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REQUEST FOR PROPOSALS 
GMU-1692-21 

ISSUE DATE:               November 04, 2020 

TITLE:            Creative & Marketing Services 

PRIMARY PROCUREMENT OFFICER: Erin Rauch, Assistant Director, erauch@gmu.edu 
SECONDARY PROCUREMENT OFFICER: James F. Russell, Director, jrussell@gmu.edu   

QUESTIONS/INQUIRIES: E-mail all inquiries to both Procurement Officers listed above, no later than 4:00 PM EST on 
November 19, 2020. All questions must be submitted in writing. Responses to questions will be posted on the Mason 
Purchasing Website by 5:00 PM EST on November 24, 2020. Note: Questions must be submitted in WORD format. Also see 
section III. COMMUNICATION, herein. 

PROPOSAL DUE DATE AND TIME:  December 09, 2020 @ 2:00 PM EST. SEE SECTION XII.A.1 FOR DETAILS ON 
ELECTRONIC PROPOSAL SUBMISSION. 

In Compliance With This Request For Proposal And To All The Conditions Imposed Therein And Hereby Incorporated 
By Reference, The Undersigned Offers And Agrees To Furnish The Goods/Services In Accordance With The Attached 
Signed Proposal Or As Mutually Agreed Upon By Subsequent Negotiations. 

Name and Address of Firm: 

Legal Name:      Date:     

DBA:    

Address:    
By: 

      Signature 

FEI/FIN No. Name:   

Fax No.   Title:     

Email:      Telephone No.    

SWaM Certified: Yes:   No:  (See Section VII. SWaM CERTIFICATION for complete details). 

SWaM Certification Number: 

This public body does not discriminate against faith-based organizations in accordance with the Governing Rules, § 36 or against 
a Bidder/Offeror because of race, religion, color, sex, national origin, age, disability, or any other prohibited by state law relating 
to discrimination in employment. 

Purchasing Department 
4400 University Drive, Mailstop 3C5 
Fairfax, VA 22030 
Voice: 703.993.2580 | Fax: 703.993.2589 
http://fiscal.gmu.edu/purchasing/ 

Rebecca Annette Mengel-Freund

December 7, 1975

611 Sonora Court

Cincinnati, OH 45215

Graphic Designer

513-260-8799me@beckycreates.com

no

SSN

November 24, 2020
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ATTACHMENT A 
SMALL BUSINESS SUBCONTRACTING PLAN 

TO BE COMPLETED BY OFFEROR 

It is the goal of the Commonwealth that over 42% of its purchases be made from small businesses. All potential offerors are 
required to include this document with their proposal in order to be considered responsive. 

Small Business: "Small business (including micro)” means a business which holds a certification as such by the Virginia 
Department of Small Business and Supplier Diversity (DSBSD) on the due date and time for proposals. This shall also include 
DSBSD certified women- owned and minority-owned businesses and businesses with DSBSD service disabled veteran owned 
status when they also hold a DSBSD certification as a small business on the proposal due date. Currently, DSBSD offers small 
business certification and micro business designation to firms that qualify. 

Certification applications are available through DSBSD online at www.SBSD.virginia.gov (Customer Service). 

Offeror Name:     

Preparer Name: Rebecca Mengel-Freund   Date: December 6, 2020 

Who will be doing the work: □ I plan to use subcontractors □ I plan to complete all work 

Instructions 
A. If you are certified by the DSBSD as a micro/small business, complete only Section A of this form.

B. If you are not a DSBSD-certified small business, complete Section B of this form. For the proposal to be considered and the
offeror to be declared responsive, the offeror shall identify the portions of the contract that will be subcontracted to DSBSD
certified small business for the initial contract period in relation to the offeror’s total price for the initial contract period in
Section B.

Section A 
If your firm is certified by the DSBSD provide your certification number and the date of certification. 
Certification Number:     Certification Date: 

Section B 
If the “I plan to use subcontractors” box is checked, populate the requested information below, per subcontractor to show your 
firm's plans for utilization of DSBSD-certified small businesses in the performance of this contract for the initial contract period 
in relation to the offeror’s total price for the initial contract period. Certified small businesses include but are not limited to 
DSBSD-certified women-owned and minority-owned businesses and businesses with DSBSD service disabled veteran-owned 
status that have also received the DSBSD small business certification. Include plans to utilize small businesses as part of joint 
ventures, partnerships, subcontractors, suppliers, etc. It is important to note that these proposed participation will be incorporated 
into the subsequent contract and will be a requirement of the contract. Failure to obtain the proposed participation dollar value or 
percentages may result in breach of the contract. 

B. Plans for Utilization of DSBSD-Certified Small Businesses for this Procurement
Subcontract #1
Company Name:   SBSD Cert #: 
Contact Name:   SBSD Certification: 
Contact Phone:   Contact Email:  
Value % or $ (Initial Term): Contact Address:  
Description of Work: 

Subcontract #2 
Company Name:   SBSD Cert #:  
Contact Name:   SBSD Certification: 
Contact Phone:   Contact Email:  
Value % or $ (Initial Term): Contact Address:  
Description of Work: 

Rebecca Annette Mengel-Freund

Type text here



PROPOSAL
December 7, 2020

RFP GMU-1692-21
CREATIVE DESIGN
Application for Preferred Vendor status



01. ABOUT BECKY MENGEL FREUND

I am an independent Graphic Designer with 21 years of experience in the 
higher education, non-profit, medical and publishing industries. Would you 
please consider me as a preferred Creative Design vendor with George Mason 
University? I am a proven professional who will provide successful design 
collateral on time and on budget.

Please see my resumé on page four of this document for more details about 
my expertise. To view examples of my work please see pages 6-10 or visit 
www.beckycreates.com. Working with me would be a huge win. You have 
over a two decades of solid design experience at your disposal—in a vendor 
who is already well-versed with the George Mason brand and can deliver 
immediate results.

Thank you very much for your time.

Becky Mengel Freund
Independent Designer

X. STATEMENT OF NEEDS:   

Contractor(s) shall provide various 

creative design and marketing 

services as outlined below. Where 

applicable, contractor must follow 

Mason’s Visual Identity guidelines.

A. CREATIVE DESIGN:   

Contractor shall make substantive 

and meaningful recommendations for 

the creative direction and 

development of materials based on 

creative briefs supplied by 

department. Creative direction must 

ensure production of materials are 

consistent with Mason’s marketing 

strategy, brand identity, 

communications platform, and meets 

its quality standards.



02. WHAT I CAN DO FOR GEORGE MASON UNIVERSITY

My mission: To create unique, professional, exciting solutions for George 
Mason University. 

I work closely with my clients to fully understand their audience and the goals 
of each project. Whether it’s a multi-faceted marketing campaign or a simple 
web graphic, I will generate designs that make George Mason University look 
good.

For the past three years I’ve proven myself to be a reliable design partner 
with Mason, primarily with the departments of Continuing and Professional 
Education and Executive Development. In this capacity I created various print 
and digital collateral such as:

•	 direct mail	 •	brochures	 •	 flyers	

•	 print advertising	 •	web advertising	 •	social media graphics

Due to my previous experience with the University I am very familiar with 
Mason’s visual identity and I have a clear understanding of the University’s 
brand guidelines.

In addition to the services referenced above, I am very accomplished in 
infographic design and publication design. I also have over 15 years of 
experience designing marketing campaigns for a variety of events including 
fundraisers, trade shows and conferences.

Detailed in my resume you will find a solid background in graphic design and art 
direction. In this capacity, I developed expertise in creating advertising campaigns 
and developing marketing materials, and have become adept at multi-tasking and 
managing the needs of multiple contacts and project managers. I am also very 
comfortable sourcing and working with photographers and other vendors in 
various different locales. I am confident that my experience in these areas will 
prove to be a valuable asset to George Mason University.

Methodology: I partner with my clients from project inception to finish. 

1.	 Client sends content/creative brief. We discuss via email/phone/Zoom.

2.	Research: I conduct all necessary market & creative research. 

3.	Brainstorming: I sketch and create moodboards as I brainstorm design ideas. 
I consult with my client contact as needed throughout this process.

4.	Visual Exploration/Concept Refinement: I narrow ideas to the 1-3 most 
successful concepts. I refine these designs, then present them to the client. 

5.	Client feedback/Revisions: I work hand-in-hand with my client to choose the 
most successful concept and revise it to perfection.

6.	Client approval and final delivery: Upon approval I supply press-ready and/or 
web-ready deliverables. I send files to the client or directly to a third party 
vendor according to client’s preference. I work with any third party vendors as 
needed to ensure a successful delivery of the final product.

X. STATEMENT OF NEEDS

A. CREATIVE DESIGN:  

BASIC REQUIREMENTS:

1.	Creating, designing, and producing 

print, outdoor, broadcast and 

Internet branding campaigns.

2	Creating, designing, and producing 

enrollment/direct response 

campaigns that could include 

advertising, direct mail, landing 

pages, video and HTML emails, 

digital media, social media, etc.

3.	Creating, designing, and producing 

collateral materials such as brochures, 

flyers, booklets, newsletters, 

folders, posters, CDs, etc.

4.	Creating illustrations and graphic 

devices such as symbols.

B. SPECIFIC REQUIREMENTS:  

...submit the following items as a 

complete proposal. 

3.	Specific Plan (Methodology):  

Explain your specific plans for 

providing the proposed services 

outlined in the Statement of Needs 

including:

	 a.	Your approach to providing the 

services described herein.

	 b.	What, when and how services 

will be performed.



03. RATES

Rate

Hourly Rate per hour of graphic design time $75

Bids available upon 
request

based upon hourly rate and estimated 
time

Varies

I work based on hourly time or by bid.

I prefer payment Option #3 as specified in the RFP section XV:
Net 30 Payment Terms. 
“Vendor will enroll in Paymode-X where all payments will be made electronically to the 

vendor’s bank account...”

XI. COST OF SERVICES:

Provide hourly rates for any services 

proposed. Rates shall include all 

overhead costs.



becky mengel freund
graphic design + creative marketing

BECKY CREATES

DESIGN FINESSE

513.260.8799  /  me@beckycreates.com www.beckycreates.com

summary 
Experienced Art Director with over 21 years of professional experience developing successful marketing 
campaigns, coordinating and designing publications, and providing visual solutions.

experience
Independent Designer - Self Employed:  September 2002 - Present

Design a wide range of materials for regional and national clients from the higher education, non-profit, 
medical and publishing industries. Notable clients include:

•	 George Mason University:  2017 - Present 
Currently design a wide range of materials including web graphics, direct mail, and brochures. Primarily 
work with the departments of Continuing and Professional Education and Executive Development. Have 
developed a deep familiarity with George Mason’s brand standards.

•	 Planned Parenthood of Metropolitan Washington, D.C. Inc.:  2020 - Present 
Created the Havana Nights campaign for the PPMW 2020 Gala including sponsorship materials, web graphics 
and print invitation. Created a box for the “gala kit” when the 2020 event pivoted to a virtual format.

