
comradery with fellow 
legal administrators 

around the state.  

If you haven’t made 
your way to the ALA 
home website 
(www.alanet.org) you 
might want too.  There 
is a new look and feel. 

On the chapter front, 
we are working hard to 
improve communica-
tion.  We hope to pro-
vide you more and 
timely information.   

We are using Constant 
Contact to improve our 
newsletters as well as 
notifications of meeting 
and other chapter 
news.  Some junk fil-
ters might consider the-
se communications as 
junk.  Please take a 
moment to make the 
Northern Virginia ALA 
[christine.w.bekelja@b
skb.com] a safe send-
er.  

Well spring has sprung 
and there are a lot of 
changes going on in 
2012.  

A quick look back, your 
chapter continues to be 
a President’s Award 
recipient. The chapter 
will be recognized with 
the Silver Award of Ex-
cellence at this month’s 
annual conference in 
Hawaii.  My sincere 
thanks to everyone that 
contributed to our suc-
cess!   

Also, a couple of your 
members received 
scholarships to attend 
various ALA confer-
ences.  It is the support 
of our Business Spon-
sors that allows us to 
provide these educa-
tional opportunities to 
the membership.  I 
thank them for their 

continued support.   

To wrap up the 2011-
2012 year, over 20 of 
our members enjoyed 
the recent weekend for 
ALA Virginia Retreat at 
the Kingsmill Resort in 
Williamsburg. It was a 
weekend of education, 
opportunities to check 
out the latest from busi-
ness sponsors and 
most of all fun and 

We are also finding 
ways to provide more 
information on our 
website as well. Check 
out www.alanova.org.   

As always, if you have 
suggestions to improve 
our chapter contact 
one of the board and 
committee members.  

 
Thanks and enjoy the 
newsletter! 

 
Ben 

President ’s  Message  

2012 Compensation and 
Benefits Survey 

Are you up to date on the 
latest compensation 
trends? 

The survey is designed to 
provide us with the most 
relevant information con-
cerning compensation and 
benefits facing law firms 
today. 

Help your fellow ALA mem-
bers by completing the 
survey by the deadline of 
May 14, 2012. 

Don’t forget to order the 
Final Report. 
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If we had no winter, the spring 
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working practices and 
continuous improve-
ment initiatives. 

TML offers a wide 
range of services, in-
cluding software solu-
tions, office equipment, 
disaster recovery initia-
tives, managed print 
services.  Contact 
them today for a free 
assessment! 

 

TML, a Xerox Compa-
ny is one of Northern 
Virginia’s most respect 
consultancy firms spe-
cializing in workflow 
assessment and opti-
mization.  The compa-
ny is uniquely posi-
tioned to help compa-
nies understand true 
cost breakdown, asses 
deployment, usage 
patterns and volumes 
along with the develop-
ment of sustainable 

TML Enterprises, Inc. 
9385 Innovation Drive 
Manassas, VA 20110 
Contact: Jamie Blair (jblair@tml-xerox.com) 
Phone: 703.330-1010 
Fax: 703.393.2127 

Web: http://www.tml-xerox.com 
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The Va lue of ALA and the Conference Experience 

"First, I want to thank the 
NOVA ALA chapter for 
this great opportunity to 
attend this year's region-
al Conference in Char-
lotte, North Carolina. It 
was my first regional 
and I probably would not 
have attended if I hadn't 
won the grand prize at 
the Crab Feast. I usually 
don't see the value in 
attending these kinds of 
meetings and prefer not 
to take the time away 
from the office. It was a 
pleasant surprise, I 
learned more than I ever 
expected. The work-
shops were relevant and 
so timely for me; many 
of my current concerns 
were addressed there. I 
implemented a few of 

the things immediately 
after returning to the 
office. It was also a 
chance to meet col-
leagues from DC and all 
over the region, which 
was rewarding for me as 
well. I look forward to 
attending future regional 

meetings." 

