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 hen Ben Hanuka began practising law some 15 years ag
[ room recoiled at the mere suggestion that they were i 1siness.
 “This is not a business, young lawyer. This is a profession,” judges would say to hi

Zo&w%u@ lawyers have accepted that there is a business side to their trade, and many are turning

~ to brand wizards to help distinguish them from the pack , - ;
u It’s a topic that has generated considerable debate between those who think messaging should only

‘apply to an area of practice, or even just star lawyers, and those who see benefit in a unifying tagline

_ “Branding is not a tactical thing,” says Toronto-based marketing expert Sandra Bekhor. “Thisis an
investment in your long-term future. It lays down the foundation for all your marketin
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“] think it’s a mistake to start thinking about, ‘What does my client want to hear? That's why a lot

of branding messages sound the same,” says Bekhor of Bekhor Management.

Rather, firms should look to a firm brand ox tagline to add an emotional Mmmmw_aw what can other-

wise be a clinical experience. Firms with an array of expertise areas needn’t shy away from imple-

Bmwmmmm@mmvmwm&wmm&m&mﬁm“%.Mﬁmmwmww@w mwmmmww@mmmmmvwmmmm%mw.m@rwmmw@gwmw
that applies to all facets. U - . F -

“A tagline should not be just a catchy ;Ew%m%m ;, wmemmM, says Hanuka, who memwmmwmm Law

~ Works, a boutique firm that focuses on franchise disputes, in Toronto two years ago.
He spent a good month thinking about why a client «ould hire his firm over any of his competitors
He would jot down ideas on a series of whiteboards in his office and came up with'a healthy list.
For a message to resonate, the firm has to have a handle on what it stands for; says Carol Panasiuk,
a communications expert and principal at The Communications Department: A read on the clien
tele is also important and Panasiuk says companies may bave to enlist the help of fotus groups oy
hand out questionnaires to drill down into how they are perceived. It might also require the firm to

“do some groundwork to ensure it can stand behind the promise it is making, “You don't want to
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Continued from vmmm NG - ,
change it every five wﬁwcnm? ww%m Pana-

siuk. £It’s something %ow re going to 5@

with for a while”

mwmb%wm is as much an Nwwmuw& exercise
as it is an ‘external one, adds Bekhor
Often; however; companies will develop a
logo and a tagline, only o have ‘it “sit
there She suggests a formal launch that
explains to everyone in the office what the
brand means. It is “more than just an FY1”
she notes, and should show people where
the mww.mmm came fromyand how each per-
son 18 going to participate in the idea; so
that it “becomes alive” Principals ina firm
could tell stories about why they founded
the practice, or detaill meaningful days in
their career at the kickoff

That way, the rest of the firm will feel like

clves, savs-Bekbior, and mxm« can
understa m@mm their role in it

not just roommates in a coffice,
ring commonvalues; a common
mwwm@m
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I think it's n mistake to start

- thinking about, ‘What does

my client want to hear?’
That’s why a lot of branding

_messages sound the same.

 Sandra Bekhor

Bekhor Management

really dignified and be really respectful

and respectable..working together collab-

oratively, [ wanted to get that across”
Taglines come in various shapes and

sizes. They can be as short as one word, if

vou build a story around it through the
rest of the wmwmﬁmmq says Bekhor. Some
firms opt for more detailed descriptions
online, since T a const :mwww whwﬁ
uses xfw an Franc
because what Goo

“For promotional pur
way more sophisticated,” says Hanuka,
who includes a longer mission state-
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ive clients 8,, w@zﬁ us in your corner and
“we'll fight for vour rights]” Feldstein Family
Law Group uses messaging that focuses on:

people being aware of %@a legal Smwnm
and protecting them.

“People want to get to resolution,” says
Feldstein, who noted that the former
tagline turned some people off because it
was: seen as . “too. aggressive) Expeérts
acknowledge, however, that it’s difficuli to
measure the success of a brand. Feldstein

~says he is mwmmmmwwm% looking at his statis-

tics and receives monthly reports ww.&w look

- behavesona nmmm._u%émmm vmmwm.