•	 WriterGirl:  2019 - Present 
Create infographics and other materials for the Medical industry. Work successfully with numerous project 
managers and writers.

•	 Cincy Magazine:  2011 - Present 
Art Direct and design Cincy Magazine-branded periodicals as needed. Past publications include Dayton 
Magazine, Ohio Business and Dayton Wedding among others. Work with various editors and the in-house 
art director. 

•	 Loyola Law School, Los Angeles:  2010 - Present 
Design a wide range of materials for several departments. Create materials for event marketing, email 
graphics, and promotional mailers/brochures. In 2020 helped implement Loyola’s new brand visuals, and 
pivoted many event promotions to online versions.

Art Director - ST Media Group International:  May 2005 - November 2011. 

Functioned as an internal design agency for the company. Created a wide spectrum of marketing materials 
including magazine ads, brochures, web sites, web banners, trade show graphics, magazine sections and 
billboards. Extensive experience with direct mail pieces. Worked with copywriters to conceptualize 
marketing campaigns for ST Media's national conferences and publications. Gathered bids and coordinated 
all printing jobs. Archived all marketing artwork. Some experience working with Latin American markets.

•	 Art Directed successful multi-media marketing campaigns for several national trade shows and 
conferences, resulting in record attendance at events.

•	 Company “point person” for interactions with design-related outside vendors (printers, stock photography, etc.)

Assistant Art Director, Advertising - Business Courier, Cincinnati, Ohio:  June 2000 - May 2005.

Closely worked with account executives and clients to plan, design, and coordinate advertising campaigns 
and supplemental publications. Cooperated with marketing department to conceptualize and produce 
marketing materials, trade show materials, window displays, and event collateral. Handled all pre-press issues 
involving advertising artwork Extensive experience interacting with photographers, printers, and other 
outside vendors.

•	 Successfully coordinated and designed a 76-page guide to hotels and convention centers which was 
published in 4 cities.

•	 Coordinated and designed a quarterly magazine for a regional law firm, which published in two markets.

•	 Received a 2004 American City Business Journals Pinnacle Award for promotional design.

Designer/Marketing Specialist - Corporate Document Solutions, Cincinnati, Ohio:  April 1999 - June 2000.

Designed both in-house marketing materials and projects for clients.  Solved pre-press concerns. Customer 
service responsibilities were an integral part of the job.



becky mengel freund
graphic design + creative marketing

BECKY CREATES

DESIGN FINESSE

513.260.8799  /  me@beckycreates.com www.beckycreates.com

education
Youngstown State University, 1999, Magna Cum Laude
Major: Graphic Design
Minor: Professional Writing and Editing

references
Lisa O’Rourke 
Marketing Director 
Continuing and Professional Education 
George Mason University 
lorourk@gmu.edu 
703-993-2113

Kimberly Allen 
Co-Founder / Chief Experience Officer 
Something Fabulous

Project Manager  
Planned Parenthood of  
Metropolitan Washington, D.C. Gala 
kallen@somethingfab.com 
248.875.2388

Amy Murphy 
Project Manager 
WriterGirl 
amymurphy@writergirl.com

Eric Harmon 
Publisher & President 
Cincy, Dayton, NKY, and Ohio Business Magazines 
eharmon@cincymagazine.com 
513-297-6205 

Brian Costello  
Director, Marketing & Communications 
Loyola Law School, Los Angeles 
brian.costello@lls.edu 
213.736.1444

Barbara D Agan 
Marketing Director 
Assistant Director, Operations, Executive Development 
George Mason University 
bagan@gmu.edu 
703-993-8275

Jennifer Charles 
Co-Founder / Chief Creative Officer  
Something Fabulous

Project Manager  
Planned Parenthood of  
Metropolitan Washington, D.C. Gala 
jcharles@somethingfab.com 
703.585.5645

Guy Kelly 
Creative Director 
Cincy Magazine • NKY Magazine • Dayton Magazine 
gkelly@cincymagazine.com 
513-297-6214



06. SAMPLES: PAST MASON PROJECTS

From in-depth course content and experienced instructors to 
hands-on training, Mason’s TechAdvance professional 
development programs deliver industry-relevant, immersion 
courses designed to prepare you for success as a tech professional. 

Cloud
Computing

IT Security

Programming

Web 
Development
& Design

And more!

CHOOSE A COURSE

[ ]Group discounts available
 for George Mason alumni, 

employees and their families.

TechAdvance courses satisfy DOD 
8570.01 and 8140 requirements. 

3351 Fairfax Drive, Suite 448, MS2G2
Arlington, VA 22201

techadvance.gmu.edu
703-993-1551 • advance@gmu.edu

LEARN MORE AND ENROLL

Networking

FLEXIBLE COURSE OPTIONS
Daytime, evening, and weekend 
courses available to fit your needs.

AFFORDABLE
Competitively priced courses. Special rates 
available for Mason alumni and employees.

CONVENIENTLY LOCATED
Throughout the DMV including offerings on Mason’s 
Arlington and Sterling campuses.

LEARNING OUTCOMES INCLUDE:

• Establish and lead the data organization’s data 
activities as a strategic and aligned business partner. 

• Develop, in concert with senior leadership, a 
comprehensive strategic data plan with a mission, 
vision, and specific, measurable goals that is fully 
aligned with the organization.

• Create and sustain an enabling data-focused 
ecosystem with conditions to encourage a culture 
of data driven understanding and decision making, 
innovations for data management applications, 
and value creation.

• Engage the organization’s leadership team in 
support of data initiatives at the enterprise level.

b u s i n e s s. g m u. e d u / cd o

 DATES: JUNE 3, 2020  SEPTEMBER 25, 2020

 DELIVERY: HYBRID  INPERSON AND ONLINE

 LOCATION: MASON ARLINGTON CAMPUS AND ONLINE

The Chief Data Officer (CDO) role continues 
to elevate its prominence in the C-Suite as a 
trusted leader and strategist focused on 
increasing the value of data assets and 
improving organizational performance.

Chief Data
Officer
Program

MOVE FORWARD WITH MASON

Negotiating

Friday, April 17, 2020  •  2:00 PM

MASON MEANS
BUSINESS
THE

SPEAKER SERIES

Environment
in theVirtual 

Direct Mail postcard promoting 
TechAdvance. Though this is for 
the School of Engineering I worked 
with Executive Education, now 
Continuing & Professional 
Education (C&PE).

Web graphics for various George 
Mason University programs.

Flyer promoting the Chief Data Officer Program. 
Worked with Executive Education, now C&PE.
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IMPACT 
FOR STUDENTS, ADVANCE WILL:

• Expand access to an affordable education for a diverse student population 

• Save students time and resources by eliminating transfer barriers 

• Keep them focused on completion through personalized success coaching 

FOR THE REGIONAL ECONOMY, ADVANCE WILL:
• Provide degree pathways in high-demand industries that are key to  

the Northern Virginia economy

• Prepare students for tomorrow’s jobs by equipping them  
with industry-specific competencies

• Expand and diversify the talent pipeline to high-skilled jobs in the region

REDEFINING TRANSFER
ADVANCE is the solution for students who want a degree, 
but have not been able to achieve that goal. The ADVANCE 
program offers a clear, smooth and guided pathway to get 
students to the ultimate goal – a bachelor’s degree. The 
program redefines “transfer” by offering:

• Degree programs that align NOVA and Mason 
curricula to ensure that every credit counts

• Access to Mason events and facilities from DAY ONE

• A single point of admission and financial aid

• A student success coach who will support 
students every step of the way

• Special support for adults, veterans, and 
first generation students

The ADVANCE program is the smart new 
way to go from NOVA to Mason—saving 
students money and time and helping 
them forward faster toward their careers.
 
Every Virginian deserves access to a 
high-quality, affordable education. 
Improving the two-four year 
transition broadens the doors of 
access and makes it possible 
for many more Virginians to 
earn bachelor’s degrees 
and secure successful 
careers.

THE VISION 
George Mason University and Northern Virginia Community 
College (NOVA) have launched ADVANCE, a next-
generation joint admissions program designed to help 
thousands of transfer students— particularly first-
generation, low-income, adult and veteran learners—
persist through bachelor degree completion. The 
ADVANCE program will eliminate the aggravations 
and obstacles of an outdated transfer “process,” and 
replace it with a new NOVA-Mason experience 
that leads students through streamlined, guided 
program pathways toward achievement of 
their educational and career goals. 

 

 

 

 

 

 

 

 

  

 

 

“Our power to grow together to support the region 
is fundamental to the growth of Northern 
Virginia economy. It also is an essential 
component of our mission of inclusive 
excellence, which ensures that all students 
who want a degree can earn one.”
SCOTT RALLS, President 
Northern Virginia Community College (NOVA)
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A D VA N C E
A  N O V A  |  M A S O N  P A R T N E R S H I P
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DEDICATED COACHING/ADVISING
Personalized contact & dedicated, targeted support to help 
navigate the campus experience and complete a bachelor’s 
degree

DEFINED PATHWAY TO BACHELOR’S
Specialized, realigned curricula from NOVA to Mason to ensure 
credit transfer

STREAMLINED ENROLLMENT  
& FINANCIAL AID
A smooth administrative process in moving from NOVA to 
Mason

FLEXIBLE PROGRAM DELIVERY
Online courses complement on-ground offerings; students can 
progress as full-time or part-time students

EARLY ACCESS TO MASON STUDENT LIFE
Students granted access to some Mason resources and student 
engagement opportunities while enrolled at NOVA

EARLY CONNECTION TO FACULTY, PROGRAM  
AND UNIVERSITY

EMPLOYMENT FOCUS
Heavy focus on internships and curricular/co-curricular 
development of workplace competencies

REDUCED TUITION COST
Students can take advantage of more lower cost NOVA courses 
and eliminate credit waste

ADVANCE Student Benefits

Trifold brochure promoting the 
partnership between Mason and 
Northern Virgina Community College

back cover front cover

inside spread

inside back cover

6

George Mason University (Mason) is the largest and most diverse public 
research university in Virginia, and Northern Virginia Community College 
(NOVA) is the second largest community college in the nation. Together, 
we have 100,000 students in our charge, and represent a significant 
talent pipeline for jobs in Northern Virginia—the Commonwealth’s 
main economic engine. Mason and NOVA have a long history of 
collaboration and a joint commitment to access and diversity: we 
have built the largest transfer relationship in the Commonwealth 
with more than 3,000 students coming to Mason from NOVA 
each year. ADVANCE leverages this strong relationship and 
promises to dramatically expand access to affordable degrees 
and better job outcomes for thousands of students in our area. 

