FALL 2010

GTLABA President Shelley A. Kest
Financial Jeopardy

| am grateful for the opportunity to serve as your Bar President. Each of us has a Bar Association that we can
be proud of. We are more than a social club that gets together twice a year to have a good time. We make a differ-
ence in our community through education about the law and legal profession, by providing continuing legal education
opportunities for our members at affordable rates close to home, by supporting pro bono services and fostering net-
working opportunities and a collegial Bar.

Your membership of $125, when broken down by broad expense categories is spent approximately as follows:
Dinners ($26); Postage, phone, fax ($12.31); Staff ($73.08); Law Day ($8.46); Law Library ($7.69); CLE ($1.92); Webs
($2.30); Newsletter ($3.00); Legal Clinic ($19.23); Overhead ($8.94); Travel ($3.65) $TE6IB& far exceeding the
current membership rate df125

By comparison, other local bar association membership fees are as follows: Genesee ( $190); Grand Rapids
($215); Ingham ($125); Kalamazoo ($100); Macomb ($130); and Washtenaw ($150). These are much larger associa-
tions, so per member costs are more dilute, and the largest are able to offer services and benefits far beyond what we
are currently able to offer.
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another sense, is a cold, hard reality that | believe should be shared with the Membership.

Our Bar Association is in financial jeopardiRevenues are down and expenses are not adequately supported by
ok NJ RdzSa o L2dzNJ . FNJ ! aaz OAl (A 2WitRZ70 payng Bénbersh cur blidgdt NG E A Y
gests a membership fee of $194 per pers@ur current dues, alone, are not sufficient to make our budget work.

A closer look at the reasons for the change in our economic circumstances reveals the following:

1 Interest income on the money market account is down significartly, $1,740 was earned in 2006; less than
$400 was earned last year.

1 Copier income is also down: $3,600 was generated in 2006, but only $2,400 was earned last year, as fewer law-
yers are using the library, and those that do are not necessarily copying or printing.
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1 Dinners, an important social part of membership, please contact Jill Porter to make arrangements so that
are also more expensive. We spent $5,200 in 2006/ou can stay connected until you are able to pay your
and nearly $7,000 last year. A large part of this is dliees.

to members who register for events but do not at- Note; The bar association budget and accepted
USYR® bSINIe bPonn o6Fa phidylfimaftiazeportddietadhfabld onhe TEABR A Y T
ner on neshows alone. website in the members section. Please feel free to contact

o o GKS aa20Al GA2y Qa GNBI &dzNBEND
1 Historically, the Bar Association has made an an-gao|.com) or director, Jill Porter (jporter@gtlaba.org) with
r)ual gonation of $§,OOO tq the Pro Bono Qlinic. GiYSLﬁ}/,questionS}/ou might have. o A L
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no longer continue this level of financial support witl 5.4 of covernors
out additional fund raising efforts dedicated for this

President Shelley A. Kester 922-6800

purpose. _ _
PresidentiElect  Mardi Black 271-3402
On the positive side, membership and newsletter e; PastPresident  Jo L. Bullis 941-1210
penses have stabilizedar Membership will likely reach Secretary Deborah Rysso 9335207
270, up 2_0 from 2007Newsletter expenses have been _ Treasurer Corey J. Wiggins 9468630
offset by increased ad rates, and this year, we are cuttin At Large: Aaron K. Bowron 6/30/12 9468630

costs by reducing the length of the newsletter to eight
pages.Despite continual rate increases, postage costs
have been cut by 66% since 2007, and telephone/fax BrianA. Hall  6/30/12 9320411
charges will drop by close to 33% this year. Lawrence LaSusa6/30/11 3929616
Marie Walker 6/30/12 5905108
Jay Zelenock 6/30/12 9299529
Jill Porter 922-4715

Laura Garneau 6/30/12 941-9660

Our Bar Association website is professional, and tl
association is well served by executive director, Jill Port: _
who has reassigned nancome producing duties to an ~ EXec. Director
assistant in an effort to save costs. The Baristruly bles """~ """7""""777""""7777"""777"""Toooooooomo oo
to have the professional services of Jill Porter whose prez
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the health and professionalism of our Bar Association. Reozanski & Associates Inc.
Enterprise consultants working for your success

The Bar Association is in the process of establish 'nd:. I
an Affiliate Program Partner program which should bring' _‘
in more income via hurdle fees, increased print and elegc
tronic advertising and event sponsorships.

