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Stop Thinking Like A Board And 
Start Thinking Like Your Members 

Melynn Sight
and Carol Weinrich Helsel
Contributing Writers

 As much as we’d like to think 
our board represents our grass-
roots members (and prospective 
members), the truth is that of-
ten they do not. Board members 
are pre-disposed to be highly 
invested in the governance of 
the Chamber and therefore plan 
from the inside out. They be-
lieve they know what members 
want. And while well inten-
tioned, the results can cause a 
real disconnect with members.
 It is the local business own-
er’s perception of value that 
will impact whether to write 
the check for upcoming Cham-
ber dues, when the year just 
ending shows a lot of red ink.
 Nearly all organizations 
face the challenge of overcom-
ing a lack of awareness about 
the value of membership. Vol-
unteer leaders and executives 
alike tend to focus on the ben-
efits of membership, not the 
value proposition. In doing 
so, the Chamber loses an im-
portant opportunity to articu-
late what is really important to 

members and what will ensure 
that those dues checks keep 
coming. This article explains 
why thinking about value from 
the outside in – starting with 
what members most worry 
about – will help leaders begin 
to think, plan for, talk about, 
deliver, and promote the most 
relevant portfolio of services.

Identifying Your Value Proposi-
tion:
 Let’s begin with what a value 
proposition is not. It is not a list 
of services. It is not the Cham-
ber sign for storefront windows, 
monthly networking breakfasts, 
or the mailing labels of new 
residents. It’s not even lobbying 
success with local government 
representatives. A value propo-
sition is your competitive edge. 
It offers members a clear, sound 
rationale for joining, belong-
ing, contributing, and taking 
advantage of all that a Cham-
ber offers. It differentiates why 
a member chooses to belong to 
your organization, a compet-
ing organization, or none at all.
 Developing a value proposi-
tion is a multi-step process that 
will aide in organizational plan-

ning, and membership growth 
and loyalty. The outcome is a 
clear, direct claim that is rel-
evant to your important audi-
ences and represents what your 
Chamber does well today. The 
written proposition is a state-
ment that helps tell your story 
of relevance in a concise mes-
saging platform – a platform 
that becomes the basis for your 
Chamber’s communications. 

What’s your problem?
 Early in the process, be clear 
on the reason you need a value 
proposition in the first place. 
Some Chambers believe they 
need a value proposition to uni-
fy their staff; others know how 
much they offer to members, 
but need a clear, simple way 
to articulate it. With the spe-
cific motivation for your work, 
you can keep your focus on the 
goal throughout the process. 
 Leaders are increasingly 
seeing value propositions as 
the most meaningful step to-
ward building and sustaining 
membership for non-profits. 
A well-researched and crafted 
proposition guides strategic 
planning, staff communica-
tions, and gives a purposeful 
approach to committee work. 
 Recognizing your mem-
bers’ needs first, and then pur-
posefully feeding those needs 
into your Chamber’s strate-
gic work can be a radical shift 
in thinking. This change in 
perspective has helped orga-
nizations to “question every-
thing” and rethink how they 
plan, organize and set goals.
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The Keys To Finding And
Retaining The Best Volunteers

Cathi Hight
Contributing Writer

 Do you find it difficult to 
recruit and keep volunteers? 
 Have you had great vol-
unteers lose their passion 
and stop volunteering ac-
tively for the Chamber?
 What would it be like to 
have enthusiastic and com-

mitted volunteers help the 
chamber achieve its goals?
 Retaining volunteers is the 
key to success for your cham-
ber. There’s no point in being ef-
fective at recruiting volunteers 
if you can’t keep them coming 
back. Effective recruitment en-
sures that you have sufficient 
volunteers to work on your ini-
tiatives. Volunteer retention is 
the only way to avoid recruit-
ment problems down the line.

Why Is Volunteer Retention A 
Challenge?
 Having a successful vol-
unteer network sounds like a 
dream come true or a lofty goal 
to achieve, yet it is possible. You 
have probably experienced the 
positive effects of great volun-
teers, albeit it is due to a small 
handful of chamber volunteers. 
Is it possible to clone or attract 
more like them? Yes, although 
it takes forethought, an under-
standing of volunteer expecta-
tions and how to meet them.
 Attracting and retaining 
volunteers is becoming increas-
ingly difficult for many associa-
tions and non-profit organiza-
tions. Across the country, there 
are common concerns and chal-
lenges about getting more peo-
ple to volunteer and to continue 
support organizations. Some 
of the common challenges for 
retaining volunteers include:
 Lack of time and competing 
priorities- Most volunteers have 
fulltime jobs and work forty-
plus hours a week for employ-
ers or in their own companies. 
Many of them also have family 
obligations and outside inter-
ests, and are struggling to main-
tain a balance between work, 

home and community needs.
 Increased competition for 
volunteers- Most associations 
and non-profit organizations 
rely on volunteers to accom-
plish its goals. Volunteers are 
needed to participate on boards, 
lead and manage fundraising 
initiatives, implement projects, 
and coordinate activities that 
result from strategic planning 
retreats. Everyone competes 
for a small pool of volunteers.
 Difficulty in meeting vol-
unteer expectations- Volun-
teers are not all alike and have 
individual needs. Dealing with 
such a diverse set of needs may 
be difficult and time consuming 
for staff members. Within any 
group of volunteers, individual 
needs and agendas may sur-
face, requiring volunteer lead-
ers and staff members to man-
age the differences and ensure 
that the overall goals are met.

