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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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1. IDENTIFY AND 
COMMUNICATE 
YOUR VALUE(S)

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”

BRAND = VALUE, VALUES, AND PERSONALITY

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

WSBA BRAND PLATFORM
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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. 

BRAND PLATFORM CASE STUDY

Nike vs. Adidas

• Nike: Innovation, inspiration, empowerment, perseverance, “Just Do It” mindset.

• Adidas: Performance plus streetwear, relevance, artists, influencers.

BRAND PLATFORM CASE STUDY
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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.

HOW TO BREAK THROUGH?

The most powerful distribution channel is 

ENGAGED MEMBERS.
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REFOCUS AT THE WSBA: OUTREACH AND ENGAGEMENT

REFOCUS AT THE WSBA: OUTREACH AND ENGAGEMENT
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REFOCUS AT THE WSBA: STRATEGIC PLANNING

REFOCUS AT THE WSBA: ASKING MEMBERS FOR FEEDBACK

23

24



5/19/2026

13

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. 

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. 

THANK YOU!
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