We specialize in working with professional services
firms. Our initial consultation where we learn more

. . L about your enterprise and how we can work together,
Finally, the Board of Governors is establishing a con- ;¢ provided on a no-charge basis. We offer:

mittee to investigate and make recommendations to the
Board for improving the overall fiscal health of the Bar As- - Strategic and Tactical Planning

sociation. Every Bar Member is encouraged to email syg- ¢ Product and Service Research and Development
gestions and ideas for increasing revenue and decreasing * Sales and Strategic Marketing
e_xpenses,including the idea that bar tabs (the other 8f5;§:;‘1?fﬂ':;n§f:;1:;;16nt

k_lnd) be reqlucedto Deborah Rysso, atrysso@ - Information Technology

rizzolawonline.com + Technical Writing

+ Training and Courseware Development

14

I have come to the conclusion that a strong Bar As-

sociation is important, because it serves as a reflection|of Ourworld-class services are affordable and highly
the professionalism and quality of its members. We nged effective whether you are a solo. small or medium
your attention and support to preserve your Bar Associp- sized enterprise.
tion. Thank you for permitting me to be the bearer of the 3859 Lamplighter Or., STE 100
facts. | ask that each of you to renew your membershij Saginaw, Michigan 485038656

'S : | . Phone: 888-225-2570 . Fax,089-064-0671 .
V26 AT &2dz KI g8y Qi |t NBI R2'Y SmofifomrbdoRnsad @2 dzNF 38 |y 2y

members to join. If you are presently unable to renew, waeawy rozanskiandassoc.com
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Intellectual Property: A Primer for Creative Entrepreneurs

Lawrence R. LaSusa

Intellectual property is the last field of law ample, American Express holds many business process patents
. that most lawyers and business owners evand makes a fortune by licensing them.
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‘ 1 driven global economy it should be the first 2. Inventory your business for IP assets
. YR F2NBY2a0® hdNJ yldA2yQa F20dza KI a

‘ : ‘ moved away from relying on natural re- Start by reviewing your marketing materials and website.

ﬁ sources and manufacturing. We have en- The goal is to uncover any IP assets used or owned by your busi-

tered a time of economic revolution in ness, and then identify how important they are to your contin-

which success rests upon our ability to harness and leverage ued and future business. Create a catalogue of all registered
intellectual potential, human resources and great ideas. Yourrademarks, copyrights, patents and licenses. Then look at and
rights in intellectual property are designed to protect you and catalogue any of the same types of IP that are being used but
your business from unfair competition. This article discussesare not registered, as well as any trade secrets or business proc-
some basic steps to starting to understand the vast and compé&ses and inventions that are not yet patented. This type of au-
area of intellectual property (IP). dit can help create an IP licensing revenue stream, as well as
indentify any IP that your competitors may be infringing upon.

1. Educate yourself
3. Protect your IP

IP takes many forms: trademarks, trade secrets, copy-
rights, and patents. As a business owner who investstimeand | SNB Aa 6KIFG Yz2ald fF 68SNE 62
money in researching and developing your business you neeg® always necessary and limits the useful life of your IP. Trade
know what kind of property you are seeking to protect. Each mark registration does not override common law rights that
one of these IP forms has boundless permutations and nuancgsach at first use. Once registered, your great idea becomes
however, here are some basic descriptions. A trademark is apublic knowledge and the protection of it has a limited shelf life.
name, slogan, symbol or design used to identify your businesSrade secrets are no longer secret. Coke never patented its for-
and products in the marketplace. Generally speaking, itneedg dzf | F2NJ G KI G NBIF &2y o / 2 LJ8 NR 3¢
to be unique and not merely descriptive. plus 70 years. Patents are only good for 14 or 20 years.