What Motivates Members To 
Volunteer?
 In many ways, managing 
volunteers is akin to manag-
ing staff members, although 
volunteers don’t receive pay-
checks. This difference in itself 
makes it more difficult to mo-
tivate volunteers to show up 
and perform as expected. On 
a side note, numerous studies 
have concluded that staff mem-
bers are not actually motivated 
by monetary compensation. 
Money is thought to be a satis-
fier or non-satisfier depending 
on how well other motivators 
or expectations are met. In that 
regard, retaining volunteers and 
staff members may be more 
similar than once believed.
 First of all, you can’t moti-
vate volunteers or anyone else 
for that matter. Motivation is 
self-directed. Volunteers are 

(Continued to Page 3)(Continued to Page 6)

Why Good News Travels Faster Than Bad News At NEXT! Ad Agency

Evaluation of Opportunities Advanced Tracking

Patrick McCabe
Editor

 You know the old adage: 
Good News Travels Fast, Bad 
News Travels Faster. We see 
it all the time in the national 
media. “2 U.S. Troops Killed 
in Afghan Shooting”; “4.7 
Quake Hits Southern Califor-
nia”; “Hundreds of Dead Pigs 
Fished From River”. These are 
just a few headlines I saw from 
a quick glance at cnn.com. 
Why is it that when we find out 
something we like, we keep it 
to ourselves, but when we find 
out something that makes us 
angry or upset, we can't wait 
to shout it from the rooftops?
 The same goes for your 
members' businesses. When 

one of your members does a 
great job for 10 people, they 
may only tell a few others 
about it, but do one sub-par 
job for a person and you bet-
ter believe they'll let 100 others 
know all about it, and quickly.
 Which is a truer represen-
tation of that member? The 
good job they did for 95% of 
their customers, or the 1 person 
who wasn't satisfied? Because 
that's what your Chamber, 
and your members are con-
stantly striving for, the truth. 
You want the truth about your 
company to be represented 
in ads, and you want your ad 
firm to be truthful to you about 
where your budget is going.
 When advertising, we want 
people to know the best things 
about ourselves. “We have a 

brand new product line you're 
going to love”; “Sales are up 
25% thanks to our tremendous 
customer service”; “People you 
know and trust love our compa-
ny, and you will too.” Whatever 
the case may be, we advertise 
from within so others will see 
the results of our labor and take 
part in our products and servic-
es. But the means at which this 
message travels can have a sig-
nificant impact on how it's re-
ceived by potential customers.
 This problem still remains: 
the place that Chambers are ad-
vertising their members and the 
place that people look for this 
information is very different. 
We say it all the time, in order to 
get the word out there, you have 
to have a solid online presence; 
for the sake of your Chamber 

and the sake of your mem-
bers. If you're not showcasing 
what you have to offer in the 
place where people are going 
to look, then what's the point?
 At NEXT! Ad Agency, their 
mission is simple: “To be the 
premier marketing and adver-
tising advocate for Main Street 
businesses. Through personal-
ized service and a client-focused 
strategy, we will do the hard 
work so our clients don’t have to.”
 Advocating for clients is 
what NEXT! does best. But how 
do they do it? Through a series of 
services designed to make sure 
your good news travels fastest 
where it’s needed most, online.
 Your online presence and 
reputation has a major impact 
on how your business grows, 
(Continued to Page 7)
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Get Mobile 
Without Trauma 
And Drama

Scott Juranek
Contributing Writer

 On the face of it, imple-
menting a mobile strategy be-
yond making your Chamber 
site mobile-friendly shouldn’t 
be any more complicated than 
other initiatives you already 
successfully put into place. For 
other member programs you 
likely conducted some formal 
or informal research by talk-
ing to members directly about 
the benefit you planned to de-
liver. In the case of mobile, you 
could offer a mobile version of 
your member directory with 
fast, accurate search function-
ality so consumers can find 
local businesses proximate to 
their actual location. For added 
value it would allow members 
to display discounts or other 
incentives to entice customers. 
 From there you would for-
mulate success metrics, inter-
view vendors to get some pric-
ing, and finally create a budget 
and implementation schedule. 
Sounds straightforward, right? 
Yet while all agree mobile is a 
game-changer, most haven’t re-
ally committed to a mobile plan 
much less implemented one. 
 Reviewing the Marketing 
Sherpa chart gives us some in-
sight. Most organizations lack 
an effective strategy, people/
resources and budget- making 
it much easier to back-burner 
the whole idea. The problem is 
that we can’t push this initia-