N V CC . E D U / A D VA N C E

 A D VA N C E
A  N O V A  |  M A S O N  P A R T N E R S H I P

About Mason and NOVA 

 

 

  

Welcoming
2020

20% OFF
Select Program Courses*

*Offer expires 1/12/20

Innovative Professional
Education To Advance
Your Career

execed.gmu.edu



07. SAMPLES: PPMW GALA

SPONSORSHIP 
OPPORTUNITIES

FRIDAY, SEPT 25 , 2020
A LIVE ONLINE CELEBRATION.

 2020 2020 impact

IMPACTGALA.ORG

virtualvirtual
Sponsorship demonstrates your company’s 
commitment to equality and health care for ALL.   
At Planned Parenthood we believe that 
healthcare is a human right and that Racism 
Is A Public Health Issue. We Must Address It.

Your sponsorship is a testament to your commitment to providing 
greater opportunities for women, men and children.  At the center of 
everything we do, our patients matter most, and your support allows 
us to continue our work in the communities that we serve. 

The IMPACT Gala campaign is a great opportunity for your 
organization to impact women and be part of the conversation around 
reproductive healthcare, public advocacy and education.  
We encourage you to review the various opportunities! 

whywhysponsor?sponsor?

FOR MORE INFORMATIONFOR MORE INFORMATION
or to learn more about our corporate ambassador program,

PLEASE CONTACT:
Alessandra Bilardello 
Corporate Sponsorship

alessandra@somethingfab.com

248.941.5203

sponsorbecome a

partner with uspartner with us
FOR PPMW 2020 IMPACT GALA
Providing the most visible platform for PPMW’s mission,  
the IMPACT Gala campaign is a three-part program.

This multifaceted program provides a multitude of 
valuable sponsorship opportunities for companies. 
We will work with your company to customize the 
sponsorship packages to meet your charitable goals.

PART THREE 
The IMPACT MAKER 

Gala
This live online event brings the 

work of the IMPACT Makers to life 
at an engaging virtual gala 

designed to celebrate the IMPACT 
Maker Community, entertain 

guests, bolster continued support 
and activate giving. 

PART ONE 
The IMPACT MAKER 

Series
This video series introduces the 

IMPACT Makers of Planned 
Parenthood of Metropolitan 

Washington DC. The videos are 
distributed to over 100,000 

subscribers and will invite them to 
“Save the Date” for the IMPACT 
Gala Celebration on September 

25th. Each week a different 
segment of PPMW’s impact will be 

highlighted. From Education, 
Public Affairs, Clinics and 

Healthcare, Sponsors and Donors 
the videos will introduce these 

critical departments at PPMW and 
showcase the impact these 
departments have on the 

communities served. 

PART TWO 
The IMPACT MAKER  

Peer to Peer 
Campaign

The IMPACT Maker Series informs 
and inspires. Part two of the series 
rolls out a Peer to Peer Fundraising 
Campaign and invites subscribers 
to become IMPACT Makers. This 
part of the series provides a peer 

to peer platform dedicated to 
fundraising and community 

building. 

SPONSORSHIP LEVELS & BENEFITS

$75K 
PREMIER

$50K 
PLATINUM

$25K 
GOLD

$10K 
SILVER

$5K 
BRONZE

$1,500 
ACTIVIST

IMPACT Gala campaign 
videos distributed weekly
(pending partner commitment)

 
ALL videos 

up to 14 total

 
up to 10 total

 
up to 6 total

 
up to 3 total

 
1 total X

Email blasts and  
social posts supporting 
video distribution

 
ALL blasts

 
ALL blasts X

Peer-to-Peer fundraising 
platform

Custom box sets/
envelopes sent to all 
IMPACT MAKERS 
(fundraisers/donors)

X
During virtual gala

Featured in pre-function 
materials X X
All post campaign/gala 
communication

Opportunity to have a 
custom video created and 
shared as part of weekly 
video series

X X X
Opportunity to be organically 
integrated into virtual gala 
programming
(subject to approval and pending final gala 
schedule)

X X X X X
Recognition across all 
platforms where IMPACT Gala 
sponsors are mentioned

Company recap of campaign 
involvement

 
VIDEO

 
VIDEO X

Host Table at the virtual gala

Tickets with premium table 
placement at 2021 IMPACT 
Gala
(pending confirmation of in-person gala 
taking place)

 
TEN (10)

 
TEN (10)

 
EIGHT (8)

 
SIX (6)

 
FOUR (4)

 
TWO (2)

C
O
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P
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N

Y
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A
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D

E
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...

Sponsorship sales 
collateral for the 2020 
Planned Parenthood of 
Metropolitan D.C. Annual 
Gala fundraiser. This 
document was used to 
help secure new sponsors 
after the original event 
was canceled and the 
replacement event was 
moved online.

BOARD OF 
DIRECTORS

CEO  Laura Meyers, Ph.D.

CHAIR  Jennifer Luray

Lydia Arnold
Sonia Chessen

Jeff Cooper
Shontelle Dixon
Jennifer Dreyfus

Imani Ford
Adrián González

Hannah Katch
Catherine Lampi

Anne Large
Catherine E. Livingston

Cheryl Mohr
Jessica Pinckney
Laurie Rubiner
Majo Sanabria

Amy Taylor
Audrey Taylor
Dana Thomas

Judith G. Waxman

SPONSORSHIP 
OFFERINGS

GIVE THE GIFT OF ATTENDING

Sponsorship levels marked 
with an asterisk (*) will 
subsidize 2 tickets for 

Developing Leaders Program 
cohort members to attend 

the 2020 Impact Gala.

PREMIER SPONSOR*  
LEAD TABLE OF 10
• 10 tickets to VIP cocktail 

reception at Gala
• Commemorative photo with 

special guest
• Full screen video acknowledgment 

at event and listing in program
• Lunch with Laura: an intimate 

dining experience with President 
and CEO Dr. Laura Meyers for 10

• Special invitations and early 
access to receptions and 
programs throughout the year

PLATINUM SPONSOR*  
PREMIER TABLE OF 10 
• 10 tickets to VIP cocktail 

reception at Gala
• Commemorative photo with 

special guest
• Full screen video acknowledgment 

at event and listing in program
• Lunch with Laura: an intimate 

dining experience with President 
and CEO Dr. Laura Meyers for 6

• Special invitations and early 
access to receptions and 
programs throughout the year

GOLD SPONSOR*  
PRIORITY TABLE OF 10 
• 10 tickets to VIP cocktail 

reception at Gala
• Commemorative photo with 

special guest
• Video acknowledgment at  

event and listing in program
• Special invitations and early 

access to receptions and 
programs throughout  
the year

SILVER SPONSOR 
PREFERRED TABLE OF 10 
• 10 tickets to VIP cocktail 

reception at Gala
• Video acknowledgment at event 

and listing in program
• Special invitations and early 

access to receptions and 
programs throughout the year

BRONZE SPONSOR  
SEATING OF 6
• Six tickets to VIP cocktail 

reception at Gala
• Video acknowledgment at event 

and listing in program
• Special invitations and early 

access to receptions and 
programs throughout the year

ACTIVIST SPONSOR 
SEATING OF 2
• Two tickets to general reception 

at Gala
• Video acknowledgment at event 

and listing in program
• Special invitations and early 

access to receptions and 
programs throughout the yearPLEASE JOIN US

FRIDAY, APRIL 24, 2020
 

InterContinental Washington DC – The Wharf
801 Wharf St. SW, Washington, DC 20024

VIP Reception 6:00 p.m.
General Reception 6:30 p.m.

Dinner served 7:15 p.m.

Co-Chairs Sarah Despres, Christine and Fred Hill,  
and Margot Peet, PhD and the Planned Parenthood  

Board of Directors and CEO, Dr. Laura Meyers  

CORDIALLY INVITE YOU TO THE 
2020 IMPACT GALA

Sarah Despres Fred HillChristine Hill Margot Peet, PhD

For further information,  
please contact Gaelin Bryant at  
202.763.7386 or events@ppmw.org.

For sponsorship benefits and links to online 
payments visit ImpactGala.org
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Components of the 
PPMG Annual Gala 
fundraiser print 
invitation. This invitation 
was a trifold self-mailer 
with multiple inserts.

TEACH • TRAIN
MENTOR • CONNECT

Planned Parenthood of Metropolitan 
Washington, DC (PPMW) 

EDUCATES 
more than 

18,500 
PEOPLE ANNUALLY 
through community education  
and outreach. Your support will 

help us expand our success.

F U N D  O U R  F U T U R E
I M P A C T G A L A . O R G

HOW DOES
EDUCATION
CREATECREATE IMPACT

I N  O U R  C O M M U N I T Y ?

Alexis M
cG

ill Johnson is the Acting President and CEO
 of Planned Parenthood 

Federation of Am
erica and the Planned Parenthood Action Fund. Planned 

Parenthood provides vital health services to 2.4 m
illion m

en and w
om

en 
each year through its m

ore than 600 health centers across the country.

Alexis M
cG

ill Johnson is a renow
ned social justice leader, lifelong 

political organizer and a tireless advocate for reproductive rights 
and access to quality, affordable healthcare.  A form

er Planned 
Parenthood Action Fund board m

em
ber and PAC

 C
hair, Alexis 

is the co-founder and form
er co-director of the Perception 

Institute, a consortium
 of researchers, advocates, and strategists 

w
ho translate cutting edge m

ind science research on race, 
gender, ethnic, and other identities into solutions that reduce 
bias, discrim

ination, and prom
ote belonging.  She is a frequent 

com
m

entator on FO
X N

ew
s, C

N
N

, M
SN

BC
, and in the press. 

Alexis holds degrees from
 Princeton and Yale Universities and has 

taught political science at both Yale and W
esleyan Universities.
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Actress, producer of stage and screen, and social activist 
Kathy N
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y is the M
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onies for the 2020 

PPM
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ala.
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agazine W
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 O
F TH

E YEAR honoree, Kathy is 
know

n for unforgettable perform
ances on stage and screen, 

including m
ore than 30 film

s (Sister Act and Hocus Pocus), m
ultiple 

television roles (HBO
’s VEEP, Chicago Hope, Veronica’s Closet, 

and the aw
ard-w

inning voice of “Peggy Hill” on King of the Hill), 
on Broadway (as “M

ae W
est”), and in the O

bie award-winning off-
Broadway hit, The Kathy and M

o Show. Kathy is currently producing 
a television series based on The W

om
en’s M

ovem
ent and a 

docum
entary on w

om
en w

ho voted for D
onald Trum

p in 2016.

Kathy credits her drive to her strong desire to see all living things treated equitably. 
“First and forem

ost, I’m
 a fem

inist. And basically, that stem
s from

 a strong belief 
that all deserve equal opportunity, rights, and respect,” she says. Kathy has been 
honored for her long-standing activism

 in causes, including AID
S aw

areness, the 
#M

eToo and Tim
e’s U

p m
ovem

ents, and support for w
om

en and girls.
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Alexis McGill Johnson is the Acting President and CEO of Planned Parenthood 
Federation of America and the Planned Parenthood Action Fund. Planned 
Parenthood provides vital health services to 2.4 million men and women 
each year through its more than 600 health centers across the country.