Trade secrets cover a wide range of commercial and tech-  The best way to protect your trade secrets is to dissemi-
nical information and have no precise definition. Atradesecrgtl (S GKI G AYyFT2NNib-{i¥2¢§é 2F adA 8¢ |
is really any valuable formula, pattern, device, process or othe/mployees (and independent contractors or vendors) sigrnon
information you use in your business that gives you an advandisclosure agreements or covenants not to compete before they
tage over cqmpetitors who QO not know or use that iljfoArmatiogrg hired, or even after they are hired as a condition of their
¢KS 188 G2 o0SAy3 I aldN¥RS asdathded émpldymentl Bd vigilant &Sut profedtiagN@Ut righits? Y
secret. Courts frown on infringers but take no pity on those who are
GFNRe& Ay aidlyRAY3 dzLJ F3FAyald Ay
Trade secrets do not include information thatcanberea®@Sa A di¢ RSYlFyR t SGGSNI i GKS T3
ily ascertained or acquired by the general public or competitog i | @ 2y (G 2LJ 2F GKS AYyFNRYISNI iz
without significant difficulty. Some things that are typically coferget you really have a business and legal cost/benefit analysis
sidered trade secrets are pricing formulas, customer lists, ando make: do you license or litigate?
specialized software programs, devices, manufacturing methods,
techniques, or testing processes. Copyrights are the set of exclu- The bottom line is simple: If you do your homework in
sive rights granted to the author or creator of an original work4@vance, you may be able to avoid the expense of an infringe-
copy, distribute and adapt the work. These rights can be li- ment lawsuit. But, if you have to use the courts, your prepara-
censed, transferred and/or assigned. tion and better understanding of IP will help you work with your
attorney to decide whether a lawsuit is likely to produce cost
Copyrights apply to a wide range of works that are in a effective results, and ultimately will help you to negotiate the
substantive form and fixed in a medium. (e.g. songs, stories, best possible arrangement to pursue your matter to successful
films, paintings, software programs, etc.) conclusion.

Finally, patents, like copyrights, grant the inventor the _ . _
lusi ight t fact Il and distribute th duct Lawrence R. LaSusa is a principal attorney of LaSusa Law Offices, PLC and
exclusive right to manutacture sell and distribute the product, has extensive business and litigation experieMe.LaSusa can be reached at

design or process. Yes, patents can apply to processes. FOri@¥@ lasusalaw.com or 23392-9616. © 2010 by Lawrence R. LaSuEais
article was originally published in the August 2010 issue of thgerse City
Business News
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Young Lawyers Update
By John Di Giacomo

The Grand TraverdeeelanavAntrim Bar Association (GTLABA) Young Lawyers group continues to hold monthly
networking events sponsored by local law firms.

The GTLABA Young Lawyers group has also created a Facebook group to better inform our members of upcoming
events and continuing legal education opportunitide use of Facebook to connect with its members has allowed
the GTLABA to expand its upcoming events to lawyers both young and young atMearbers can join the GTLABA
group at http://bit.ly/djg42S.

Several attorneys from the GTLABA Young lawyers group, as well as Judge Haley, also recently participated in the
'YAGSR 21e&Qa 51e& 2F /IFINARAy3a S@Syidsz ¢6KSNB (GKSe& Lizi GKS
NI} O1a FT2NJ! yRNBQa tftFO0ST | NI 2dziNBFOK LINRINIY F2NI

If your law firm is interested in sponsoring an event, future bar night or assisting with the YLA Facebook group,
please contact John Di Giacomo at john@travéeg@l.com or at (231) 932411.

B e E e e e e e e Ea e
E CLE Committee Chair Sought

"
m my - . —
N N Diehl & Associates Investigations, PL.L.C.
™™ The GTLA Bar Association seeks a new Chair {gh its ; ; : .
.. . . Experienced, Professional Private Investigators

=y Continuing Legal Education (CLE) Committee. Bpe

Chair will implement and promote CLE progra 526 West 14th Street

for members of the bench and bafhe CLE Co ?é",‘:rse City. Michi

. . ) ) . ty, Michigan 49684 .

my mittee is also looking for your input into what prig Sived. 531 FTHEEH Thomas R. Diehl, MA
H grams you I|ke, would like to see more Of, or if Cell:  478-361-3143 Retired FBI Spec|a] Agent

Office: 231-883-7500
info@diehlinvestigations.com

*n
E www.diehlinvestigations.com
"
'

are interested in presenting a CLE progrdfor
® more information contact Larry LaSusa at
" llasusa@lasusalaw.com.