tive off to the side any longer.
So let’s break down the plan 
to see if we can make it eas-
ier and more actionable. 
1.) First, the research part. You 
already know your members 
and their customers are in love 
with their smartphones, so 
much so that desktop and lap-
top sales have steadily declined. 
In fact, for the first time the 
total number of PC sales fell 
from 352.8 million in 2011 to 
348.7 million in 2012. Why is 
this important? This migration 
shows the urgency of becom-
ing mobile-focused this year. 
To help propel your strategy off 
the ground, consider sending 
an online survey to your mem-
bership or placing a survey but-
ton on your member’s only sec-
tion of your website. Give them 
a list of options to choose from 
and report your results back 

to your members. This helps 
keep them stay engaged and 
lets them know this initiative 
has your focus. Asking them 
where they’d prioritize mobile 
won’t help you as you need to 
stay ahead of your members as 

much as possible in this area.
2.) Having a goal firmly in 
place will help you determine 
your next steps. Hopefully 
your survey has helped you 
determine the prioritization 
of delivering a mobile direc-
tory, hot deals, event calen-
dar and/or vacation planner.
You’ll need to decide if you 
want to offer a mobile opti-
mized website and a native 
mobile app. A native app is one 
that is specifically designed to 
run on a device’s operating sys-
tem and machine firmware, and 
typically needs to be adapted for 
different devices. A Web app, or 
browser application, is one in 
which all or some parts of the 
software are downloaded from 
the Web each time it is run. It 
can usually be accessed from all 
Web-capable mobile devices.
Here’s some pros and cons. (By 
the way, if you already have a 
ChamberMaster website, it’s au-
tomatically mobile optimized. 
This means that the mobile ver-
sion is more text-focused and 
doesn’t have certain design ele-
ments such as slide shows, flash, 
and widgets. By focusing pri-
marily on the text, it will be eas-
ier for people to read your web-
site content on smartphones 
and other mobile devices.)
3.) Let’s say you’ve decided you 
want to offer your members and 
their customers a fabulous new 
location-based directory. Some 

member management software 
such as ChamberMaster pro-
vides a mobile-optimized mem-
ber directory. This is web-based 
and is generally not location-
aware. To add more functional-
ity, we’ve partnered with some 

solid 3rd party solutions such as 
MyChamberApp. MyChamber-
App allows all Chambers to le-
verage each other and market a 
single application that promotes 
members across the country. 
Some Chambers are developing 

their own native application, 
which while nice, is typically 
very expensive. You’ll simply 
need to do the same due-dili-
gence on these potential vendors 
as you would for anything else.
-Check for ease-of-use for con-
sumers
-Possible monetization options 
for your Chamber
-Roadmap – what are the new 
features they’ll be adding
-Referrals & number of custom-
ers
-How well supported is the app
-Contract terms
-Ease of doing business
-How hard/time consuming 
will it be on a regular basis for 
your staff

 In short, my best recom-
mendation is to start with a 
clearly defined goal and a dead-
line for completion. Making 
sure your own Chamber site is 
mobile-optimized is an excel-
lent first step. People are search-
ing for businesses from their 
phone, you need to give them 
a mobile-friendly view of your 
members. Adding a mobile app 
to your repertoire of member 
benefits will help advance your 
member marketing dramati-
cally. Talk to several vendors, 
see who can best meet your 
needs and keep that initial proj-
ect small and manageable. You 
will need to dedicate time and 
resources on an ongoing basis 
to mobile and make sure you 
incorporate your mobile ini-
tiatives into your overall mar-
keting plan for your chamber. 

Scott Juranek is the CEO of Mi-
croNet, Inc., providers of member-
ship management software and web-
site solutions for over 1400 Chambers 
of Commerce and associations. His 
background is in software develop-
ment and he is passionate about using 
technology to make business easier. 
Scott and his family live in Nisswa, 
Minnesota. Scott can be reached at 
Scott.Juranek@micronetonline.com

David’s
Treasure Chest

David K. Aaker IOM
Contributing Writer

 In my 20 years as a Cham-
ber CEO, I often referred to 
“David’s Treasure Chest” as 
that big box of money right 
behind my chair that I would 
just scoop out the amount of 
funding for events, additional 
staff, new office furniture, etc. 
Board members, Committee 
chairs and staff would often 
make the same request with 
the thought that it was bot-
tomless, and always available.
 What this really taught me 
is that the path of funds from 
the various revenue streams, 
membership, sponsorships, 
fundraisers, donations were 
somewhat understated, and over-
assumed that they will always 
be in “David’s Treasure Chest”.
 To share the risk and re-
wards of fundraising, I always 
encouraged each participant 
the thought that they now have 
additional “equity” in the suc-
cess of the organization as a 
result of their volunteerism.
 One of the best models, 
tried and true methods of fun-
draising, was written by Joanne 
Fritz. Her 6 steps are the foun-
dation for success, but they 
need your personal fingerprint 
and personality for each event. 
Her 6 classic methods are…
1. Develop your fundraising 
goals. How much money do 
you need to raise, and what 
will the money be used for. 
Include the Board and com-
mittee to establish the specific 
goal. Involve the board in the 
process from start to finish, and 
everyone celebrates the goal.
2. Write down your fundrais-
ing plan. Make this plan bigger, 
broader and wider than you ex-
pect. The strategy is included in 
your plan. By writing it down, 
you also create a checklist of 
goals, and this also amplifies the 
accomplishment when that spe-
cific step is checked “complete”.
3. Estimate how much this pro-
gram will cost. Include expenses 
like postage, printing, addition-
al staff time. A good goal: your 
expense for a specific fund-
raiser should not exceed 25% of 
your overall operating budget.
4. Build a timeline for your fun-
draising plan. Build a calendar 
with specific activities; identify 
who will be responsible for that 
step. Keep the calendar posted 
for all to see the dates, goals, 
and who got it accomplished. 
Celebrate each step of the time-
line and keep the board and 
committee members aware and 
informed of these successes.
5. Identify funding sources. 
Quite often we go back to for-
mer sponsors and donors and 
ask them first, which is an orga-
nizational courtesy for us both. I 
was always amazed when I asked 
a smaller Chamber member to 
be part of the success of a spe-
cific event, and often they were 
stunned that I thought of them. 
There is always room for small-

