5/19/2026

COMMUNICATING VALUE
& ENGAGING MEMBERSHIP

Chief Communications and Outreach Officer Sara Niegowski

GOALS FOR THIS SESSION

1. Identify and Communicate Your Value(s)

» Potential members are inspired to join and participate
Your value is your “brand”—what makes your bar unique and relevant?

2. Deepen Member Engagement

» Members are connected and informed
Messaging strategies
Outreach ideas
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IDENTIFYING AND COMMUNICATING YOUR VALUE
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“It has to do with the fundamental need that we as humans have—to have support systems”

[B]T

The .
Neuroscience
of Branding
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BRAND = VALUE, VALUES, AND PERSONALITY

“We relate to brands in the same way we relate to people.”
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BRAND = VALUE, VALUES, AND PERSONALITY

“We relate to brands in the same way we relate to people.”
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makeameme.org

WAEHINGTUN ETATE




5/19/2026

“We relate to brands in the same way we relate to people.”
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“We relate to brands in the same way we relate to people.’

Guiding principles

The WSBA will operate a well-managed association that supports its members and advances
and promotes:
+ Access to the justice system,

Focus: Provide training and leverage community partn

ershiops m ardey Lo enhance

@ cwiture of service for lawyers to give back to their ¢ uted, with a pavticuly
focus ON services Lo underserved low-and moderale-income pedole
* Diversity, equality, and cultural understanding throughout the legal community.

Focus: Work to unders lay of the fand of owr logal commurutly and provide

foois to M

s and S M Orgey (o enfhance the retention of mwnonty

flawyers in ol cormumunnity

* The public’s understanding of the rule of Law and is confidence in the
legal system,

Focus: Educate youth and adkit audiences about the importance of the three

branches of governmoent and how they work together.

* Afair and impartial judiciary

Mission and guiding principles *+ The ethics, civility, profe alism, and comp  of the Bar
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WSBA BRAND PLATFORM
Brand Insight (How)

How we will achieve our mission

CONNECTIONS.
Strategic Role (What)

The role we play in the lives of our members—the value proposition
GETTING THE MOST OUT OF YOUR LICENCE.

Brand Positioning (Why)

The statement that explains to our members how we’re different from other similar organizations

THE WSBAWORKS TOGETHER WITH ITS MEMBERS TO PROTECT THE PUBLIC AND THE INTEGRITY
OF THE PROFESSION. FOR MEMBERS, THE WSBA CREATES THE CONNECTIONS THAT WILL HELP
YOU GET THE MOST OUT OF YOUR LICENS SO YOU CAN IMPROVE YOUR PERFORMANCE AS A
PRACTITIONER, BEST SERVE YOUR CLIENTS, AND FIND MEANINGFUL WAYS TO CONTRIBUTE TO
THE COMMUNITY.

Brand Personality (Who)

The traits that set the stage for communication tone and manner
SUPPORTIVE, RESPONSIVE, INCLUSIVE, HUMAN, INNOVATIVE.
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BRAND PLATFORM CASE STUDY

Coca-Cola vs. Pepsi

» Coca-Cola: Timelessness, nostalgia, emotion, connection that spans generations and geography.
» Pepsi: Youthfulness, in sync with trends and pop culture, energy, relevancy.

L®VE
EVERY

BRAND PLATFORM CASE STUDY
Nike vs. Adidas

* Nike: Innovation, inspiration, empowerment, perseverance, “Just Do It” mindset.
» Adidas: Performance plus streetwear, relevance, artists, influencers.

“adidas
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2. DEEPEN MEMBER

ENGAGEMENT

WHAT WE ARE REALLY COMPETING FOR: ATTENTION
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HOW TO BREAK THROUGH?

Members who don’t reengage are not leaving angry.

They’re leaving distracted.
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HOW TO BREAK THROUGH?

The most powerful distribution channel is

ENGAGED MEMBERS.
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REFOCUS AT THE WSBA: OUTREACH AND ENGAGEMENT
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REFOCUS AT THE WSBA: OUTREACH AND ENGAGEMENT

WASHIMGTON STATE
E ATION

EAR ASSOCI

11



5/19/2026

REFOCUS AT THE WSBA: STRATEGIC PLANNING

STRATEGIC GOALS (2026-2029)

The areas of most urgent focus needed to operationalize the mission, refreshed on a 3-year cycle
€) ACCESS TO JUSTICE € CULTURE
Advance a fair, w Jsive, effective NG acCe e e ! roster a Ature where ir usivity, be ] ], TIVIIty
tale — ensurna are foundational. ¢ suring tt
AN thrive ang serve

doet ¢ ek ew ¥ avel ts with excellence and intearity

€) TECHNOLOGY ©) GOVERNANCE
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REFOCUS AT THE WSBA: ASKING MEMBERS FOR FEEDBACK

WASHINGTON STATE

BAR ASSOCIATION

ClearPath™~ Management of Customer Behavior
Novernbwer 2023

Washington State Bar Association Research Results
Mornomra! B ar peis Rnmnrh wEETLtS, bae
Momber Benaefity
How tmportant sew thase WSEA rencurces and services 80 you?
o e Lo (39N

Logel luncsbax (15N)
J, Natlonal Business o On-Demand WSBA CLE Seminar{3K]
@ Research Institute o Free legal resesrch toof (30%)

o Live Remate WSBA CLE Seminan (2TW)

Harvocroes and Servicm members are bt sween of:

+ Practicn Managament Asvatance consadtations (29%)
o Londing Litwary {23%

o Law Fum Guides and Semplates [19%)
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OF COURSE YOU WILL USE EMAIL!

Are your messages on brand?
» Be specific. Be Consistent. Be human.

Is your website your hub?

* Are you keeping emails and push-out messages short and to the point
by linking to a central source of information?

Are you giving more than asking?
« Don’t ping members only when you want something (dues, volunteerism
...).- Show up with value.

WASHINGTOM STATE
SOCIATION

EAR AS

OF COURSE YOU WILL USE EMAIL!

REACH in every interaction:

R —real people first, members second

E — earn attention before you ask for anything

A — answer ‘so what” and ‘what’s in it for me?’

C — conversations build trust, communications fill inboxes
H — human stories over institutional copy
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GO FORTH: 30-DAY CHALLENGE

1. Identify and Communicate Your Value(s)
+ Complete your Brand Positioning Worksheet.

* Make sure all your bar leaders can articulate your brand positioning
statement in some form.

2. Deepen Member Engagement
+ Talk to someone you haven’t before in the legal community.
+ Send a member survey.
* Tweak messaging.
* Show up in a new way.

WASHINGTOM STATE
SOCIATION

EAR AS

THANK YOU!
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