" e e e e e e e e e

NORTHERN MICHIGAN REAL ESTATE CONSULTANTS

foesh
LITIGATION COPYING

Litigation Support Services PICK-UP & DELIVERY
B Appraisals & Appraisal Reviews
: Valuation Analysis 231 -946-3260

Valuation Strategy

B Competent Advice KWI” Pl'lﬂt 515 S. Garfield Ave.
Michacl Tarnow, MAI » Mark Faucher, MAI Corner of 8th & Garfield Traverse C|ty’ MI 49686
Lo <o < rmecon | 2319462401 (FAX) - kwik@kwikprintcopy.com

Bar Association Newsletter

Editors & Committee G€@hairs: Aaron Bowron and Corey Wiggins. Published Quarterly. Kindly mail articles and inforn@&TioAB& by
December 20, 2010for publication in the winter issue. Questions or comments should be directed to Aaron Bowron at legaloil@aol.com or
Corey Wiggins at coreyjwiggins@aol.com.
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Devel oping and Managing A Firmds Mar ketin
Ursula Rozanski

Marketing is essential to building a lawbasis. This will allow for adjustments to be made to the market-
FANNQa Of ASyd ol a S singbuddet amdunt that areé based uypdn KridWd-tengible aYiar
L2ySyid 2F GKS FA N Qians sudzis fofetadsted rédénbieg wersus Adilikl Gollebtedfreve-
Success Factors (CSF) for developing a nues, as well as allow for similar adjustments to be made to the
FANNVQA &SI Yt Saa Yl NiaRdidgguscess indbbuie@eh@metkicg. JlieduBré consistently
(1) developing the marketing success mediat this is done, the higher the accuracy and the greater the
urement metrics, (2) understanding the control the firm can exert over its marketing investments. (6)
target markets and competitors, (3) develdLoading the marketing budget information into a tracking and
oping the marketing budget, (4) developinghanagement tool that is readily accessible and easy to use for

the brand or image, (4) planning and updating purposes. (7) Contacting sales representatives from
scheduling the promotional opportunities, (6) developing the different advertising media and promotional outlets to compare
marketing collateral, (7) identifying the féeee promaotional their package deals, pricing, frequency, geographic area, and

opportunities, (8) identifying the febased promotional oppor- circulation or estimated audience if planning media buys (i.e. ad
tunities (9) updating the brand and marketing collateral as re-placement, TV promotions, etc.). (8) Developing the marketing
quired, and (10) managing the overall marketing budget, planbudget as a part of the overall marketing strategy (including the
brand and collateral on a consistent basis (accountability) as amarketing plan, and the marketing collateral) well in advance of
AYLRNIFYG LINI 2F G§KS FANYQ Startingloi éxgabding thefitmNJ9)YiICBr3iderirlg yh&folldwdag dzN
plans. dynamics which affect any marketing planning activities: the
O2YLISGAGAZ2Y Q& YI NJ éijf\yzl G Ol A O
As you may imagine, each of the aforementioned Critic@ | LJG dzZNS> K2 g ¢Sttt G(KS TFTANYQa O:
Success Factors can contain enough information to fill numerdus Ny Qa GF NBSG YINJ Sio6aos GKS &l
articles, become a project, and/or provide the basis forawhiey G KS FANN Q& Gl NBSG YI NJ[ Si6auvc
paper. The intent of this article is to provide an overview of thp dzZA NS R (2 Yl yl3S odF 1S | 002dzy it
3rd CSFdeveloping the marketing budget. 0dzZRASG>E LI FYyS ONFYR FyR O2ftfl
current brand state. This step provides another check and bal-
The Marketing Budget A marketing budget mustbe ' YOS GKE G OFy {(SSLI GKS FANY¥Qa
based upon a tangible number such as the annual collected Supporting its business strategies. (11) Tracking the time that is
revenues for an existing firm (based upon a1l or2yearco- A Y@Sai SR 6@ G(KS FANKYQ& 24y SNDaA
lectectrevenue history) or the projectetevenues for a recently R S LI 2 & 0KS FTANYQ& YIN]SGAY3I &l
established firm. Basing the marketing budget on a financial I~ & K/ORRSI¥ ' yR aK2dzZ R 6S AyOf dR
business goal allows the firm to initially set the marketing inve&tdzR 3 S G @ Pa UKS AYyAOuArRt aul 3sSa
ment amount with some level of confidence. Once the marke@Pment and use (first § 12 months), this investment of time
ing budget is developed in this manner, it can be adjusted agvill be higher, but should ramp down in time as: (a) the dynam-
revenues are collected to dynamically bring it in line with the ics of the plan become familiar, (b) the marketing success meas-
FANVYQa FoArfAGe G2 Ay@Sad Ay uemernéricsbgcame more predictable, and (c) the adjust-
ments to the marketing budget and its reserve become less fre-
DdzA RSt AySa (2 O2yaARSNI gAEH) RSGSt2LIAY3I (GKS FANNQA YI Nt
keting budget include: (1) Setting aside from 3% to 10% of
forecasted or actual annual revenues and allocate these funds to _ The 12Month Marketing Plan- Once the firm has devel- 3
the marketing budget. (2) Setting aside 15% of the calculated LISR FO20yKIMIRKS Yy OS¢ Y NJ SGAy3 odz
FyydzZ f YEN]SGAy3 0dzR3ISE +a RSPSARENAKS Smra82 Y & NoEhdEes & & v
used in the event of unforeseen marketing opportunities that ing Plan identifies the how, when, why, what, how much and
KE @S + KAIK LINBoloAtAGe 2F VESGAKINPNRIEOESRAFANRFES YL N Hi 4
marketing success measurement metrics. (3) Setting the pera scheduled and read|ly manageable format. Our next article in
O8y il 38 2F NBOSydzSa +tt20F8KS(SaliRNESHANREOs aPNRPEAYEE 5 QRE
higher if the firm is newly established or has updated its imagéeploying and managing the 22onth Marketing Plan.
GGONFYRED NBOSyGteasz FyR a80 Al t268NIAF GKS FANY A& 68ff &
GAGK | 6S8Stf 1y2s6y |yR St &RIARpzeEd§gapaging Rringingl/Fyesidens ofReepnsyi & Asseeigtes, {g & |
tion) brand. (4) Developing and setting success measureme |ch|:ganbased management consulting / resources provision firm for solo and
all to medium enterprisesvw.rozanskiandassoc.cgnand in particular
metrics for the marketing budget that are realistic and SUPPOrrofessional services firms. The company was established in 1995 and incorpo-
GKS FANXYQa G OGAOIE | yR ai Nraad® 2oL Qrsun cagoSrédahel @ Sraiiaranski @8zéndih Oa Ol y
the number of new clients, incremental revenues, new servic dassoc comor by phone at 989252570. © 2010, Rozanski & Associates,
new demographics, etc. (5) Scheduling the marketing budgef1 - Allrights reserved.
_reviews to occur on a monthly, or at a minimum, on a quarterly