er sponsors in every fundraiser.
6. Evaluate your fundrais-
ing plan more than once a 
year. Evaluation will improve 
your results. Take invento-
ry of your fundraising plan, 
strategy, checklist, goal, and 
every person that helps get 
your event to the finish line.
 With my Customer Service 
Seminars, Chambers have often 
produced more in sponsorships 
than my fee and expenses. What 
a thrill to celebrate a profit be-
fore I even arrive for the events.
 Customer Service is a topic 
that all sponsors want them-
selves mentioned next to. To 
have the marketing headline…
”ABC Bank sponsors Customer 
Service Seminars” is a win-win, 
as it amplifies the value of serv-
ing the specific customers, cli-
ents of ABC Bank. The same 
would be for a small Barber 
Shop, or Shoe Repair business.
 Reviewing a few of the 
sponsors of past Seminars for 
Chambers, it reminded me of 
the vast market out there for 
those who choose to sponsor 
Customer Service Seminars. 
Some of the following sponsors 
listed on past fundraisers may 
surprise you, as they range from 
large employers to the small 
business that wants to be part 
of the marketing, promotion, 
and success of a Customer Ser-
vice Seminar. Reviewing a few 
past flyers from my programs 
included: Harley Davidson 
Motorcycles Dealership, La-
dies Dress Shop, Shell Oil, Mu-
nicipal Governments, Red Lion 
Hotel, Hospitals, Landscapers, 
Society for Human Resource 
Management, Welding and 
Gas Supply, Furniture/Carpet 
retailers, Convention and Visi-
tors Centers, Men’s Clothing.
 My point is, every mem-
ber is a potential sponsor for 
an event that will amplify their 
promotion. Try to match your 
event with sponsors that will feel 
the effect of that sponsorship 
long after the last folding chair 
is put away. Follow up with each 
sponsor for a special sponsor 
appreciation private luncheon, 
or recognition and celebrate 
their involvement, feedback, 
and ask how we can all take 
it to the next level next time.
 I make it a point to call each 
sponsor prior to arriving for my 
Customer Service Seminars. I 
have often surprised a sponsor 
with my thank you phone call, 
and also make it a point to stop in 
his/her business and thank them 
personally for being part of the 
success of their Chamber and 
their events once I get in town.
 “David’s Treasure Chest” 
was more of a vault of ideas, op-
portunities and goals to succeed 
at events, and celebrating the 
volunteers that got us there more 
than just scooping out funds 
when requested. The priceless 
lesson from the treasure chest 
was that the volunteer better 
understood the path of the rev-
enue from planning, budgeting, 
the event itself, and the value of 
the excess revenue earned and 
what endless good it will do for 
your Chamber and community.

After a 20 year successful Chamber 
Management Career, Aaker & Associ-
ates was put in full motion in 2004. An 
Internationally known speaker, trainer 
and author on Customer Service, Da-
vid offers his seminars as serious fund-
raisers for Chambers and Associations 
in North America. He was recently 
named “Among America’s Best Speak-
ers” by Sky Radio and featured on 
42,000 flights worldwide in 2009. David 
is available for Keynote and Breakout 
programs for your local, regional and 
state conferences. David can be found 
at www.davidkaaker.com, and invites 
your personal call at 760-323-4600.
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Robyn Johnson
Staff Writer