Alexis McGill Johnson is a renowned social justice leader, lifelong 
political organizer and a tireless advocate for reproductive rights 
and access to quality, affordable healthcare.  A former Planned 
Parenthood Action Fund board member and PAC Chair, Alexis 
is the co-founder and former co-director of the Perception 
Institute, a consortium of researchers, advocates, and strategists 
who translate cutting edge mind science research on race, 
gender, ethnic, and other identities into solutions that reduce 
bias, discrimination, and promote belonging.  She is a frequent 
commentator on FOX News, CNN, MSNBC, and in the press. 
Alexis holds degrees from Princeton and Yale Universities and has 
taught political science at both Yale and Wesleyan Universities.

FEATURED SPEAKER
ALEXIS MCGILL JOHNSON
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SPONSORSHIPS 
Planned Parenthood of Metropolitan Washington, DC 

thanks the following sponsors for their generous 
contributions in support of the 2020 Gala. 
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(as of February 27 , 2020)
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Amy Taylor

Actress, producer of stage and screen, and social activist 
Kathy Najimy is the Mistress of Ceremonies for the 2020 
PPMW Impact Gala.

A Ms. Magazine WOMAN OF THE YEAR honoree, Kathy is 
known for unforgettable performances on stage and screen, 
including more than 30 films (Sister Act and Hocus Pocus), multiple 
television roles (HBO’s VEEP, Chicago Hope, Veronica’s Closet, 
and the award-winning voice of “Peggy Hill” on King of the Hill), 
on Broadway (as “Mae West”), and in the Obie award-winning off-
Broadway hit, The Kathy and Mo Show. Kathy is currently producing 
a television series based on The Women’s Movement and a 
documentary on women who voted for Donald Trump in 2016.

Kathy credits her drive to her strong desire to see all living things treated equitably. 
“First and foremost, I’m a feminist. And basically, that stems from a strong belief 
that all deserve equal opportunity, rights, and respect,” she says. Kathy has been 
honored for her long-standing activism in causes, including AIDS awareness, the 
#MeToo and Time’s Up movements, and support for women and girls.
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Catherine E. Livingston
Connie and John McGuire

Dana Thomas
Judith G. Waxman and Jim Weill

ACTIVIST SPONSOR
Andrea L. Bridgeman  
and Stephen L. Parker
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Healthcare For A Digital World 
In this highly competitive healthcare market, having a strong digital presence 

gives your patients the information and services they need immediately 
and ensures they obtain care from your organization instead of going elsewhere. 

DexCare, a Providence company, has created a same-day care platform to drive 
commercial growth and attract and retain consumers by providing them with what they’ve 

come to expect in the ever-evolving digital world—access, control and convenience.

-

WITH DEXCARE YOUR CONSUMERS CAN:

IT’S A DIGITAL WORLD—HEALTHCARE SHOULD BE TOO.

SCHEDULE 
APPOINTMENTS EASILY

Find and schedule visits at the 
most convenient time and place.

ACCESS CARE ANYWHERE
Request an on-demand virtual 

or home visit that works 
for your schedule.

STAY CONNECTED
Use the mobile app to schedule 

clinic or virtual visits, access 
personal health records and more.

 

BEST-IN-CLASS PERFORMANCE
DexCare from Providence is optimized to attract and retain today’s consumers 
with features they’ve come to expect from the digital world. Whether yours is a 

system that has embraced digital care or one that is keen to experiment, 
DexCare has many benefits for consumers and your business. 

BENEFITS TO YOUR 
CONSUMERS:

• They can find you more easily 
because DexCare partners with your 
marketing team to merchandise your available 
same-day appointments with robust SEO/SEM 
and local digital marketing.

• Consumers’ experience can be 10X better, with 
self-service capabilities that encourage return 
visits.

• Navigational chatbots direct them to the care 
site that fits their needs and preferences.

• They experience simple, seamless digital 
healthcare that is integrated with their medical 
records.

BENEFITS TO YOUR HEALTH 
SYSTEM OR ORGANIZATION:

• New patient acquisition.

• It integrates with your EMR infrastructure.

• You can create a best-in-class guest flow 
experience by using a modern identity layer that 
federates to your current identity management 
solution.

• DexCare’s Intelligent Optimization technology 
provides an algorithm to match supply to 
demand creating a unique way to optimize your 
same-day labor through a shared provider pool. 

• You will increase service and provider usage by 
making appointment times and caregiver listings 
more visible.

TRANSFORMATIVE TECHNOLOGY
DexCare gives you tools to change your consumers' attitudes and behaviors. The goal is to 
help them evolve in the way they think about healthcare and interact with your organization. 

Here are some of the ways DexCare transforms the healthcare experience: 

DISLOYAL LOYAL BURDEN ON 
CONSUMER

CONSUMER IN 
CONTROL

CARE ON PROVIDER’S 
SCHDEULE 

CARE ON CONSUMER’S 
SCHEDULE

INTEGRATED SAME-DAY 
CARE DELIVERY

SILOS OF CARE 
DELIVERY

DISENGAGED ENGAGEDOFFLINE ONLINE

Visit [Insert URL] to request more information or schedule a demonstration to learn how 
we can help you form a digital relationship with the consumers you’re trying to engage.

Providence implemented DexCare in 2016 and immediately started 
seeing increased growth and retention of commercial consumers.

DOES YOUR 
HEALTH 

SYSTEM GIVE 
THEM WHAT 

THEY’RE 
LOOKING FOR? 

DexCare from Providence offers:
• A transaction-ready platform that allows consumers to 

book online and receive care.
• A mobile software development kit (SDK) for white-labled 

native iOS and Android apps
• Operational efficiencies for an integrated same-day care 

delivery model

DIGITIZING THE HEALTHCARE CONSUMER’S JOURNEY
Consumers expect digital convenience in most aspects of their daily lives. 

The DexCare platform provides consumers a self-service, easy-to-use digital 
experience to ease their healthcare journey and improve transactions.

VISIT
Scheduled virtual visits

On-demand virtual visits
Scheduled retail or home visits

INSURANCE &
PAYMENT

Real-time eligibility
Out-of-pocket cost estimator

Online payments

REGISTER
Online registration

CHECK-IN
Chatbots

Pre-check-in

BOOK
Integration to MyChart 

and non-MyChart
Online scheduling

MEASURABLE SUCCESS
Providence implemented DexCare in 2016 and immediately started seeing increased 

growth and retention of commercial consumers. Here are some telling statistics: 

SATISFACTION

DIGITAL REACH

 65%
of all retail 

bookings are 
carried out 

online

73% of those are
commercial consumers

$30 MILLION
in downstream services

NEW REVENUE

36% revenue growth

30% patient growth

81%
OF CONSUMERS
would recommend

84%
OF PROVIDERS 

would recommend

 25%
were 

in-clinic
visits

 30%
were 

on-demand 
virtual visits

NEW CONSUMER ACQUISITION

20%
of retail consumers returned 
for more visits

17%
of virtual care consumers returned 

for at least one more visit

RETENTION

SUBHEAD GOES HERE

200,000
SAME DAY CARE

VISITS in 2019
(500,000 since 2015)

60,000 
net NEW PATIENTS

How one California health plan 

2.1 million members 
across commercial, Medicare and Medicaid 

Let Optum show you what CES Second Pass can do. To learn more about CES Second Pass, call 1-800-765-6807 or email empower@optum.com. 

$28.3M
annual 
incremental 
savings

Reconsideration 
rates
decreased to  

10%.

Realized 

$13.50 
PMPY*
savings
*per member/per year

Year 2
savings 
growth: 

26%

Year 1 
savings growth: 

156%

Results

Decreased

Cost-recovery efforts

Rebilling

Provider abrasion 

Staffing overhead costs

Increased

Medical cost savings

Efficiency

Transparency 

In health care’s dynamic landscape, payer organizations strive to maintain and improve 
financial performance. Validating claims payment decisions is critical. A secondary editing 
system can minimize costly overpayments and capture savings. One California health plan used 
the Claims Edit System (CES) Second Pass from Optum to solve its payment leakage problem.

plugged payment leakage

Goals
• Offer real-time reimbursement estimates.

• Decrease leakage of claim denials.

• Increase auto-adjudication rates.

• Expand editing success business-wide.

• Drive medical cost savings.

Solution
• Deploy CES Second Pass to discover leakage.

• Gather real-time reimbursement metrics.

• Apply customized edits across lines of business.

• Target leakage gaps.

• Close identified leakage.

map your
mind

Mind-mapping is old school, 
but it works!
1. Grab a piece of paper and write down a possible topic.
2. Break the topic into sub-categories.
3. Keep branching out to more sub-categories to find new ideas.

In just an hour or two, you’ll see plenty 
of questions and answers that get 
your grey matter going. 
• Look for forums or message boards 

on specific topics.
 (For example: Pregnancy message 

boards or C-section forums)
• Skim reddit or Quora.

get
trendy 
with it
Stay on top of healthcare news and 
keep your audience up to speed.
• Set Google Alerts for different 

healthcare topics.
• Add a unique spin or opinion to a 

trending news item.your readers
ask

The best people to tell you 
what to write are the 
ones you’re writing to.
• Reach out to patients by 

phone or patient advisory 
councils. 

• Send a survey to subscribers.
• Ask questions on social media.

on the
forage

forums

look to
other blogs

Search similar blogs for 
idea inspiration.
• Don’t copy, but offer a new take or 

expand on an idea.
• Add your brand’s special 

sauce to make it unique.

7 tips for coming up with
HEALTHCARE BLOG TOPICS
Blogs help you connect with patients and consumers, improve your 
search visibility and position your organization as a thought leader. 

Here's how to come up with ideas for your posts.

lean on
lists
Research shows lists fit 
today’s reading styles. 
Try creating:
• Top 10 lists (or top 5).
• How-to lists.

Need help coming up with ideas or content? 
Email us: hello@writergirl.com 

make time
for tools

Try searching Google for your topic — you’ll see an 
abundance of questions and themes below the search term. 
• Use Google Trends to see related queries.
• Tap into HubSpot’s Blog Ideas Generator.

Pelvic Floor Disorders: Don't wait to address the discomfort 
In women, pelvic floor muscles act like a sling to provide support and stability for the 

rectum, bladder, uterus, vagina and bowel. Problems occur when the “sling” 
becomes too weakened or damaged to function properly.

TYPES OF DISORDERS
BLADDER CONTROL PROBLEMS – leaking 
urine or a sudden, strong urge to urinate

BOWEL CONTROL PROBLEMS – leaking stool 
or liquid from the rectum

PELVIC ORGAN PROLAPSE – one or more of 
the pelvic organs drop into or out of the vagina

PELVIC FLOOR DYSFUNCTION – inability to 
properly contract or relax the pelvic floor muscles

experience a pelvic floor 
disorder that affects the 
muscles, connective 
tissue and ligaments in the 
lower portion of the pelvis.