  

Roslyn A. Fuller 
Firm Administrator 
Lowe Hauptman Ham & 
Berner, LLP 
 
Region 2 Conference 
November 2011 
Charlotte, NC 
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by John L. Remsen, Jr 

At the conclusion of a recent 
presentation I gave to a local 
bar association, an attorney in 
the audience asked how law 
firms are wasting their market-
ing dollars. “After all,” he said, 
“our firm only has a limited 
amount of money for market-
ing, and I want to make sure 
we are spending it wisely.” I 
was honest, and told him that, 
in my opinion, many fine firms 
are squandering their market-
ing dollars by the bucketful. 
And it’s often in the same fa-

miliar ways. 

Let me begin with the asser-
tion that, for most lawyers and 
law firms, effective marketing 
is all about personal relation-
ships.  It’s not about bro-
chures, advertising or other 
marketing gimmicks. It’s espe-
cially about relationships with 
existing clients and referral 
sources. Consequently, I al-
most always recommend that 
a law firm begin “marketing” 
by making darn sure its clients 
are satisfied. If they are, they’ll 
be loyal to the firm and come 
back when they need legal 
counsel. Beyond that, they’ll 
tell their friends and business 
associates about you. Too 
often, firms get caught up 
chasing prospective clients, 
forgetting about solidifying 
and expanding relationships 
with the clients they already 

have.   

After ten years of experience 
marketing legal services, I 
have developed some strong 
views on what firms are doing 
right and wrong. But before 
writing this article, I thought I’d 
post that attorney’s question 
to the 1,000-member law mar-
keting listserv, a cyber-
community of law firm market-
ing directors and consultants. 
The responses came back 
fast and furious and I’d like to 

share our collective opinions 

with you.  

So here we go – the “Top 
Ten Ways To Waste Money 
Marketing Your Practice,” in 
David Lettermanesque as-
cending order of wasteful-

ness. 

#10 - Random Acts of Golf 

and Lunch  

Golf and lunch are fine mar-
keting activities, very condu-
cive to relationship building. 
But playing golf with an end-
less array of acquaintances 
who don’t have the ability to 
hire or refer you is hardly an 
effective use of your market-
ing time. Nor is that monthly 
“skins” match with your 
brother-in-law and his drink-
ing buddies. The profes-
sion’s top rainmakers have a 
plan -- even if only in their 
heads -- when they go on 
their boondoggles… er, I 
mean, marketing ventures. 
They have determined who 
they want to get to know 
better and, from there, they 
develop a systematic plan to 
go about building and en-
hancing relationships with 

them. The key word is plan. 

#9 - The “Really Big 

Show” 

Reminiscent of Mickey 
Rooney and Judy Garland 
deciding to “put on a show,” 
your firm decides to present 
the mother of all seminars. 
Over 300 people spend a 
half-day listening to you and 
your partners talk about the 
latest changes in state law. 
It was great. Problem is, 
there was very little follow 
up. When it comes to semi-
nars and similar events, we 
suggest that you consider 
smaller, less formal and 
more interactive sessions. 
Think about a seminar se-
ries, focused on a particular 

industry, where partici-
pants get together repeat-
edly. This way, the follow-

up is built-in. 

#8 – Other One-Shot 

Wonders 

Come to think of it, forget 
about any marketing activ-
ity that does not include 
follow-up. All the market-
ing events that your firm 
sponsors -- seminars, 
open houses, holiday par-
ties, and the like -- should 
be looked upon as rela-
tionship-building plat-
forms. And personal follow 
is the key to making them 
work. All participating at-
torneys should follow up 
with at least two or three 
people at each event, fo-
cusing on folks who can 
help them achieve their 

objectives. 

#7 – Brochures and 
Newsletters That Cure 

Insomnia 

Good brochures and 
newsletters have their 
place among effective 
marketing tools. But who 
wants to read mind-
numbing tomes about the 
history of your firm and its 
14 practice areas? Not 
me, and not your prospec-
tive clients either. Keep 
the copy concise and easy
-to-read. Use bullet points 
whenever possible. Hire a 
talented graphic designer 
who will produce sharp, 
attention-grabbing market-

ing material. 