 With recent economic 
struggles, it is surprising for 
many to learn that small busi-
nesses and entrepreneurs re-
main able to hold a successful 
place in their respective mar-
kets. The American National 
Business Hall of Fame- and 
local Chamber of Commerce 
versions of such organizations- 
demonstrate the sentiment 
that business is still booming 
and markets continue to thrive. 
 The American National 
Business Hall of Fame (AN-
BHF) has influenced many 
Chambers to recognize and 
celebrate their area's business 
leaders. Established in 1972, the 
ANBHF set a precedent to be 
recognized as a tool for encour-
aging and rewarding successful 
business practices. Past and re-
cent inductees in the American 
National Business Hall of Fame 
represent a variety of charac-
teristics that distinguish ability 
and achievement: exceptional 
leadership, deep consideration 
for ethical practices, significant 
accomplishment, and extensive 
performance are characteristics 
that qualify business leaders 
for induction. Inductees and 
members of the ANBHF are 
most valued for their contri-
butions to the American tradi-
tion of a thriving free enterprise 
system and entrepreneurship. 
 Like the ANBHF, local 
Chambers are reflecting the 
same concepts of honoring tra-
dition and economic contribu-
tion. Several area Chambers 
throughout the United States 
such as Quincy, Illinois; Colo-
rado; Grants/Cibola Coun-
ty area, New Mexico; and 
Greater Omaha have devel-
oped Business Halls of Fame. 
 The Salina Area Chamber of 
Commerce in Kansas has cre-
ated a Hall of Fame that takes a 
spin on the ANBHF's structure 
and guidelines, but caters to the 
area's history, development, and 
economy. Established in 2005- 
and like the American National 
Business Hall of Fame- Salina 
Area's honoring system cel-
ebrates strong leaders and big 
accomplishments. Prominent 
business leaders, trusted em-
ployers, and courageous think-
ers exemplify typical inductees.
 The Salina Area Business 
Hall of Fame annually honors 
community business leaders that 
have contributed to the area's 
prosperity from the beginning 
of the community's existence 
to today's achievements. Three 
categories- Pioneer, Historic 
and Contemporary- are used 
to classify inductees. Last year's 
Business Hall of Fame honor-
ees were William A. Phillips in 
the “Pioneer” category, George 
L. Frisbie in the “Historic” cat-
egory, and Dick Brown in the 
“Contemporary” category. Phil-
ips was recognized for his role 
in founding Salina, and Frisbie 
and Brown established valuable 
construction companies that 
the area has come to depend on. 
 Chambers across the coun-
ty, like the Salina Area Cham-
ber, are using the Business Hall 
of Fame as a tool to showcase 
local contribution (and per-
haps provide a little inadver-
tent incentive for growth). 

Area Chambers
Take A Spin On The
American National
Business
Hall of Fame
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Use ‘The
Bucket List’ To
Encourage 
Planning

Patrick H. McGaughey CPF, IOM
Contributing Writer

 Strategic and Tactical Plan-
ning; for many board members 
it can become just “another year, 
another planning session” and 
their enthusiasm starts to wane 
from the process. This year as 
you prepare for your upcoming 
planning session, connect with 
each of your board members 
and ask them to start think-
ing in terms of “The Chamber’s 
Bucket List!”  While the terms 
“Strategic Planning” and “Pro-
gram of Work” truly define what 
will happen at the planning ses-
sion, these terms have become 
stale and flat in the minds of 
many board members, especial-
ly if you use the same process 
year in and year out. It’s time 
to shake it up and look at plan-
ning from a new perspective.
Just what should be on “The 
Chamber’s Bucket List” before 
these board members pass the 
torch to the next generation?
  The term itself puts ur-
gency to the need for new and 

exciting goals. Just as our mor-
tality puts urgency in achiev-
ing and checking off our per-
sonal bucket list, reminding 
board members of their lim-
ited time to make a difference 
can be equally motivating.
 How do we get started? 
We start by asking questions. 
If you have planted the idea of 
creating a “Bucket List” for the 
Chamber, here are some sample 
questions to get them engaged:
1.) What do you believe the 
members we represent ex-
pect from their membership?
2.) What do we do best as 
an organization in serving, 
protecting and promoting 
your business and the mem-
ber businesses we represent?
3.) What do you believe is 
missing in our efforts to 
serve, protect and promote 
your business and the mem-
ber businesses we represent?
4.) Beyond time and money, 
what really stops the Cham-
ber of Commerce/Asso-
ciation from performing at 
its highest possible level?
5.) What solutions or goals come 
to your mind after answering 
the first four questions above?
 This list of questions will 
mirror the actual agenda of 
most facilitated sessions so you 
will already be one step ahead in 
making the process even more 
efficient and effective. Using 
the “Bucket List” terminology 
and asking the right questions 
can re-engage your leader-
ship to get back at the planning 
table to take your organiza-
tion further up the mountain. 
 New thinking often requires 
new processes. For over fifteen 
years, I have only allowed my-
self to serve as the planning fa-

cilitator for Chambers and as-
sociations two years in a row. 
I then recommend they turn 
to one of my colleagues or an-
other facilitator they know 
for a new and different plan-
ning process to help create new 
and different thinking. I often 
come back two or three years 
later to a new group of board 
members and start the pro-
cess over so it’s always a fresh 
experience for even fresher 
ideas, goals, and objectives.
 
Patrick H. McGaughey, CPF is an in-
ternational business speaker and con-
sultant to Chambers of Commerce and 
industry associations. He received his 
CPF designation as a certified profes-
sional facilitator from the International 
Association of Facilitators. Pat has 
been a regular faculty member for the 
United States Chamber of Commerce 
Institute for Organization Management 
since 2000 and he regularly receives 
the highest possible classroom evalua-
tions for content and presentation. For 
more, go to www.ChamberMentor.com 
or email pat@chambermentor.com.