1 in 4 women
OVER AGE 20

SYMPTOMS
CONSTIPATION LEAKING URINE OR STOOL

PAINFUL SEX PAINFUL URINATION

FREQUENT NEED TO URINATE

HEAVINESS OR ACHINESS IN THE VAGINA

A BULGE COMING FROM THE VAGINA

FREQUENT TOILETING ACCIDENTS

LOWER BACK PAIN

PRESSURE, PAIN OR MUSCLE SPASMS 
in the genitals, rectum or pelvic region

Causes
Some women develop weak pelvic muscles when 

they’re very young while others begin having symptoms 
after a life-event like pregnancy or menopause. 

PREGNANCY
and Childbirth

Prior 
SURGERY

MENOPAUSE

OBESITY Traumatic 
INJURY

STRAININGHeavy 
LIFTING

Treatment

BIOFEEDBACK
pain-free and uses 

special sensors 
and video to help 

retrain your 
muscles

MEDICATION
muscle relaxers 
may be used to 

prevent your 
muscles from 

contracting

SURGERY
used to repair 
prolapse and 

damage to the 
pelvic floor or 
anal sphincter

PHYSICAL 
THERAPY

uses exercises to 
strengthen and 
your pelvic floor 

muscles

BEHAVIOR 
CHANGES

learn to relax your 
muscles and stop 

straining in the 
bathroom

Many women don’t feel comfortable talking to 
anyone about the symptoms they are having. 
If a pelvic floor disorder is affecting your life, 
don’t hesitate to talk to your doctor about 
possible solutions.

Take 
Action

Help is available at providence.org.
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Council, which runs Fashion Week. 
Najjar has her own Fashion Week suc-

cess story. After showing at Fashion Week 
in 2013, she sold her designs to 18 stores 
in just 18 months. More recently a large 
retailer bought her collection.

Six months after fashion week in 2013, 
Najjar opened a showroom in Columbus’ 
Short North neighborhood. Najjar, who has 
a business background, ended up giving 
advice to up-and-coming designers about 
the business of fashion. She converted 
that advice into IL Moda Brand Develop-
ment, a consulting firm for designers. IL 
Moda provides free consulting to all of the 
Columbus-area designers in Fashion Week.

“It is really awesome to be in Columbus 
and help these small businesses to make 
mindful business decisions to grow them-
selves outside of designing on their kitchen 
table,” says Najjar.

One of those local designers is Tracy 
Powell, a Columbus College of Art and 
Design student who is in her second career. 

A former real estate agent, Powell was the 
only student to show at Fashion Week this 
year, and she is grateful for opportunities 
Fashion Week will provide for her career. 

“I feel like it’s going to get my name out 
as a local designer,” she says. “My plans are 
to have my own boutique, but my dream is 
to do costume design for TV and movies.”

In addition to many individual design-
ers, the Columbus area is home to the 
headquarters of L Brands, which owns 
Victoria’s Secret, Pink and Bath and Body 
Works, as well as Lane Bryant, DSW and 
Abercrombie and Fitch. In 2012, City Lab, 
a subsidiary of The Atlantic magazine, 
ranked Columbus as the city with the third 
most fashion designers in the country. 

“We have a great fashion design com-
munity. With the industry itself, we are 
missing one component that really would 
complete the wheel, and that is manufac-
turing,” says Fashion Week founder Mc-
Clure, noting that he thinks manufacturing 
will come to the region soon. 

FASHION’S FUTURE
Central Ohio also boasts developing designers. 
Fashionista, a fashion industry blog, named 
Columbus College of Art & Design as a top 
school for Fashion Design in its 2018 ranking. 
Ohio State University also has a highly re-
spected Fashion and Retail Studies program.

Each year Fashion Week hosts a Phi-
lanthropy Meets Fashion question-and-
answer session with the headline designer 
for CCAD students.

“It inspires our local designers and our 
student designers,” McClure says. “It also 
lets them know what the industry is about.”

The Columbus Fashion Council plans 
to create more social enterprise programs 
and grants for new designers to grow the 
industry in Central Ohio. Najjar, the coun-
cil’s president, is enthusiastic about what 
the future will bring. 

“What’s really exciting about Columbus 
is that we’ve got so much talent and what 
we do with that as a community is really 
going to build our future,” she says.  n

H igh tea and a runway show kicked 
off the 10th annual Columbus Fash-
ion Week, which showcased the 

vibrant fashion industry in Central Ohio. 
The High Fashion Tea at the Westin 

Great Southern Columbus hotel on Oct. 
13 was one of f ive runway shows and 
six total events for the week, which has 
grown greatly since it began in 2010. The 
week concluded with the Finale Runway 
Show featuring eight designers as well as 
about 1,000 spectators including buyers, 
designers and media from Columbus and 
around the country.

Fashion Week Executive Director and 
founder Thomas McClure is proud of how 
the week has flourished since he dreamed 
the idea in 2010, five years after moving to 
the area from Dallas.

“We were, at the time, the 15th largest 
city in the nation and I thought, ‘Why don’t 
we have a fashion week?’” McClure says.

McClure hit the ground running with 
the idea. 

“That year we just took a leap of faith,” 
he says of the original four-day fashion 
week, which began with what was called 
the Mayor’s High Fashion Tea and ended 
with the Finale Runway Show with about 
300 attendees. 

Since 2010, Columbus Fashion Week has 
featured top designers from the area and 
a headline designer, who in recent years 
has come from other parts of the country. 
This year’s finale show was headlined by 
Christian Cowan, a celebrity designer who 
has outfitted the likes of Miley Cyrus, Paris 
Hilton and Lady Gaga, McClure says. 

Featuring Columbus-area designers has 
helped to launch many fashion careers, 
including that of Gerardo Encinas, who 
showed two different collections this year. 
Encinas showed quinceañera dresses, 
celebrating his native Mexico, at the Tea, 
and men’s and women’s fashions at the 
Finale Runway Show.

“The platform after my first runway show 
was amazing. A lot of people knew about 

my collection and my designs...It opened 
a lot of doors for me and business,” says 
Encinas of his first year in Fashion Week 
in 2016.

Encinas now designs for Nina West, a 
Columbus-area drag performer who has 
appeared on the television show RuPaul’s 
Drag Race. Encinas also recently received 
a contract to design costumes for Opera 
Columbus. 

“Fashion week was the best thing that 
ever happened to me,” he says. 

CENTRAL OHIO’S FASHION INDUSTRY
Launching the careers of designers and 
creating business in Central Ohio are 
goals of Fashion Week, which has provided 
$25,000 in scholarships to students and 
Columbus College of Art & Design. 

“The huge win is the economic develop-
ment. We are allowing these designers to 
start a business to generate revenue and 
open showrooms,” says Lubna Najjar, the 
board president of the Columbus Fashion 

DATELINE: COLUMBUS

COLUMBUS FASHION WEEK  
DISPLAYS DYNAMIC  
DESIGN COMMUNITY

BY GAIL 
BURKHARDT 

On The 
Catwalk

1. A model takes the stage in 
Tracy Powell of The House 
of ISA. 2. A model wearing 
Rian Is & Matthew Chess of 
Maris Equi during Columbus 
Fashion Week. 3. A model in 
Joan Madison of Joan’s Bridal 
Couture. 4. A model leads the 
way in Ferret Campos of Ferret 
Campos New York. 5. Fashion 
Week Executive Director Tommy 
McClure

1

4

2 3

5
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could establish “Cleveland as a leader in 
offshore wind power,” attracting and re-
taining young talent who feel sustainable 
energy is important. The project, he says, 
will create jobs (although opponents and 
proponents cannot agree on how many) 
and locally generated clean power. 

But not everyone agrees turbines in the lake 
are worth the price, and the stakes are high. 
John Lipaj is a board member of the nonprofit 
Lake Erie Foundation (LEF), an advocate for 
a healthy Lake Erie. LEF, the U.S. Fish and 
Wildlife Service and other groups have called 
for an Environmental Impact Statement, a 
more in-depth study used for projects that 
have potential for great changes. Karpinski 
claims there is no need because the initial 
assessment showed no significant concerns.

However, money for the assessment came 
from funds DOE allotted to LEEDCo for the 
project, an allowable action. Also the DOE 
says it “utilized data from a variety of sources, 
including LEEDCo and from subject matter 
experts hired by LEEDCo.” Those actions 
created an ill wind with some Icebreaker 

opponents. However, DOE claims “while 
LEEDCo provided technical information…
the DOE is responsible for the scope and 
content of the environmental assessment.”

“There is no question most Clevelanders 
are not really aware of Icebreaker or its in-
tent,” says Norm Schultz, Lake Erie Trades 
Association president emeritus, represent-
ing boating clubs, boating enthusiasts and 
boat dealers. “This is a proposal that could 
have an enormous impact on Lake Erie now 
and for generations to come. It commands 
the utmost analysis and the Environmental 
Impact Statement would be that effort.”

Karpinski called that demand “a delay 
tactic.” LEEDCo is looking at potential tax 
credits as well as a December 2022 dead-
line for Icebreaker to provide electricity to 
the grid or forfeit a $40 million DOE grant. 
If Icebreaker Wind meets with the state’s 
final approval this year, construct could 
begin as soon as 2021. 

The number of turbines in Lake Erie is 
also a lightning rod for discussion. Kar-
pinski says even if Icebreaker gets final 

approval, “nothing gives us the authority 
to do more than six turbines.

“Icebreaker is just one project and any 
future projects will have to undergo the 
same scrutiny as this one,” he says.

True, but LEEDCo voices have been 
quoted in news sources and self-generated 
information as saying “getting this first 
project built can turn into momentum for 
more activity.” Estimates for 1,000 to 1,250 
individual turbines in the lake have been 
made. It’s that “foot-in-the-door” fear that 
inspires blustery concern. 

Realistic or not, Icebreaker evokes visions 
of boaters navigating an obstacle course of 
turbines, damage to the turbines from storms 
and vessels causing danger and pollution, 
and the compromise of a beautiful, open lake. 

LEEDCo-provided information says the 
chosen Icebreaker site “is not a frequent fish-
ing or boating destination.” The most techno-
logically advanced materials and systems will 
also be incorporated, the organization notes. 
For example, the type of foundations that 
will be built are said to minimize sediment 

Icebreaker Wind is an offshore demon-
stration project consisting of six wind 
turbines to be built 8 miles north of 

Cleveland in Lake Erie. Each turbine is 479 
feet tall with its lowest point of the blade 
65 feet above the water. If the project is 
approved, grid connection will be made 
by underwater cable to a Cleveland Public 
Power substation. It would be the first off-
shore wind energy project in the Great Lakes.

