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What's Happening in Vegas:Getting Ready for the Conference
It’s a beautiful day in Vegas! LMA friends are gathered around the pool at the Aria in
anticipation of tomorrow’s six Pre-Conference Programs. The LMA International Board is
meeting throughout the day and a team of more than 25 staff professionals are hard at work
setting up the conference spaces and exhibit hall. And, of course, the slot machines and
tables are hot in the casino as well! We look forward to seeing all of you.

Keynoter Zoë Chance is the Doctor of Influence
Keynote speaker Zoë Chance is the doctor of influence and persuasion. Much of the Yale
School of Management assistant professor of marketing’s work centers around how to set up
environments that help people make the right choices – for their own lives, as well as their
company brands.  

Although Chance’s work often is quoted in the news media and she is a sought-after speaker,
she is not a pop psychologist. Her work is grounded in peer-reviewed research that reveals a
bent toward study that has real-world implications for helping people make good choices
and seeing themselves with greater clarity. Research she has co-authored has included the
study of social marketing strategies to treat HIV in developing nations, improving the
choices we make in online dating and nudging people to make healthier food choices. She
has written several academic papers on self-deception, which we might sum up in this title:
“I Read Playboy for the Articles: Justifying and Rationalizing Questionable Preferences.”

Chance takes insights wherever she finds them and often uses her own life as a learning lab.
Her affection for games and devices like pedometers, for example, has given her insight on
addictive behavior.
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Her professional credentials – topped by a doctorate in business administration in
marketing from Harvard – are enriched by diverse experiences outside academia. She once
was a leader in Mattel’s marketing for its prized Barbie franchise, developed an executive
leadership program at Harvard, started a small business and has acted on stage and in film.

One of her big takeaways for all marketers: Everything we do contributes to the
environment that influences behavior, whether it’s the design of a cafeteria or paperwork
explaining a 401(k). You can do it intentionally, or do it unintentionally. Expect to come
away from her remarks with new insight on how all the little things you do – or ignore –
support your legal marketing.

Keynote Address: Tuesday, March 28th, 9:00 – 10:00 a.m. in Bristlecone 5-6

What Success Looks Like:Anatomy of a Marketing Tagline
One thing that doesn’t stay in Las Vegas is its world-renown marketing tagline. “What
happens in Vegas, stays in Vegas,” is something that all of us heard from friends and
colleagues last week when they learned we were headed to the LMA convention.

The most successful city tourism tagline ever has been around since 2003 and was the
brainchild of Las Vegas marketing, PR and advertising firm R&R Partners, working with its
client, the Las Vegas Convention and Tourism Authority. Officially, the tagline is “What
happens here, stays here,” and it’s as intertwined with the city’s image as slot machines.

The tagline that embodies the notion of a carefree tourism adventure safely away from home
was the result of a careful marketing process that began with the goal of solving a problem:
The city feared that its success as a gaming destination overshadowed its other attractions
as a tourist getaway. The city wanted to say, “we’re not just about gaming.”

The process of finding the right marketing message began with research – a year-long effort
that eventually identified what Las Vegas really sells: freedom. R&R’s study explained it this
way. Las Vegas represents the emotional “freedom to do things, see things, eat things, wear
things . . . to be someone we couldn’t be at home” and to “leave behind our daily lives.”

The final step was brainstorming how to shape the message. Left on the table were such
slogans as “Anything goes” and “You never know.”

For all of its success, the Las Vegas tagline carries a cautionary lesson for marketers. Feeling
an urge to change things, the city occasionally has since toyed with several other marketing
slogans, including “Your Vegas is showing” and creation of a character called “Las
Vegasdotcom.” These flirtations with change always bring the city back to its tried-and-true
iconic tagline.

The lesson for all of us, whatever we market: Don’t mess with success. 

Viva Las Networking



Need to Know
• Registration is on Level 1 Foyer.
• All conference sessions take place on Level 1.
• Dress reminder - business casual and we recommend dressing in
layers given the change in temperature of the session rooms, foyer
and rest of the hotel.

Your Vegas is Showing on Social Media

#LMA17Selfie

@LMAintl #LMA17 Legal Marketing Association lmaintl
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