Why Underpricing Events And Membership 
Is Just As Big Of A Mistake As Overpricing 

Glenn Shepard
Contributing Writer

 People will always find 
money for the things they want 
to find money for, and the Fed-
eral Government has proof. 
 A 2009 survey conducted by 
the U.S. Department of Energy 
found that 62% of households 
with an annual income of less 
than $20,000 owned between 
two and four televisions.  The 
same survey found that 68% of 
households with an annual in-
come of $120,000 or more owned 
the same number of televisions.
 When Chamber members 
say they want low priced or 
free events, it’s important to 
understand that what people 
say and what they do are two 
different things, ESPECIAL-
LY when it comes to money.
 The automotive indus-
try learned this the hard way. 
When gas prices first topped 
$3.00 a gallon back in 2006, 
headlines everywhere read 
“Pain at the Pump”. Every night 
the six o’clock news showed 
motorists telling us how they 
wouldn’t be able to keep driv-
ing and feed their families. 
 People were screaming for 

more fuel efficient vehicles. 
Car manufacturers were fall-
ing all over themselves to de-
sign electric cars and more 
fuel efficient hybrids. Yet elec-
tric car sales never took off.
 Even though gas prices 
have been on the rise again 
since the election, sales of 
gas guzzling four wheel drive 
pickups and SUVs are soar-
ing while sales of smaller, more 
fuel efficient vehicles languish.
 This baffles economists, but 
makes perfect sense to anyone 
who understands marketing.
 While fuel economy is a 
consideration for most car buy-
ers, it is not the top consider-
ation. Even those who say it is 
will often compromise in order 
to get other features they want.
 A Consumer Reports sur-
vey found that fuel economy 
became the #1 factor among car 
buyers in 2012. But it was the 
#1 factor for only 37% of buy-
ers.  Nearly 2 out of 3 did not 
consider fuel economy their #1 
concern, and I’m one of them.
 When I bought my wife 
a BMW X5 in 2011, our #1 
concern was size. It had to be 
small enough for her (which 
eliminated Suburbans and Es-
calades) and have enough leg 
room for me (I’m 6’4”). Second 
on our list was safety (side air 
bags were a deal breaker), and 
third was reliability (her pre-
vious SUV was a Land Rover 
with a horrible track record on 
maintenance). We did choose a 
six cylinder instead of an eight 
cylinder because of fuel effi-
ciency, but don’t even know – or 
care – what the exact mpg is.
 There are companies that 
focus almost exclusively on 

consumers whose #1 concern is 
price, most notably Wal-Mart.
 No disrespect to Wal-Mart. 
They’re obviously very good at 
what they do, because they be-
came the largest bricks and mor-
tar retailer in the world by cater-
ing to this segment. They’re also 
very supportive of Chambers 
and are often the first to help 
when natural disasters strike. 
(They also send lots of their 
managers to my seminars and 
have carried three of my books, 
for which I’m very grateful.) 
 But Chambers can’t sur-
vive by focusing on only 
one niche in the market.  
 There certainly are Cham-
ber members that will not at-
tend events if you price them 
too high. But don’t forget that 
there are just as many who won’t 
attend if you price them too low.
 People judge the value of 
anything based on what they 
pay for it. While money is a con-
cern for every business, there’s 
one that’s a much bigger con-
cern for most – especially small 
business owners. That’s their 
time, because time IS money.
 While they may not be con-
sciously thinking it, subcon-
sciously they’re thinking that if 
an event is priced too low, it’s 
not worth their valuable time.

Glenn Shepard is the best-selling au-
thor of six books and president of 
Glenn Shepard Seminars, which pro-
vides high end accredited seminars 
at no cost to Chambers. For more re-
sources, go to www.glennshepard.com

Body Language Basics: 
Win Over Your Audience

10 KEY Steps in Developing 
and Launching a Chamber Val-
ue Proposition:
1. Gain approval. When leader-
ship considers this is a strategic 
initiative, their commitment 
to support this process will 
fuel the process from develop-
ment through implementation.
2. Determine if you’ll do 
the project yourself or if 

you’ll hire a third party 
to assist with this process. 
3.  Do your research; assemble a 
task force of diverse members to 
help plan with “the voice of the 
member” in the front of your 
mind.  They will determine 
the important audience seg-
ments – even if all members are 
not part of the target audience.   
4. Identify target audiences. Tar-
get up to three important mem-
ber segments when launching 
your value proposition project.  
5. Determine the biggest con-
cerns and needs of your im-
portant member audienc-
es; THEN (and only then) 
what you will do today to 
meet those specific needs.
6. Develop a draft of your value 
proposition based on how your 
Chamber answers the biggest 
needs of your three impor-
tant member segments  today.
7. Take drafts (or your recom-
mendation) to your Board 
of Directors for approval. 
8. Finalize the value proposi-
tion and proof points that sup-
port it. Develop a communica-
tions and launch plan for your 
value proposition. Be repeti-
tive. Use the value proposition 
in Chamber collaterals, on the 
website, in your President’s in-
troductions. Make it visible.
9. Execute your value proposi-
tion.  Consider how to incorpo-
rate the value proposition into 
strategic planning, commit-
tee work and staff operations.
10. Verify if you are mak-
ing progress through survey-
ing and member feedback.  
Report measurements back 
to the board along the way.