&
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In Memoriam From the State Bafi TAON Rule Changes
Stuart D. Hubbell

The GTLA Bar Association extends its deepest ym- ~ New Michigan Rule of Professional Cond_uct 1.15A,
pathies to the family, friends and colleagues of StuarD2IS0 known as the Trust Account Overdraft Notice (TAON)
Hubbell who passed away in September. Rule took effect on September 15, 2010. Michigan lawyers
need to know about the most serious consequences of a

Stuart practiced law in the area for many years a dtl’ust account overdraft financial institutions will be re-
was a mentor to many GTLABA members, including |I:isguired to report overdrafts to the Attorney Grievance

sons. His charitable nature and guidance will be gregtijzommission. A brief summary of the requirements of the
missed. TAON Rule is provided below:

* Financial institutions doing business in Michigan must
submit a signed agreement to the State Bar of Michigan to
obtain approval to maintain lawyer trust accounts as de-

Notables fined by MRPC 1.15(a).
* Lawyers must confirm that their financial institutions

JoL. Bulis9 £S 0dzi A 65 5 4 N5 04 p fELH [Feleeproyeqognge instuions posted on,
Resource Center and Igmigme GTLABA board mgmbe op| i AON _list. pdf
wasnamedonecdd A OKAILY [l 28X p%]gT[P
AY [} g oé CKAA F & NR g1 o0 "9\R furthgr qtion is yequigesl kydayvyers fortheigpre-
careers demonstrate a commitment to civic and pro existing IOLTA accounts; these accounts have already been
bono work and mentoring.  Jo was the only attorney identified as lawyer trust accounts by financial institutions
north of Grand Rapids to be included in the list of when opened by lawyers.
twenty. * Lawyers must contact their financial institutions to
change the name on their nel®LTA accounts to include
James Olsomf Olson, Bzdok & Howard, was se- UKS USNY alUNMzEue 2N aSdONEg>

lected to receive a State Bar of Michigan Champion o¢f account name. ) 3 3

Justice Award for his environmental work includingthe f [ € SN&R Yl e R2gyt2FIR | T
Michigan Citizens for Water Conservation v Nestle Wa-website and submit the completed form to their approved

ters North Americacase and his current work, formally financial institutions for each nelfOLTA trust account and

and legally codifying that the Great Lakes are held in|th@rovide a copy to the State Bar.

public trust for current and future generations. * Lawyers must continue to safeguard client and third

party funds held in trust to avoid all overdrafts to their
IOLTA and neiOLTA accounts.

