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The Lake Communicators, a Lake County-based 

professional organization for individuals in the marketing

and communication fields throughout Northeast Ohio, 

will hold a luncheon on Wednesday,

September 8, featuring guest speaker

David Cowen. The luncheon will be

held from 11:30 AM to 1:15 PM at the

Lake Metroparks Pine Ridge Country

Club located at 30610 Ridge Road in

Wickliffe.

The topic that will be discussed is personal sustainability –

what it is, how to be more sustainable, and the relationship

to your organization’s sustainability program. Dave

recently retired as the Public Affairs Manager for The

Lubrizol Corporation where part of his role entailed 

corporate oversight for defining Lubrizol’s approach to

sustainability.

During his 35-year career with Lubrizol, he held various

positions in research and development, manufacturing and

corporate. He has discussed topics such as interpersonal

skills, diversity, and personal effectiveness at Lubrizol

University workshops.

In the community, Dave has facilitated workshops on

leadership, human effectiveness, time management, and

strategic planning processes for non-profits.

The cost for the luncheon is $15 for members and $25

for non-members. You may send a substitute if unable to

attend, no refunds will be allocated for no-shows.

Reservations are due by Friday, September 3.

Please pre-register so we can better serve you. Walk-ins

pay an additional $5 fee. 

For more information about the Lake Communicators

monthly lunch meetings or to make reservations, call

Diana Lewis at 440-255-8932 or e-mail Shirley Wolfe at

wolfeshirley@yahoo.com.  You may also register and pay

online via PayPal on the Lake Communicators Web site.

www.lakecommunicators.com

What Sustains You From Within, When
Everything Outside of You Falls Away?

Images from Lake Communicators Night Out at Classic Park

Lake Communicators member Stuart Lendon (left) controls

the big board and all of the sounds that go off in the stadium.

President John Venen with the Lake County

Captains on-field announcer Grover.
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VOICE is a monthly newsletter produced by Lake Communicators,
a Lake County-based organization for those in the marketing 
communications fields. We promote and encourage responsible,
creative, professional advertising, public relations and marketing
efforts, as well as provide opportunity for the professional 
betterment of members.

For more information, call 440-392-9307
Web site: www.lakecommunicators.com

Board of Director meetings are held the Friday preceding 
the membership meeting at 8:30 a.m. at various locations 
in Lake County.

An organization of marketing professionals.

2010 BOARD OF DIRECTORS:
OFFICERS:

President .................................. John Venen, Lake Metroparks

First Vice President .............. Diana Lewis, Great Lakes Mall

Second Vice President .............................. Wanda Wareham, 
The Fine Arts Association

Treasurer .......... Tom Ruffner, Villa Beach Communications

Secretary ...................................... Laura Cahill, Lake Health

TRUSTEES:

Nancy McArthur, Firefighters Community Credit Union

Julia Schick, Laketran

Scott Tennant, The Cleveland Foundation

IMMEDIATE PAST PRESIDENT:

Judy Cerne, McKinney Advertising & Public Relations
October VOICE copy deadline is September 22

Talent and creativity often shine brightest under pressure.

With the current economic climate forcing the members of

the Lake Communicators to do more with less in their

efforts to promote their clients, now is the time to showcase

the quality of your work. 

The Lake Communicators APEX Awards is seeking

entries for consideration in the 2010 competition.

Celebrating our 29th year, Lake Communicators is a Lake

County-based organization for those in the marketing

communication fields in Northeast Ohio.

This year, each company with a Lake Communicators

member will have the opportunity to enter one item for

free. Our goal is to encourage members who have not

entered in the past, or who are working with tight budgets

this year, to enter the 2010 competition. To be considered,

projects must be the product of companies, organizations,

free-lancers, and individuals who live in, work in, and/or

provide services to clients in Lake, Geauga, and Ashtabula

counties. All entries must have been produced between

Aug. 1, 2009 and July 31, 2010 to be considered. 

The deadline for entries is Sept. 22. Entries can be

dropped off at the Laketran offices, 555 Lakeshore Blvd.

in Painesville Township; at the Willoughby branch of the

Lake County YMCA, 37100 Euclid Ave. in Willoughby;

or at The Holden Arboretum’s Cooper Administration

Building, at 9500 Sperry Road in Kirtland.  

Winning entries for each category will be awarded a

Gold, Silver, or Bronze prize during an award ceremony

slated for Nov. 10 at the Pine Ridge County Club. 

To learn more about the competition categories, or to

enter online, visit

http://www.lakecommunicators.com/apex/2010apex/

or contact Cait Anastis at 440-602-3828.

Apex Awards Update
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MONTHLY MEETINGS
Membership meetings are held the second Wednesday
of each month. Check calendar listing for meeting location,
but most meetings are held at Lake Metroparks Pine
Ridge Country Club, 30610 Ridge Road, Wickliffe, Ohio.
Lunch meetings are held from 11:30 a.m. to 1:15 p.m. and
include networking and a half-hour program. Guests are
always welcome.