Invest in the process:
 A value proposition project 

is not a simple one. Ideally it 
includes a task force comprised 
of a diverse group of members 
across key member segments. 
They invest a full day to work 
through the first half of a seven 
step process. Task force mem-
bers must clearly understand 
their role in the process, and 
the definition of value proposi-
tion. The top executive should 
be involved in facilitating board 
awareness before, during, and 
after the project. The most rel-
evant value proposition projects 
begin with a value-driven mem-
ber survey to uncover what the 
member values, if the areas that 
members think most important 
have the highest satisfaction, and 
identify the business issues that 
cause the most member worry. 
 The value proposition pro-
cess requires an investment. 
Whether you do it yourself 
or hire it out, you must invest 
manpower, energy and mon-
ey to develop the proposition 
and collaterals to communi-
cate it. Then it takes energy 
and focus to keep it alive and 
growing. While you don’t nec-
essarily need expensive print 
collaterals (hurray for email 
and electronic newsletters), 
don’t kid yourself that there’s 
not a real investment required 
if you’re to impact a change.   

A change in view:
 A clear, concise value prop-
osition will change the way your 
Chamber approaches its busi-
ness. A clear value proposition 
forces you to evaluate your ser-
vices and communications with 
members with a benchmark 
that is set by them. It also push-
es you to make internal deci-
sions from the members’ point 

of view. This is a significant shift 
for many organizations and one 
that can create some meaningful 
dialog about current and new 
services. Are the services and 
activities that you offer today 
clearly ones that mean the most 
to your members? This can cre-
ate conflict with programs that 
are sacred cows – exempt from 
questioning. Embrace the new 
view and overcome the con-
flict, and your value proposition 
will lead to stronger programs, 
more effective committee out-
comes, and higher member 
satisfaction. And that means 
members will keep writing their 
annual membership checks.
 Melynn Sight is a communications 
consultant with 25 years of market-
ing and sales experience in the areas 
of customer acquisition and retention. 
She works with with local, state and 
national associations in many indus-
tries and Chambers across the coun-
try on projects that help to strengthen 
the connection between associations 
and their members. Value Proposi-
tion is just one of many. Learn more 
at nSightMarketing.com or contact 
Melynn to discuss how nSight Market-
ing can assist your Chamber in devel-
oping your unique value proposition.
 Carol Weinrich Helsel is a free-
lance writer with 24 years of experience 
in non-profit organization manage-
ment. She is owner of Pastiche Com-
munications, specializing in helping 
companies meet their marketing and 
communication goals. Learn more at 
www.pastichecommunications.com.

Stop Thinking 
Like A Board 
And Start 
Thinking Like 
Your Members
(Continued from Page 1)

TO SUBSCRIBE, PLEASE 
EMAIL:
SUBSCRIBERS@CHAMBER-
REVIEW.ORG
OR LEAVE A MESSAGE AT 
1-877-316-4311

TO GIVE FEEDBACK, PLEASE 
EMAIL:
INFO@CHAMBERREVIEW.ORG
OR LEAVE A MESSAGE AT 1-877-
316-4311

Ed Barks
Contributing Writer

 Your audience is keeping an 
eagle eye on you as you speak. 
Whether you are addressing 
your Chamber’s monthly meet-
ing, your board, or trying to 
persuade policymakers, rest as-
sured they are watching closely.
 Sure, they are listening to 
your words. But they are also 
soaking up every gesture and 
vocal change you display. How 
important are these nonverbal 
cues?  
 To better answer that ques-
tion, let’s examine the story 
from a different angle. Imagine 
yourself not as the speaker, but 
as an audience member.  
The Deadly Drone vs. The 
Shining Star  
 Picture in your mind the 
times you have attended pre-
sentations and couldn’t wait to 
escape the room. The speaker 
may have been a world re-
nowned expert in his topic 
with top notch content- but he 
stood still in the dark while us-
ing slides as a crutch; or spoke 
in a monotone; or avoided all 
eye contact with the audience. 

Neglecting to utilize critical 
nonverbal communication 
methods, he soon lulled every-
one to sleep.  
 Now, consider a brighter 
scene, one in which you wit-
nessed a mesmerizing speaker, 
perhaps at a professional 
development event sponsored 
by your Chamber. He shared 
not only fascinating insights, 
but did so in an engaging man-
ner by utilizing his nonverbal 
skills masterfully. If you looked 
around the room, you likely 
saw your fellow audience mem-
bers on the edges of their seats, 
paying rapt attention.  
Why does this matter? Con-
sider these organizational and 
career benefits: 
-A healthier bottom line
-More Chamber members
-A shinier brand
-A better job
Breaking Down Your Nonver-
bal Tools  
 Your Video tools (the way 
you look) and Audio tools (the 
way you sound) help transmit 
your message in a more persua-
sive fashion. Among the Video 
Tools at your disposal:
-Action
-Facial expression
-Eye contact
-Wardrobe
-Props
Your Audio tools include:
-Pitch
-Articulation
-Volume
-Emotion
-Rate
 A note of caution: don’t 
think for one moment that be-
cause you can summon a raise 
of the eyebrow or modulate 