The $126 million, 20.7-megawatt (MW) 
project has been called everything from 
an answer to northern Ohio’s economic 
woes to a major disaster in the making. 
Proponents and opponents are huffing and 
puffing over environmental issues, value 
and cost of the energy generated, tourist 
dollars, property values, foreign invest-
ment, number of jobs created and more.

Icebreaker’s developer is the Lake Erie 
Energy Development Corp. (LEEDCo), an 
organization established in 2009. Mem-
bers include the City of Cleveland, Port of 
Cleveland and the Cleveland Foundation, as 
well as Cuyahoga, Ashtabula, Lake, Lorain 

and Erie (Pennsylvania) counties. LEEDCo 
has the financial backing of Fred. Olsen 
Renewables, a wind energy project devel-
oper headquartered in Norway. That global 
company formed a subsidiary, Icebreaker 
Windpower, Inc., based in Cleveland. 

The Ohio Power Siting Board (OPSB), 
which has final approval over the project, 
most recently met in August to review what 
LEEDCo’s vice president of operations, 
Dave Karpinski, said were “clarifications” 
of 34 stipulations of the initial Icebreaker 
proposal. Karpinski anticipates a decision 
to approve or sink the wind turbines in 
December. Last year, the Feds—the U.S. 
Department of Energy (DOE), the U.S. 
Coast Guard and the U.S. Army Corps 
of Engineers—signed off on an Environ-
mental Assessment conducted by CH2M 
(now part of Jacobs Engineering Group), 
an environmental consulting company. 

But that assessment is a tempestuous 
topic. In question are the lives of millions 
of migratory birds, bats, fish, insects and 
other wildlife. The Black Swamp Bird Ob-

servatory, an internationally known avian 
research and educational facility in Oak 
Harbor, objects to the project because the 
selected turbine site is in the Central Basin 
of Lake Erie, a National Audubon Society 
designated Globally Important Bird Area. 
According to the observatory, more than 
300 species of birds use the area for migra-
tion and foraging each year. 

LEEDCo acknowledges a low collision 
risk of “nocturnally migrating songbirds 
and similar birds” as they migrate across 
Lake Erie. The danger risk for eagles and 
raptors is also low, according to LEEDCo’s 
environmental document. LEEDCo says 
it will not install lighting on its turbines 
that attracts birds. 

Lake Erie also provides drinking water 
to 11 million people, recreational oppor-
tunities, a respected commercial fishery 
and much desired lakeshore real estate. 
The Great Lakes provide 20 percent of the 
world’s fresh water. LEEDCo says Icebreak-
er would be the first freshwater project 
in North America. Karpinski also says it 

THERE’S A WINDSTORM BREWING OFF LAKE ERIE 
AND MOTHER NATURE CAN’T BE BLAMED BY JILL SELL

Blowin’
IN THE WIND 
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menu became too difficult 
for customers to navigate. 

A f ter buy ing it, “We 
resized the footprint and 
brought the investment level down for fran-
chisees,” David says. “We re-engineered 
the workflow and equipment, tweaked the 
logo and addressed the menu.” 

The sandwiches, ranging in price from 
$6.99 to $7.99, are no longer called “grilled 
cheese,” but the more substantive “melts” 
instead. “Calling them grilled cheese and 
trying to get those dollars was a value issue 
for some of the past guests,” David says.

Tom and Chee now has 11 franchised 
locations in seven states, and a 12th, this 
one company-owned, is in the pipeline. 

“That brand, we think, can play more 
nationally,” David says. “With that brand, 
it’s more where do we want to grow and who 

are the partners we want to 
fuel that growth.”

The purchase of Tom and 
Chee led to the creation of a 
new organizational struc-
ture that could encompass 
both brands and allow for 
further expansion or ac-
quisition into new markets 
or formats. 

GSR Brands, created 
earlier this year, became 
the parent organization of 

both brands. “We needed to create a hold-
ing company, an organization that both of 
these brands could live under,” David says.

The holding company will allow for pos-
sible future acquisitions as well, David says.

“We’ll look at other concepts and day 
parts,” he says. One day part he’s currently 
eyeing is the 6 a.m. to 2 p.m. breakfast and 
lunch dining concept.

As for the 55-year-old Gold Star brand, it 
needed retooling. Skyline dominates the 
Cincinnati chili scene, so Gold Star needed 
to differentiate itself while keeping true to 
its chili parlor heritage.

Over the past few years, the company 
has invested $25 million into its stores and 

marketing. Much of that was spent on a 
store redesign of the dining space as well 
as the kitchen and work areas. The new 
design is being rolled out to new locations. 

“We needed to be more current and 
not abandon our heritage,” David says. 
“We’re telling the brand story in a more 
contemporary atmosphere.”

The company also created a format for 
online ordering and delivery. 

With the new menu and the new look, 
the Gold Star brand still has room to grow, 
with the core market being within a 100-
mile radius of Cincinnati. 

“I’ve created a concept that I believe will 
more successful in a 100-mile radius of Cin-
cinnati than what we had before,” he says. 
“In addition, I’ve created meaningful dif-
ferentiation right here in our home market.”

The company recently hired a franchise 
development director to attract new fran-
chisees for both brands, and to prospect for 
and qualify new and existing franchisees 
and track their progress. It also hired a 
field marketing manager to work with 
franchisees on brand marketing, commu-
nications, advertising and public relations.

David has also hired a director of training 
to develop and implement standard training 
programs across the brand for every franchise 
to use and to oversee new restaurant training, 
as well as training current employees before 
remodeled restaurants open to the public. 

It’s part of a refocus on the in-store 
customer experience, to have guests leave 
with smiles on their faces, not only from 
the food but from the service.

“My family has always been known for 
hospitality,” David says. “We make you feel 
like family. Our vision is to live in a more 
hospitable world.”  n

In 1965, the Daoud brothers, 
Dave, Charlie, Frank and Basheer, 
pooled their money to buy a diner 

called Hamburger Heaven in Cincinnati’s 
Mount Washington neighborhood. Despite 
its name, Hamburger Heaven was one of 
the few restaurants in that part of town 
serving Cincinnati-style chili at the time.

Recognizing Cincinnatians’ love of the 
unique concoction, the brothers dropped 
the burgers from the menu; in fact, they 
dropped most of the menu to focus on the 
spicy chili and the recipes made with spa-
ghetti, cheese, beans and onions, the now 
familiar three- four- and five-way creations 
that Cincinnati has become known for. 
That single restaurant expanded over the 
years into Gold Star Chili, a chain of chili 
parlors that at one time numbered more 
than 100 in Greater Cincinnati.

Today, as part of a 
broader restaging of the 55-year-old chain, 
CEO Roger David, son of Charlie Daoud, is 
going back to the future and bringing back 
the fresh, made-to-order burgers, with its own 
“Heavenly” special sauce and paired with its 
all-American partners, fries and milk shakes.

It’s one piece of the overall strategy to ex-
pand the brand and differentiate the chain 
from its chief competition, Skyline Chili.

Part of the effort is a slight name change.
“I removed ‘chili’ from our logo,” David 

says. “It’s something my uncles still cringe 
over. So now we’re just ‘Gold Star.’” 

Gold Star is now more than chili, al-
though the Cincinnati variety is still its 
bread and butter, or its ground beef and 
spice you might say.

In 2017, the company entered a new mar-
ket with its purchase of Tom and Chee, a 
concept that started as a food truck, hit it 
big with an appearance on Shark Tank, and 
then expanded with its menu of creatively 
made grilled cheese sandwiches and soup.

David and his team were looking for 
another dining concept that they could 
grow. “We recognized Tom and Chee as 
another Cincinnati brand and people were 
very passionate about it,” he says.

“They tapped into a niche that was not 
being served,” David says. “Something 
very simple, but they were executing it in 
a more sophisticated manner.” 

But they expanded too fast, without 
the back-office infrastructure to provide 
enough marketing and operations support 
to their franchisees, David says. Differently 
sized stores created costly overhead and the 

DATELINE: CINCINNATI

GOLD STAR REINVENTS ITSELF  
TO RE-INCLUDE BURGERS  
AND MORE

BY DAVID HOLTHAUS

Back to the
Future

CEO Roger David

A new Gold Star restaurant exterior

RIGHT: Made-to-order 
burgers have been brought 
back onto Gold Star’s menu.  

LEFT: While Gold Star is 
now more than chili, the 
Cincinnati variety is still its 
bread and butter.
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BY THE NUMBERS

Data provided by NAWBO  
Columbus. Data prepared and  
analyzed by Measurement Resources 
Company, LLC, an Ohio Women-Owned 
Business (August 2019)

306,824
WOMEN-OWNED 

BUSINESSES 
IN OHIO $29 Billion

REVENUES GENERATED
by Ohio’s women-owned businessesby Ohio’s women-owned businesses

330,463
JOBS CREATED

by Ohio’s women-owned businesses

$9.5 Million
PAYROLL GENERATED 
by Ohio’s women-owned businesses

40% 
Fewer

WOMEN-OWNED 
BUSINESSES

than men-owned
businesses

78%
Fewer
REVENUES 
GENERATED

by women-owned businesses 
than by men-owned

businesses 

Ohio 
female-
owned

businesses
WITH ANNUAL 

REVENUES 
OVER $1 
MILLION 
compared to 

7% of 
male-owned 
businesses

2%

[  WOMEN IN BUSINESS ]
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NFH
RSVP today for an engaging happy hour of Loyola trivia 
and reconnecting with fellow alumni. Be ready with your 
favorite (or remaining) beverage!

Zoom Meeting ID sent with registration.
Questions? Contact the Alumni O�ice at alumni.o�ice@lls.edu.

(n e t w o r k  f r o m  h o m e)

Orange County Alumni Council’s Virtual Networking Event
September 24, 2020  •  5:00 to 6:30 PM

» RSVP
by Sept 22

Tyler Anders ’19 
K&L GATES

Kevin Favro ’17 
EPSTEIN BECKER & GREEN, PC

Alastair Gesmundo ’15 

Danielle M. Mayer ’14 
HOLLAND & KNIGHT LLP

Shayda Nassirian ’14 
A CENTER FOR CHILDREN & FAMILY LAW

Justin A. Potesta ’16 
JONES DAY

Lauren Raya ’18 
MACDONALD & CODY, LLP

Ashton Riley ’15 
FISHER & PHILLIPS LLP

Tyler Sanchez ’14 
MURCHISON & CUMMING LLP

Steven Soliman ’12 
THE SOLIMAN FIRM

Matthew Stokke ’13 
CARLSON & JAYAKUMAR LLP

Michael Teiman ’17 
DIMARCO, ARAUJO & MONTEVIDEO

Blair Troy ’15 
PAYNE & FEARS, LLP

Calista Wu ’12 
RUTAN & TUCKER, LLP

Casper Yen ’16 
GIBSON, DUNN & CRUTCHER LLP

Orange Council Alumni Council Members

School shooting at 
Marjory Stoneman 

Douglas high school in 
Parkland, FL, kills 17 

students and reignites 
debate over gun control

2017
Loyola Center for Juvenile Law & 
Policy earns $1 million grant from 
Everychild Foundation to create 
program for foster youth.