* Approved financial institutions maintaining lawyer
trust accounts must submit overdraft reports within five
banking days of any overdrafts to the Grievance Adminis-
trator of the Attorney Grievance Commission.

86th District Court Taking Bids for Court Appointed Attorney Contracts

Bids are being accepted for 202012 contracts in Grand Traverse, Antrim and Leelanau counBeis are due by
5:00 p.m., Wednesdajjovember 17, 2010

Bid packets are available in the following manner:
On the web:www.grandtraverse.orggo to Courts, 86th District, QuickLinks, Requests for Bids, Proposals and Qualifi-

cations) or, by contacting the Court Administrator, Carol Stocking, at the Hall of Justice, 280 Washington Street, Trav-
erse City 49684, cstockin@grandtraverse.org, or by callingt5Q2.
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Golf Outing Wrap Up

The Grand TraverdeeelanavAntrim Bar Association held
its 27th Annual Golf Outing on September 9th at EImbrook Golf
Course in Traverse City.

In a closelycontested game settled by a playoff round, the
winner of the Jack Roney Memorial Cup was the foursome of Greg
Jenkins, Brian Johnson, Ralph Munch and Kevin Endres. The run-
ner-up team consisted of Jennifer Jones, Mike Richey, Troy Stew-
art and Josh Reynolds.

¢tKA&a &@SIFNDRa 2dziAy3d NIXAaSR 20
{ SNDAOSazZ LYyOd 2F ¢NI¥ FSNBRS / Ade
@8SIFNJI F2NJ dzaz yR ¢S FINBE a2 3aANX
said Jennifer Kowal, Program Director at CRS.

Kudos to first year golf outing organizers, Mike Swogger and
Jeff Noorman, as well as CRS and the GTLABA for making this tradi-
tion both fun and profitable!

Heard in the Halls

. \{‘ The Law Office dilaura N. BrennanPLClocated at 1000 S. Garfield, Suite 3, Traverse City, Ml
S50 1 hasmoved to a new location at 236%2 E.  49686. John is a regular speaker for the Institute of Con-
Front St., Suite 21, Traverse City, Ml 4968thuing Legal Education and is the Michigan Chairperson of
She can be reached at (231) 42480 or the American College of Trust and Estate Counsel. Diane is
Mbrennan3@earthlink.net and found on tha member of the Elder Law and Disability Rights Council of
web at www.MauraBrennanLaw.com. the State Bar of Michigan and the President of the School
Board of Woodland School.

Chris Bzdok, Gerald Chefalo, Mike Riclaay Kar-
rie Zeitswere among the "40 Under 40" recipients se-
lected by theTraverse City Business Newe 40 Under
40 list, published every Septembéighlights the forty
most influential individuals in the region under age 40.

Three attorneys fronsmith Haughey Rice &
w2 S 3 Br&/€se City office have been selected for inclu-
sion in the 2011 edition ofhe Best Lawyers in America
They are Mark P. Bickel (kise-company), Todd W. Mil-
lar (insurance law) and Ronald A. Schuknecht (bankruptcy

) and creditordebtor rights law).
Larry LaSuseecently gavea presentation to the

CPA Law Forum of Traverse City at the Traverse City Golf . onarq R. Weavds running for NMC Trustee in this

YR 12y iNE J{do3 Sy Py S sich 26 08 & A oNPeS NIE &
F2NJ / NBIFUA DS Itfocysedas thiwalye STdzNf &R paniels and has served on many nonprofit and for

informing clients about identifying and protecting inteIIecﬁroﬁt boards of directors.
tual property to leverage aimcrease in the value of their
business.

Shawn Wordenhas started his own

firm, 360 Law. He is providing legal services
John A. ScotandDiane in the areas of Commercial Litigation, Per-
Kuhn Huffhave sonal Injury Litigation, Business & Personal
changed the name of Law, Municipal Law, Health Care Counsel,
their Traverse City law Estate Planning and Criminal Defense. His
firm to Scott & Huff, firm is located at 109 S. Maple, Traverse City,
P.C., to recognize Dianévll 49684, and he can be reached at Z&BP2-0360 or
becoming a shareholdesshawn@threesixtylaw.com.
in the firm. They focus
their practice on estate planning, probate and trust ad-
-ministration, elder law and real estate. The office remains