Hanuka, of Law Works, says wm rm,m :

‘responded to conflicting propositions by

reverting back: to. his established list of
core principles and values. They reminded
him of what he wanted to do when he first
started the firm. “Because it'’s so easy to
tose track of that and get buried in the
trees, not see the forest. Its mmwcwwww
come back toit,” he says.
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Senior Manager, Ethics and Compliance
Bruce Power, Tiverton, Ontario htlpy//vww.brucepower.com/

in the role of Senjor Manager, Ethics and Compliance , you will act as a key partner
to Bruce Power Executives; Leaders and Employees in driving Ethics and Code of
Conduct programs and strategies. Your skills, knowledge and experience will drive high
quality Code of Conduct practices, investigations and communications / training while
facilitating best practice resolution to issues and concerns, The successful candidate
will have: A Post-Secondary Degree in a relevant discipline and six to eight years of
progressively responsible positions i either Law, Human Resources, or related
experience, specifically, experience in dealing with and investigating code of conduct
ation, business et

or conflict of interest. Strong Collaborative
and one-on-che interaction with all le
-
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selves and enlisted the help of a designer ment on the website. “I think unigie- | work; play; raise a family and build your career. We offer a competitive compensation | .

for the logo: ness is the key” package and a balance of both iifestyle and career development,
“Something: that differentiates me in When Andrew Feldstein mﬁmﬁmm his firm;

what T do is 2 lot of care, and a lot of car+ - family law was a litigation-oriented prac-

ing. It an ethically difficult area in which: tice. But that has changed, and so, too, has Discover what it is like to work at Bruce Power

I practise; and I think what I do can be  the branding. Instead of asking prospect- - Send latter of interest and CV to kim.lamb@brucepower.com
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e of Commong, the major law-making
body of Parfiament, is a. demogratically slected” body,
sonsisting of 308 members, who are known as Members
of Parfiament. Chaired by the Speaker of the House of
Commans and composed of Members repragenting all
recognized political parties, the Board of Internal Economy
is responsible for all financial and administrative matiers House oF COMMONS

affecting the House of Commons. The mandate of the ~"*™*%% Jmhwwwgczmm

JOINUSIN Umﬁumzu THE HEART OF SUNSET COUNTRY . House of Commons Administration is to provide Members

with the services, infrastructure and advice needed to conduct their work as legislators and
representatives in the Chamber, committees, caucus, and in their offices, both on Parliament
Hill and in their constituencies.

The Law Clerk and Parliamentary Counse! provides impartial fair and equitable legal
advice, and guidance on a wide variety of legal matters o the Clerk; the Board of Infernaf
Economy, the Speaker, House Officers, the Clerk's Management Group, House Committees,
and Members. He\She will lead the department as it delivers a number of services to a variety
of audiences, and will ensure all stakeholders receive clear and unbiased advice as required.

As the ideal candidate, you possess strong leadership and managerial skills and
and the amenities of a larger centre. have demonstrated experience providing expert legal advice within environments defined
by muttiple views and conflicting priorities. Your integrity and high ethical standards are
] matched by your advanced inferpersonal and communications skills, and you thrive in
McAULEY & PARTNERS contexts requiring tact and discretion. You are proficient in both official languages, have

Barristers & Solicitors a law degree, and are a member of the bar of any province or territory of Canada or of the
4 Whyte Ave., P.O. Box 159 Order of Notaries in the province of Quebec.

Dryden, Ontario mgca you be interested in amssm more about this “mmnmars opportunity, m_mmmm

We are hiring a family/civil litigator to join our dynamic full service firm.

Competitive base compensation available
plus additional remuneration based on collections.

Located on Wabigoon Chain of Lakes in Northwestern Ontario, Dryden
combines summer and winter adventure, a small town atmosphere,

P8N 2Y8 visit www.boyden.com for the full job specification. To apply, piease forward your
Tel: {807} 223-2254 curriculum vitae and letter of introduction to Eric Lathrop at elathrop@boyden.com.
. Fax: {807} 223-3794 All submissions will be acknowledged.

Email: Ismith@mcauleylaw.com

To apply, piease send your resume and cover letter
{and for recent calls, transcripts} to the attention of our
office manager Lisa Smith, no later than August 15, 2014