#6 – Invisible Advertis-

ing  

No doubt, print and broad-
cast advertising works for 
attorneys with consumer-
oriented practices (like 
family and personal injury 
law) and I’d recommend 
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an ad in the Yellow Pages 
in a heartbeat.  But things 
like traditional 
“tombstone” ads and “one
-time” ads in a newspaper 
or magazine are practical-
ly worthless. Studies 
show that it takes 7-11 
impressions before some-
body will recall seeing 
your ad. Consistency and 
frequency are essential. 
Here again, hire a good 
graphic designer and stay 
light on copy to make 
sure your ads are noticed. 
If you want to advertise, 

do it right.  

#5 - Holiday Chochkes  

Ahhh, the holidays. Talk 
about getting lost in the 
shuffle! Effective market-
ing strategies get noticed 
and stand apart from the 
crowd. The holidays are 
far too busy a time for 
your cards, parties, and 
gifts to be fully appreciat-
ed. However, if you must 
send holiday cards, by all 
means, sign them person-

ally!   

#4 – Directories, Direc-
tories and More Directo-

ries! 

Over the past ten years, 
law firm directories have 
sprouted like cattails in 
the Everglades. Unfortu-
nately, most have little 
marketing value. Decision
-makers simply don’t use 
them very much. In fact, 
our friends on the listserv 
think that only a few di-
rectories, such as LawOf-
fice.com, Martindale-
Hubbell and Best’s (for 
insurance defense coun-
sel), are worth the money. 
Bottom line….hold on to 

your cash. 

#3 – Vanity Letterhead 

We’re talking about the 
kind that features every 
lawyer’s name on the 
masthead. Every letter 
becomes two-pages long, 
and each time a lawyer 
joins or leaves the firm 
the old supply gets 
chucked and a new sup-
ply is ordered. Often, the 
new letterhead is out of 
date even before it comes 
back from the printer! 
Most firms have aban-
doned this practice and 
yours should, too. Con-
sider adding a snappy 
firm logo and/or a splash 
of color. Don’t worry, it’s 

OK. 

#2 - PPPPs (Powerful 

Partner’s Pet Projects) 

Our #2 money waster 
was sent in by Bev Davis, 
chief operating officer for 
a well-known Oregon law 
firm….and you know ex-
actly what she’s talking 
about! The firm’s $5,000 
contribution for a table at 
the “Belles of the Confed-
eracy” Dinner Dance, for 
example. Powerful Part-
ner Jim thinks it’s a great 
idea. (So happens his 
wife is on the Board of 
Directors.) PPPPs are 
rarely budgeted and are 
hardly ever consistent 
with firm-wide marketing 
objectives. They tend to 
consume vast quantities 
of money and staff time. 
A firm-wide marketing 
plan goes a long way to-
ward reducing the num-
ber of PPPPs. Show Jim 

the plan and just say no!  

#1 – Consultants Who 
Don’t Know **** About 

Law Firms 

Law firms are a different 
kind of beast -- big egos, 
lots of democracy, convo-
luted compensation sys-

tems and, in many cases, 
a disdain toward market-
ing. Yet, I see it happen 
time and time again. “We 
hired Sally because we 
liked the work she did for 
our big banking client. But 
she never could manage 
to implement much of 
anything around here.” 
When it comes to building 
consensus for a new idea 
or getting people to focus 
on non-billable activities, 
there is nothing quite like 
a law firm. It takes some-
one who’s been there to 
make it happen. If you 
decide to hire a consult-
ant, hire somebody who 
has a successful track 
record working with law 

firms like yours. 

Well, that’s it for now. I 
hope you enjoyed this 
round-up of marketing 
blunders. Perhaps you 
recognized one from your 
own firm’s recent efforts 
on the list. My objective 
was help you think about 
how you and your firm 
can more wisely spend 
your marketing dollars. 
After all, you have limited 
resources. My best ad-
vice….develop a proac-
tive, firm-wide marketing 
plan. See you at the 19th 

hole! 
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January 30, 2012 

By Paul Merritt 

Beginning April 1st the De-

partment of Labor (DOL) is 

implementing two rules that 

will significantly impact the 

status quo for business own-

ers and employees regarding 

their company 401(k) plans.  