Reservations are due by the Friday prior to each meeting.
To RSVP, call Diana Lewis at 440-255-8932 or e-mail
Shirley Wolfe at wolfeshirley@yahoo.com.You may send
a substitute; no-shows will be billed. Cost is $15 for
members, $25 for non-members.

Please pre-register so we can better serve you. 
Walk-ins pay an additional $5 fee. 

VOICE NEWSLETTER:

DESIGNER & EDITOR: 
Max Pfeifer, Graphic Artist,
LindaMax Graphic Art Services ......................440-205-1097 

DISTRIBUTION: 
Shirley Wolfe, Corresponding Secretary, 
Jaye Wolfe Enterprises......................................440-946-9919

UPCOMING EVENTS

www.lakecommunicators.com

An organization of marketing professionals.

max2@lindamax.com

September 8 Dave Cowen, DLC Concept
Personal sustainability 
(for freelancers & small business owners)

October 13 Ann Fairhurst, Cleveland
Foundation
Non-profit marketing/Lake-Geauga grants

November 10  APEX Awards
(Evening Event)

Lake Communicators welcome new member
Karen Lucek,

Graphic Designer

12 East Shore Blvd.

Timberlake, OH 44095

Phone: 440-477-2237

soldekar@yahoo.com

*Thank you Karen for making a contribution to our scholarship fund!

Bob Ulas advises that the Lake County Visitors Bureau

annual meeting luncheon is scheduled for Thursday,

October 28, 2010, with guest speaker, Jeff Sudbrook,

recently named Publisher of the News-Herald.

More details will be forthcoming.  Call the Bureau at

440-975-1234 or e-mail ask@lakevisit.com to be included

in e-mail or snail mail invitation.

Save the Date
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Web video has become desktop television. Sales and

marketing teams can becomes today’s TV network 

programming executives, replacing traditional corporate

suits responsible for shows like “Are You Smarter Than a

5th Grader?”

The Web clip culture inspired by YouTube and

GoogleVideo has paved the way for businesses to create

their own high-quality PR content to build the loyalty of

current customers and educate new customers about the

benefits of their products and services. Online video is a

great way to raise positive visibility in the marketplace and

the community because it can sell, tell, educate, motivate,

train and entertain. Think of it as your company’s own TV

network broadcast in offices and homes around the corner

and the globe.

Effective Web video can range from a single clip to a

series, from lighthearted to documentary style. The

options are endless, but the following tips will help you

make your choices strategic:

• Focus on the purpose. Web video must serve a defined

purpose. Do you want a viewer to place an order, forward

the clip to a colleague, join a discussion, or RSVP to a

seminar or trade show? The ultimate goal for any Web site

is to make the content and information so compelling that

visitors check it regularly. Having a community that par-

ticipates regularly is a robust competitive advantage.

• Get back to basics. Developing a Web video strategy

requires teamwork, the IT staff embedding the content,

and the marketing or PR team developing a creative 

position for the company. That makes it a great time to 

re-evaluate who you are, what you do, who your audience

is and why you do it. Examine branding and marketing

materials to see if they are up to date and effective. Ask,

what are your distribution channels and what do our 

customers say about us? Think SWOT (strengths, 

weaknesses, opportunities and threats) marketing analysis.

• Make a connection. While putting clips of a telegenic

and charismatic CEO (a la Steve Jobs) on a Web site to

showcase the company mission and goals can be effective,

this should not by the only PR effort. Add customer 

testimonials, a very powerful tool to build a brand or

increase visibility, and allow viewers to rate or comment

on videos. The goal is to bring the company’s products,

services, team and industry to life with compelling content.

• Measure your reach. Another appealing aspect of Web

video is accountability. If you have produced a great Web

video that accurately and creatively positions you or your

client’s products and services, you must properly track

involvement to justify the value. You can track how many

people viewed the video, how much time they spent on

the site and what zip code they are in. We produced content

for an Ulster County, N.Y., client that led to 50,000 views

during a 30-day period, a high number for a focused,

regional campaign.

But remember that factors beyond Web video (like a

powerful Web site) also impact the results of a campaign.

• Expand your audience. High-quality production can be

expensive, but the good news in the digital age with non-

linear editing is that footage can easily be used in many

formats. You could include it in a PowerPoint presentation

at an exhibition or trade show, or put it on a SmartPhone,

iPod or portable DVD player to show on sales calls.

Special tags can be embedded so Web search engines find

the video and optimize placement high in search results.

Another option is to embed the video clips in electronic

newsletters to customers or news releases. Building buzz

around your content is one surefire way to get it noticed.

Write a news release about the new content or insert it in

an RSS feed.

Though fewer boundaries restrict Web content than 

traditional advertising, content is still limited by 

technology and the shrinking attention span of Web surfers.

Web video is one of the most dynamic PR tools created

to date and a clear signal that one-dimensional, bill-board-

like Web sites are a thing of the past.

More than meets the eye
Tips for making online video one of your most compelling tools
By: Roger Rosenbaum; PRSA Tactics