• Violence at white 
supremacist protest in 
Charlottesville, VA 
sparks outrage 
nationwide

Birth of #MeToo 
movement brings 

unprecedented 
attention to issues of 
sexual harassment

2010

1994
Alumnus Benjamin 
Cayetano ’71 is elected 
Gov. of Hawaii, the first 
Filipino-American 
Governor in the U.S.

Loyola becomes the first 
ABA-approved law school 
in California to require its 
students to fulfill pro bono 
hours for graduation when it 
institutes the rule for entering 
students.

June 1980
Groundbreaking for 
the new Frank Gehry-
designed Albany Street 
campus.

Professor Allan Ides ’79 is 
the first Loyola Law School 
graduate to obtain a U.S. 
Supreme Court clerkship. He 
clerked for Associate Justice 
Byron White.

1968
Lola McAlpin-Grant ’66, LLS 
alumna and Dean, is the 
first female African- 
American Deputy Attorney 
General in California.

The Loyola of Los Angeles 
Law Review is launched.

• Fair Housing Act

1965 :  
Voting Rights Act 

of 1965

September 29, 1960
Loyola wins the State 
Moot Court competition, 
beating out USC.

Professor J. Rex Dibble 
is appointed Acting Dean. 
He became dean in 1962.

• John F. Kennedy elected 
as 35th president of the 
United States 

1943
Clemence Smith is the first 

woman admitted to 
LLS following a 

10-year hiatus. She 
graduated in 1948 with the 
highest cumulative grade 

point average in her class. She 
later joined the LLS faculty, 

becoming what may have been 
the first tenured female law 

professor in the U.S.

1923
William Joseph Ford was 
appointed as first Dean of 
St. Vincent’s School of Law.

Sept. 8, 1920
St. Vincent’s School 
of Law entered its first 
class of 8 students. 
Tuition was $90 per year. 

• League of Nations is formed
• 19th Amendment is ratified, giving women the right to vote

1920

J. Edgar Hoover 
is appointed as head of 

the Bureau of Investigation

1924
St. Vincent’s graduates its 
first class of 8 students

Anne O’Keefe is first 
woman to graduate. 

King Tutankhamun’s 
tomb is opened by 
Howard Carter 

1926 :  Harry Houdini dies

1925 :  Scopes 
“Monkey Trial” 

ends

Mount Rushmore 
carving begins

1927
Father Joseph Donovan becomes 
Regent of St. Vincent’s Law School.

Entering class includes 
two women.  

1931 :
Empire State 

Building is 
completed

1932
Dr. H. Claude 
Hudson, St. 

Vincent’s first 
African American 

student, graduates. 

1928
First Asian American 
student, Elmer Shokaku 
Yamamoto, graduates. 

• Amelia Earhart flies 
across the Atlantic

Wall Street 
crashes

Law school is moved to the 4th floor 
of the Byrne Building at 3rd and 
Broadway in downtown Los Angeles.

Joseph Scott, “Mr. Los Angeles,” becomes second dean.  

1929

September 1930 
St. Vincent’s School 

of Law is renamed to 
Loyola Law School.  

Full-time 3-year day 
division introduced with classes 

running from 8 am to 3 pm daily.

1930

March 26, 1941 
The Hollywood 

Parlor of the Native 
Sons of the Golden West 

presents LLS’ Moot Court 
with a flag of the California Republic.

Sayre Macneil becomes 5th 
and longest serving dean.

Military law course approved 
by War Department.

•  Japan attacks Pearl Harbor 
bringing the U.S. into WWII

1958
J. Myron Fink is appointed 

as the first full-time
 librarian. 

1940

1933
Law school is moved 
to 1137 South Grand Street. 

The first day division class 
graduates. 

• 21st Amendment repealing 
Prohibition is passed 

1939 :  Germany attacks Poland, 
starting World War II

1934
J. Howard Ziemann 
becomes the third dean. 

Clemence Smith ’48 is the first woman 
named to the faculty. 

Scott Moot Court competition established.

• Immigration & Nationality Act is passed 

1935 :
Social Security 
Act is passed 

Babe Ruth
retires 

1936 :  Jesse Owens 
wins four Gold medals 
at the Berlin Olympics

1937
May 5, 1937

Law school is awarded full 
ABA accreditation. 

LLS becomes a member 
of the American Association 

of Law Schools. 

1938 :
First Superman 

comic is 
issued 

1940:
Franklin D. 

Roosevelt is elected 
to a 3rd term

1942
Fall term introduces
accelerated two-year 

wartime program, which 
reduced the time needed to 
complete law school begins. 

1945 :
United Nations 

is created

1944:
D-Day

1947:  First Hollywood 
 blacklist instituted

1949:
NATO is formed

June 11, 1950
38th Commencement;
Honorary Doctor of Laws 
was conferred on the Most 
Reverend Timothy Manning, 
D.D., J.C.D, who later became Archbishop 
of Los Angeles.

• Korean War begins

1950

1960

1952

1954:  Brown v. Board of 
Education, 347 U.S. 483 

is decided

1955 :  Disneyland opens
1957:

The U.S.S.R. 
launches Sputnik, 
the first artificial 

satellite

1959
Loyola Digest, 

a predecessor to the 
Loyola of Los Angeles Law Review, 

is created.

• Alaska and Hawaii become states

1961 :  
Peace Corps 

is established

1962
Editors of the Loyola Digest interview gubernatorial candidate Richard Nixon 
at Loyola University. In the same issue the editors also interviewed 
Governor Edmund G. “Pat” Brown and Attorney General Stanley Mosk. 

Project ’70 was launched with the appointment of Fritz B. Burns heading up the 
fundraising program for the law school building. Estimated cost is $1,750,000. 

Samoan Chief Napoleone Tuiteleleapaga Fofogaolai’I begins law school at Loyola. 

The Loyola Law Wives club is formed. 

• Cuban Missile Crisis

1964
Law school 
moves into current campus 
• Beatles first appearance 

on Ed Sullivan show
• Civil Rights Act passed

1966
U.S. Supreme Court Associate Justice 
Thurgood Marshall visits Loyola.

Lloyd Tevis, a 1950 graduate of LLS, 
becomes dean. 

• Miranda v. Arizona
decided

1963 :  Gideon v. Wainwright is decided
 Martin Luther King makes 

 “I Have a Dream” speech 
 in Washington, D.C. 

1969 :  National Environmental 
Policy Act

1967:  
Super Bowl I  takes 

place in the Los Angeles 
Memorial Coliseum

August 1970 
U.S. Supreme Court
Associate Justice William 
O. Douglas speaks at Loyola 
on various topics, including
addressing the problems of the poor.

1970
1971

Father Joseph J. Donovan, S.J. retires 
after 30 years as regent at 

Loyola Law School.

1972
Law school opens its 

Community Legal 
Assistance Center (CLAC) 
and Center for Parental 

and Juvenile Justice (CPJJ).

Equal Rights 
Amendment passes the 
U.S. Senate and House 

of Representatives

1975
The Disability Rights

Legal Center is launched.

1980

1981 :  
Sandra Day O’Connor is  

the first woman appointed  
to the U.S. Supreme Court

1984:
L.A. hosts

the Olympics

1986
U.S. Supreme Court

Associate Justice William J. Brennan 
delivers commencement address.

1987
Creation of the Byrne 
Trial Advocacy Team.

• DNA first used to 
convict criminals

1989 :
Fall of the Berlin Wall

May 1990 
LLS awarded

Order of the Coif. 
chapter.

1990

January 2000 
Young Lawyers 

program founded.

2000

1991 :
First web page 

created

1992 :
California 

becomes the first 
state to elect two 

women to the U.S. 
Senate: Barbara Boxer 

and Diane Feinstein

1993
The Center
for Conflict
Resolution

is launched.

2008
Johnnie L. Cochran, Jr. 

Chair in Civil Rights established.

• Barack Obama elected as first 
African-American president

1997
Cancer Legal Resource 
Center founded, going 

on to serve 500,000 
clients in need.

2001 :
September 11

terrorist attacks 
in NYC

2003:
Walt Disney Concert 

Hall, designed by 
Frank Gehry, opens

2004
Center for Juvenile Law and Policy 

and Sports Law Institute are launched.

December 2010
Loyola named among 
nation’s “Top 10 Law 
Schools for Hispanic 
Students” by Hispanic 
Business and Hispanic 
Outlook in Higher 
Education magazines.

• Hispanic population 
tops 50 million in U.S.

2012
Loyola ranked #1 most attended 
law school among L.A. County 

Superior Court Judges.

2013
Loyola launches Health 

Law Alumni Chapter.

Number of Loyola 
alumni totals more than 

16,000 in 50 states 
and 31 countries. 2014

Loyola celebrates 50 
years on the Albany 

Street Campus.
Affordable Care 

Act goes into effect
2016
The law school hosts a celebration of the work of distinguished Professor Peter 
Tiersma and announces the Tiersma Collection of Historical Legal Documents.

Michael Waterstone is installed as the 18th Dean of Loyola Law School.

• England votes to leave the European Union in historic “Brexit” vote
• Donald Trump is elected 45th President of the United States, ushering 

in an era of unprecedented political division
2015 :

Charlestown, SC 
church shooting.

US. Supreme court issues 
its Obergefell decision, 
recognizing the right to 

same-sex marriage

2018
Loyola Social Justice Law Clinic 

holds grand opening 
and celebrates partnership with 

Los Angeles Mayor Eric Garcetti’s Office of Reentry.

Loyola partners with distinguished congressman 
Tony Coelho to launch the Coelho Center for 

Disability Law, Policy & Innovation.
2019
The law school introduces its 
expansion into online legal education 
by offering an online tax program.

• Impeachment inquiry against 
President Donald Trump begins 
after revelations of attempts to 
link aid to Ukraine in exchange for 
an investigation of Joe Biden’s son

2020
September 2020
Loyola Law School 
celebrates the 100th 
anniversary of welcoming 
its first class of students.

• March 2020: COVID-19 outbreak brings 
economic and social life to a halt worldwide.

Graphics for an email invitation to an online alumni 
event. This was one of the many events that pivoted to 
virtual gatherings in 2020. I successfully helped my 
Loyola clients navigate these changes.

Web graphic. Part of a larger campaign promoting 
the annual Johnnie L. Cochran, Jr. Public Service 

Award Reception.

Infographic 
timeline 
celebrating  
the 100th 
anniversary 
of Loyola 
Law School, 
Los Angeles. 
Designed for 
web viewing.