If you are a business owner 

or plan fiduciary within your 

company (plan administrator 

or investment committee 

member) you must be educat-

ing yourself now on the new 

rules and determine the im-

pact they will have on your 

plan and your employees.  

Vendor Disclosures to 

Business Owners  

Given the complexity and 

variety of fees business own-

ers and employee participants 

pay in conjunction with their 

401(k) plans, the DOL will 

begin requiring most plan 

vendors to disclose to busi-

ness owners exactly how 

much each vendor is receiv-

ing in fees from within the 401

(k) plan—both direct and indi-

rect.  This new requirement is 

known as Rule 408(b)(2) and 

is scheduled to go into effect 

on April 1, 2012.   

While most business owners 

are aware of the direct fees 

they are paying for their plan, 

they may be less familiar with 

indirect fees that can be bur-

ied within the plan.  One of 

the more common indirect 

fees is the Sub-Transfer 

Agency or Sub-TA fee for 

short.  Sub-TA fees are in-

cluded in the overall cost of 

most investment options 

within a plan’s lineup.  In-

vestment managers collect 

and distribute Sub-TA fees 

to other vendors for the 

services those vendors 

provide to the plan.  Since 

Sub-TA and some other 

fees (like 12b-1 fees) are 

collected by reducing the 

reported performance of 

each investment option and 

not with a bill or invoice, it 

increases the likelihood 

that business owners and 

employees might overlook 

them.  Most indirect fees 

are charged as a percent-

age of the plan’s assets so 

these fees continue to in-

crease along with the 

plan’s assets with no re-

gard to the level of service 

being provided.  

Armed with a clear idea of 

just how much their 401(k) 

plan is paying for services, 

the government will now 

require each business own-

er to determine if the fees 

they are paying are reason-

able.  The government is 

not defining what rea-

sonable is, but as the old 

saying goes, “they will know 

it when they see it,” and you 

are expect to as well.  To 

make an informed assess-

ment of fees, the plan must 

be compared to similar plans 

and an analysis made to 

decide if the fees are rea-

sonable for the services pro-

vided. 

Business Owner Disclo-

sure of Fees to Employees 

Now that business owners 

know the fees being as-

sessed within the 401(k) 

plan’s assets, the DOL 

wants them to share that 

information with every em-

ployee in the company.  This 

new requirement is known 

as Rule 404(a)(5) and is 

scheduled to go into effect 

just 60 days after Rule 408

(b)(2). 

Data required to be dis-

closed will include fees 

charged by the various in-

vestment managers both in 

terms of a percentage of the 
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can be buried 

within the plan” 
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disseminating this report. 

What Does This Mean? 

The 401(k) plan landscape will 

not be business as usual.  Busi-

ness owners and those who help 

manage plans for their compa-

nies must: 

Become familiar with the new 

rules and understand the 

impact on their plan. 

Determine who the covered 

service providers are 

and what covered ser-

vices are being provided 

to your plan. 

Establish procedures to track 

the receipt of disclo-

sures. 

Evaluate and assess the 

disclosures. 

Determine if the fees their 

plan is paying are rea-

sonable and appropriate 

for the level of services 

being provided.  

By starting now, you will have 

time to educate yourself with the 

new rules, determine who will be 

responsible within your firm for 

collecting and monitoring this 

information, and develop pro-

cedures to evaluate the infor-

mation and adjust your plan if 

needed.  You should also 

begin communicating with all 

employees about the new dis-

closure document they will 

begin receiving no later than 

May 31, 2012.  Alerting your 

employees now about the new 

statement should help reduce 

questions and complaints later. 

