchow Krause, LLP

Many clients are asking firms to provide more
for less, so when pricing out services, firms
tend to hold their breath hoping their best
guess is accurate enough to generate some
semblance of a profit. However, firms often
overlook the fact that data from previously
completed engagements is readily available
to assist in making a more educated decision
about future pricing.

Analyzing rates, staffing models and the time needed to
complete a client/matter provides valuable information to
improve the ability to price services, determine the cost of
acquiring and maintaining a client and decide whether or
not this is work that should continue to be performed.

Unfortunately, profitability analysis tends to become
overly complex and complicated in an effort to arrive at a
precise answer. If the goal is to know where we make our
money, what clients contribute most to our overall profit-
ability and what actions can be taken to enhance future
profits, precision is not necessary when determining if
Client A is relatively more profitable than Client B.

While some could argue that pricing out a client/matter
from an administratively intense practice area (i.e., an
intellectual property prosecution matter) should include
a component of overhead, analyzing the profitability of
most client/matters simply by comparing the agreed upon
billable hourly rates and hours (working attorney fees) to
the direct costs (salaries and benefits) of the timekeepers
involved will provide valuable information.

To improve firm profitability and provide supporting data
for alternative fee arrangements, many firms perform an
ongoing exercise to determine the relative profitability
of completed client/matters from differing practice areas.
The firm ultimately wants to know the matters and fee
arrangements that contributed to firm profits and/or the
matters that were performed at a loss, and what charac-
teristics and staffing models differentiated one from the

IF THE GOAL IS TO KNOW WHERE WE MAKE OUR
MONEY, WHAT CLIENTS CONTRIBUTE MOST TO OUR
OVERALL PROFITABILITY AND WHAT ACTIONS CAN BE
TAKEN TO ENHANCE FUTURE PROFITS, PRECISION IS
NOT NECESSARY WHEN DETERMINING IF CLIENT A IS
RELATIVELY MORE PROFITABLE THAN CLIENT B.

THIS ISSUE SPONSORED BY FT{FFDOMBANK
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other. It is from this data that strategic decisions can be
made about where to allocate firm resources, what work
should be sought and at what price, what work should be
declined and, in some circumstances, what clients should
be dropped.

Comparing revenue generated from a client/matter with
the direct costs required to service that client/matter pro-
vides information not only regarding cash flow, but the
profit generated. Firms should be cautious not to misinter-
pret these end results. Client A may have generated more
revenue than Client B, but that would be misleading if
Client A had a negative net profit or if Client B was com-
pleted with greater efficiency.

Revenue: $100,000 100% $40,000 100%

Direct Costs: $ 90,000 90% $31,000 78%

Net: $ 10,000 10% $ 9,000 23%

ROYER
ADVANTAGES

Secure storage, destruction
; ' and electronic recycling with a
commitment to personal service.

Customized programs to
9 fit clients needs and budget.

ROVER

Records MGMT | Secure Shred | 1T Recyeling | Document Imagine

Over 40 years
industry experience.

Locally owned and operated
i with national capabilities.
Is Your Information

44258 Mercure Cir.
Suite 104-D
Dulles, VA 20166

We can help.

gorover.com
1.888.777.7816
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Generally speaking, leverage, the experience level of the
attorney assigned to the client/matter, effective project
management and in some cases location of where the
work is to be performed (in the case of a firm with multi-
ple offices) all have a direct impact on the profitability of
an individual client/matter. For example:

B Leverage - It is common for a litigation matter that
employs greater leverage to contribute a higher margin
to the firm. As a result, firms make a concerted effort to
allocate more resources to developing this type of work
and actively market the firm in areas where the work
can be leveraged down to the least expensive, yet most
appropriate timekeeper.

m Experience level - Partner expertise yields valuable
results; however, partner compensation models often
contain some measure of billable hours and careful
management is necessary to avoid the disincentive
of partners performing work that can adequately be
completed by associates. Most firms generally recognize
that client/matters serviced primarily by partners are
significantly less profitable.

B Location - The profit from commodity type legal work
(use simple real estate leasing as an example) may vary
between geographic locations due to differing local
salary structures. As a result, a firm may determine that
all future simple real estate work should be assigned to
the city with the lowest cost per attorney hour.

With the legal landscape evolving, the analysis of client/
matter profitability provides a clear opportunity for a firm
to more accurately price its services and to modify its ex-
isting business model to improve firm profits. The analysis
need not be precise, but merely able to discern whether
one client contributes relatively more profit to cover firm
overhead and improve net income. #%

JOHN NIEHOFF is the Baker Tilly's partner-in-
charge for the professional services practice,
leading the firmwide strategy for providing
exceptional client service to law firms and
other professional service businesses. He has
been with the firm for more than 20 years
and focuses on financial reporting, tax, and op-
erational issues unique to professional service businesses. He has
extensive experience assisting law firms with specialized advisory
projects tailored to achieve their financial objectives.
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ALA ANNUAL
CONFERENCE
AND EXPO

The ALA Annual Conference and
Expo was held in sunny Grapevine,
Texas this year, from April 14-17,
2019. Administrators came from
across the globe to experience four
days of education and networking.
Highlights included the Brezina Me-
morial Session, presented by Michelle
Silverthorn on how to respectfully
discuss race and gender, as well as an
inspirational keynote by former USAF
Col. Nicole Malachowski.

Attendees enjoyed fresh topics from
both veteran and new speakers, as
well as an abundance of bite-size ses-
sions in the exhibit hall presented by
our business partners. On Wednesday,
the conference had its grand finale at
the Glass Cactus Ballroom. This year
the conference featured a “silent
disco” allowing attendees to utilize
headphones to dance to their own
music via three radio stations.

All in all, it was another fantastic
conference and we look forward to
seeing what is in store for next year
in Salt Lake City! &
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Richmond and Hampton Roads Members join other administrators from
around the country for lunch at the 2019 Annual ALA Conference and Expo.

Virginia Members Megan Pfeifle (Northern Virginia), Michael Keatts
(Richmond), Kim Pici (Hampton Roads) and Sandy Claxton (Hampton Roads)
gather on the balcony of the Glass Cactus Ballroom.

Over 1,000 administrators attended the keynote address at the 2019 Annual ALA Conference and Expo in Grapevine, Texas.
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