Unconstrained by this unconscionable flat-fee system, JJC students 
fully investigate the facts of the case, research potential motions and 
defenses, and consult with their clients in juvenile hall to determine 
whether to proceed to trial or reach a plea bargain. Guided by JJC so-
cial workers, students move beyond traditional legal representation to 
ascertain the root causes of why their clients have ended up in the crim-
inal justice system in the first place.

JJC students thoroughly investigate each client’s background and 
upbringing in order to identify potential mental-health defenses and 
mitigating factors. Students then 
use mitigation to oppose trans-
ferring youth to criminal court 
for adult prosecution, where they 
face draconian sentences, and to 
reduce the sentence in the event 
of a conviction.

  Los Angeles has a history of generational gangs and is often identi-
fied as the “gang capital” of the United States. Many JJC clients joined 
street gangs at a young age as a way of dealing with absent fathers, 
family problems and the pressures of living in poor, violent neighbor-
hoods. Despite the popular mythology of “blood in, blood out,” most 
teens join a gang between the ages of 12 and 15, and stay as members 
for only one or two years; consequently, thoughtful intervention and 
treatment can make a huge impact on a young person’s life even if he 
has some gang involvement. JJC social workers provide counseling and 
support services so that minors can gain insight into why they became 
involved in illegal activities and hopefully learn how to avoid further 
contacts with the system.
 
Representing Students at Educational Hearings
YJEC students tackle juvenile delinquency from a different but relat-
ed perspective: using available administrative and civil remedies to 
keep at-risk youth in school, thereby ending the so-called “school-
to-prison pipeline.” Los Angeles public high schools currently have a 
graduation rate of 67%. Many incarcerated youth dropped out after 
being suspended or expelled from overburdened, under-performing 
high schools. Often these schools overuse expulsion because admin-
istrators are unable or unwilling to address a student’s unique educa-
tional needs or deficits. YJEC students seek to compel school district 
administrators to comply with existing laws requiring public schools 

to make good-faith efforts to ad-
dress each student’s educational 
needs. YJEC clients who receive 
individual education plans and 
services often thrive in school 
instead of dropping out, which 
in turn reduces the risk of their 
becoming involved in criminal 
activities.     

Representing 
Prisoners Who Were 
Wrongfully Convicted 
Or Over-Sentenced
JIFS students redress the injus-
tices of wrongful imprisonment 
and over-incarceration for chil-
dren. California has more in-
carcerated youth than any other 
state in the nation. In fact, the 
number of incarcerated youth in 

California rivals that of Texas, New York and Florida combined. Many 
of these youth have been tried as adults and are serving extreme sen-
tences in adult prisons.

Because juveniles are immature and less sophisticated than adults, 
they are more likely to be wrongfully convicted than adults. Some 
prisoners convicted as children have credible claims of innocence, but 
no right to counsel post conviction. JIFS students reinvestigate such 
cases and, when appropriate, file habeas corpus petitions alleging 

actual innocence. The JIFS stu-
dents litigate actual innocence 
claims to exonerate inmates who 
are wrongfully imprisoned for 
crimes they didn’t commit.

California prisons are also full 
of people who were sentenced to 

life without parole for crimes committed as juveniles. Three years ago, 
the United States Supreme Court in Miller v. Alabama held that “chil-
dren are constitutionally different for the purposes of sentencing.” The 
Court held that because juveniles have reduced culpability and great-
er potential for rehabilitation, they should rarely be sentenced to life 
without parole (LWOP). To that end, JIFS students represent inmates 
who were unconstitutionally over-sentenced as juveniles. JIFS stu-
dents present mitigation and evidence of rehabilitation to advocate for 
the resentencing of prisoners sentenced to LWOP as juveniles.      

Social Justice In Action
The Center advocates at every level to return the juvenile justice sys-
tem to its rehabilitative roots. Clinic professors publish articles and host 
national conferences on juvenile justice and education law issues to 
encourage systemic reforms. Clinic students advance social justice by 
honoring the dignity of even the most troubled young offender through 
holistic representation. Students’ personal involvement with the suf-
fering of others results in a deeper understanding of the root causes of 
poverty and injustice. By modeling high quality, client-centered repre-
sentation, the Center hopes to inspire the next generation of lawyers to 
advocate for at-risk youth.

Sean Kennedy is Kaplan & Feldman Executive Director of the Center for Juvenile Law & Policy 
at Loyola Law School, Los Angeles. A past Federal Public Defender for the Central District 
of California, he is a graduate of Loyola Law School and Loyola Marymount University.

New CJLP students touring the facilities inside the Inglewood Courthouse as part of orientation.

“...children are constitutionally different  
for the purposes of sentencing.”
— United States Supreme Court in Miller v. Alabama

A mother contacted LMU 
Loyola Law School’s Cen-
ter for Juvenile Law and 

Policy for help. Her two teenage 
sons, who both suffer from autism, 
had just been expelled from their 
special-education program be-
cause they were frequently absent 
and had “behavior problems” in 
school. The mother explained that 
the family had become homeless, 
which made the boys especially 
anxious and caused difficulties 
getting them to school. The Center 
successfully litigated the brothers’ 
case against the school district, 
and they were readmitted to the 
program with specialized ser-
vices to address their disabilities.

The Promotion of 
Justice For At-Risk 
Youth
Loyola Marymount University 
(LMU)’s mission stresses “the 
service of faith and the promo-
tion of justice.” The “promotion 
of justice” requires students to 
confront the structures of our world that perpetuate poverty and injus-
tice, and to embark on well-planned strategies for making the world more 
just. Law students are especially well-equipped to promote social justice 
by using their legal education, knowledge and training to help the poor-
est, most vulnerable members of society. These include at-risk youth, 
who face serious challenges brought on by poverty, trauma, addiction, 
mental health problems, educational deficits and myriad problems asso-
ciated with growing up in violent, gang-infested neighborhoods.

In 2004, LMU Loyola Law School started the Center for Juvenile 
Law and Policy to help at-risk youth in the neighborhoods adjacent to 
its downtown Los Angeles campus. The Center is comprised of three 
separate clinics: the Juvenile Justice Clinic (JJC), the Youth Justice Ed-
ucation Clinic (YJEC) and the Juvenile Innocence and Fair Sentencing 

Clinic (JIFSC). In these clinics, under the supervision of experienced 
clinical law professors, Loyola students represent children in a variety 
of legal, educational and administrative matters in hopes of making a 
difference in each client’s life, as well as effectuating systemic change 
in the juvenile justice system.

Representing Teens in Delinquency Court
JJC students represent inner-city youth charged with crimes in delin-
quency court. Los Angeles has one of the biggest juvenile justice sys-
tems in the world. Despite the volume of serious cases and the high cost 
of living, payment of counsel in juvenile matters is limited to a flat fee 
of $350. Such low fees discourage counsel from filing motions or pro-
ceeding to trial, and almost all matters are resolved by plea bargains.

JJC clinical co-director Samantha Buckingham flanked in Inglewood Juvenile Court by CJLP alumni Camila Alvarez (JJC, ‘15), Erik 
Rodstrom (JJC, ‘08, now a public defender), Sherise Francis (JJC, ‘09, now a public defender) and Lilian Walden (YJEC, ‘15). 

CJLPNews from the Center  for  Juveni le  Law & Pol icy

Represent the ‘Whole Child’
Loyola Law School Juvenile Justice Clinics

BY SEAN KENNEDY, LMU LOYOLA LAW SCHOOL
Adapted from an Article Published Nov. 18, 2015

Newsletter for 
the Loyola Center 

for Juvenile Law 
& Policy (CJLP).

JOHNNIE L. COCHRAN, JR.
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Grand Reunion self-mailing invitation. Part of a 
larger campaign that included email, web, and other 
print components. I designed all campaign pieces 
from social media graphics to the event program.
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GRAND reunion

Grand Reunion celebrates those who bring 
distinction and honor to Loyola Law School.

T H U R S D A Y ,  N O V E M B E R  1 4 ,  2 0 1 9
S L S  H O T E L ,  B E V E R L Y  H I L L S

6 to 7 pm - Awards Ceremony  •  7 to 9 pm - Reception

R E G I S T R A T I O N
General: $75 / person  •  Recent Alumni (Classes 2015-2019): $60 / person

Ticket includes hearty hors d’oeuvres, full bar & dessert

Business Attire

R S V P  B Y  N O V E M B E R  7
R E G I S T E R  O N L I N E  A T  L L S . E D U / G R A N D R E U N I O N

Questions? Please call the Alumni O�ice at 213.736.8153

Please join us at the 2019E V E N T  S P O N S O R S

GOLD

Alumni Association Board of Governors  •  Edward Jones
Feldman Browne Olivares, APC  •  Meyer, Olson, Lowy & Meyers, LLP

Paul Hastings LLP  •  Hon. Patricia M. Schnegg (Ret.) ’77  •  Shout! Factory
Skadden, Arps, Slate, Meagher & Flom LLP

Vanacore Music Inc.  •  World Surf League Studios

SILVER
ADR Services, Inc.  •  Ardalan & Associates  •  Ashley A. Andrews, APC

Hillary Bibico� ’91  •  Bridges & Bridges  •  Chapman, Glucksman, Dean & Roeb
Cheong, Denove, Rowell, Bennett & Hapuarachy

Cohan-Horn Insurance and Retirement Services  •  Estelle & Kennedy, APLC
Forouzan Law APC  •  Daniel D. Geoulla, B&D Law Group, APLC

Ghanooni Law Firm APC  •  Glaser Weil Fink Howard Avchen & Shapiro LLP
Greenberg Traurig  •  HARDER LLP  •  Joan B. Kessler, JD, PhD

Larry Larson & Associates  •  Lavi & Ebrahimian, LLP  •  Hon. John V. Meigs (Ret.) ’78
Michael A. Barth, A Prof. Corp  •  O'Melveny & Myers LLP

Pacific Crest Healthcare, Nicholas Loloee  •  Pansky Markle Attorneys at Law
Grace Parrish ’06 & Philip Nulud ’06  •  SulmeyerKupetz, APC  •  Mario D. Vega ’98

William H. Hannon Foundation

D I S T I N G U I S H E D  A L U M N A  
O F  T H E  Y E A R  A W A R D  

Gretchen Stockdale ’02 
Pilgrim Media Group

B O A R D  O F  G O V E R N O R S  
R E C O G N I T I O N  A W A R D

Felipe Plascencia ’93 
Awarded posthumously

I N S T I T U T I O N A L  S P O N S O R S

INSTITUTIONAL

PLATINUM

ACF Investment Bank  •  CourtCall  •  DLA Piper LLP
La Raza de Loyola Classes ’95-’97  •  MABA PAC  •  The Schirripa Group at UBS

Laura A. Wasser, founder
It's Over Easy - online divorce

T H A N K  Y O U  T O  O U R  2 0 1 9  G R A N D  R E U N I O N  S P O N S O R S
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