About the Author 

Paul Merritt is a principal and founder of 

NTrust Wealth Management located at 

780 Lynnhaven Parkway, Suite 190, 

Virginia Beach, VA, 23452.  He is an 

Accredited Investment Fiduciary®, a 

registered representative and invest-

ment adviser representative of, and 

securities provided through Common-

wealth Financial Network, member 

FINRA/SIPC, a Registered Investment 

Advisor.  He can be reached at (757) 

301-2015 or email Paul@ntrustwm.com. 

assets and actual dollar 

amounts (based upon $1000 

increments invested in a par-

ticular investment).  The dis-

closure document will also 

provide comparative perfor-

mance data of each invest-

ment over 1-, 5-, and 10-year 

periods. 

Rule 404(a)(5) dictates that 

statements must be provided 

at least quarterly to every 

current employee whether or 

not they are active partici-

pants in the 401(k) plan, any 

terminated or former employ-

ees that still have assets in 

the plan, and to any benefi-

ciary who has decision-

making authority over an ac-

count in the plan.  The format 

of this report must follow a 

DOL example, and the infor-

mation must be provided in 

simple and understandable 

English.  No jargon or legal-

ese.  Business owners can 

expect help from their key 

vendors, most likely the rec-

ord keepers, in preparing and 
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For details on meeting locations/times, go 

to www.alanova.org/calendar_list.asp. 

EVENT CALENDAR May 23, 2012  NOVA Chapter Meeting 

June 21, 2012  NOVA Chapter Meeting 

July 17, 2012  NOVA Chapter Meeting 

August 16, 2012  NOVA Crab Feast 

September 20, 2012 NOVA Chapter Meeting 

October 17, 2012 Career Development Summit 

November 7, 2012 NOVA Chapter meeting 

December 6, 2012 ALA Holiday Luncheon 

 

2012 Events 

RENEW YOUR CHAP TER DUES 

The NOVA ALA Board is pleased to an-

nounce that for the 3rd year, annual chapter 

membership dues will remain at the low 

cost of $175. Please make checks payable 

to Northern Virginia Chapter ALA and mail 

to: 

 

Attn: Ben Sotelo, NoVa ALA 
Firm Administrator 
Vaughan, Fincher & Sotelo, PC 
8619 Westwood Center Drive, Suite 400 
Vienna, VA 22182 

ALA NoVa Job Bank Posting 
Available For You! 

Job postings are accepted from ALA members for non-

attorney positions. The ad is active for 60 days 

(default) from the date of the posting. I will try to post 

within 24 hours of receiving your request. My contact 

information is below. If you wish to expire it earlier or if 

the job has been filled, just let me know. 

There is no charge to post a position. 

The Job Bank link is located on the ALA Home Page at 

www.alanova.org 

For a free posting, please send me data for the fol-

lowing fields: 

JOB TITLE: 
LOCATION: 
SALARY: 
RESPONSIBILITIES: 
QUALIFICATIONS: 
CONTACT PERSON: 
CONTACT EMAIL: (If you don’t specify I will 
use your email) 

To See the Ads: 

Go to www.alanova.org and click on “Job Bank”. 

Contact: 

Tom Duka 

Email:  tduka@mccandlaw.com 
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Send them to the Editor! 

We hope you have enjoyed the  

Northern Virginia Chapter’s Newsletter. 

Please let us know if you have any 

questions and/or suggestions.  

More importantly, let us know what you 

would like to hear about that would be 

helpful in your quest for success. We 

are here to provide that information to 

you . We encourage you to use your 

membership to the fullest to assist you 

along the way. 

Please send  comments and sugges-

tions to: 

Christine  

at Christine.W.Bekelja@bskb.com 

Thank You! 

NoVa ALA 

c/o Ben Sotelo 

Firm Administrator 

Vaughan, Fincher & Solelo, PC 

8619 Westwood Center Drive, 

Suite 400 

Vienna, VA  22182 

 
Phone: 703-506-1810 

Fax: 703-506-1850 

E-mail: 

bsotelo@vfspc.com 

Comments 

NOVA ALA Members at the Virginia Retreat 
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