your rate of speech, you have 
mastered the ability to commu-
nicate in public. Your nonverbal 
tools pave the way for smoother 
acceptance of your message, 
yet they will not, in and of 
themselves, deliver it for you.  
 Regularly reviewing your 
nonverbal performance when 
you speak in public, dealing 
with reporters, and petitioning 
public officials is mandatory if 
you plan to increase influence 
for yourself and your Chamber. 
Assess your Video tools and 
Audio tools every few months. 
Shine a spotlight on your strong 
points when you speak. Work 
over the long run to either 
improve those qualities you 
find challenging or eliminate 
them from your repertoire.  
Winning the High Stakes Game  
 The stakes are high when 
you communicate in public- 
too high to risk a nonverbal 
faux pas. Win your audiences’ 
attention and respect by using 
your nonverbal skills. Your next 
new client, membership drive, 
promotion, or public affairs vic-
tory may hang in the balance.  

Ed Barks zeroes in on the messages 
and skills that executives need on a 
daily basis, giving them added oppor-
tunities for career advancement and 
realization of long-term business goals. 
He is President of Barks Communica-
tions, author of “The Truth About Pub-
lic Speaking: The Three Keys to Great 
Presentations”, and a member of the 
National Press Club’s Board of Gov-
ernors. Visit www.barkscomm.com to 
learn more, and contact Ed at ebarks@
barkscomm.com or (540) 955-0600.

For your free copy of Ed’s position 
paper, “How Important Are Non-
verbal Signals?” visit www.barks-
comm.com/pdf/nonverbalsreport.pdf
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Tacoma-Pierce County Chamber of
Commerce – Tacoma, WA

Patrick McCabe
Editor

 Located in the heart of 
the Puget Sound Metro-
politan area of Washington 
State, Tacoma rests on the 
shores of Commencement 
Bay and Puget Sound, with 
the iconic background of 
Mount Rainier in the distance.
 A port city, Tacoma be-
came a major area for com-
merce when it was chosen to 
be the western terminus of the 
Northern Pacific Railroad. With 
access to both the railroad and 
the deep-water harbor, Com-
mencement Bay, Tacoma’s mot-
to became “where rails meet 
sails”. Today, the Port of Taco-
ma is a center of international 
trade on the Pacific Coast, and 
Washington State’s largest port.
 Tacoma-Pierce County 
Chamber of Commerce is vital 
to this bustling business com-
munity. With these tremen-
dous trade opportunities, and 
many international businesses 
involved in the area, it can be 
overwhelming for business 
owners. The Tacoma-Pierce 
County Chamber facilitates 

business and government co-
operation for economic and 
quality of life issues. Advo-
cating for members, and get-
ting them what they need to 
be successful, is the number 
one goal for the Chamber.
 There are a number of pro-
grams Tacoma-Pierce County 
Chamber of Commerce offers 
to their members; leadership 
training, infrastructure, and 
a number of programs dedi-
cated to helping small busi-
nesses hit the ground running.
 Member education starts at 
The Academy, a strategic con-
cept addressing community 
and political leadership devel-
opment. The Business Leader-
ship Program has been help-
ing business owners network 
and develop necessary leader-
ship skills for 35 years. Par-
ticipants in the program speak 
to and learn from  organiza-
tional leaders, assess their own 
strengths, and discover oppor-
tunities to better themselves. 
 A second program in The 
Academy began with it’s inau-
gural session in February 2013. 
Candidate Academy is designed 
specifically for those interested 

in public office. If you’re a busi-
ness owner who has been con-
sidering taking the next steps 
towards political office, this 
program will help you decide 
for sure. You can learn about 
the government and judicial 
process, network with local 
business owners and politicians, 
and create a campaign plan.
 The Downtown Tacoma 
Business Improvement Area 
(BIA) has been providing 
maintenance, security, and 
streetscape improvements to an 
84 block district in downtown 
Tacoma since 1988. Funded by 
the members of the program, 
the BIA supplements publi-
cally funded street sweeping 
and police services. Business 
owners find value in the pro-
gram by keeping their places 
of businesses clean and safe.
 While business expansion 
and development are big fo-
cuses of Tacoma-Pierce County 
Chamber, small business own-
ers are a major focus of their 
program initiatives as well. The 
Chamber is a founding mem-
ber of TacomaAngel Network 
(TAN). TAN provides advice, 
mentoring, and investment 
capital to early-stage compa-
nies looking to make large ex-
pansions. Headed by a team 
of accredited investors, suc-
cessful entrepreneurs, retired 
executives, and other business 
leaders, TAN is an incredible 
ally for businesses looking to 
spread their company’s reach.
 Another supporter of small 
businesses is the Business Health 
Trust (BHT). A state-wide trust, 
BHT is all about enhancing and 
increasing value for small busi-
nesses throughout Washing-
ton. You can meet with other 

small business owners and dis-
cuss the setting for new indus-
try trends, build relationships 
for collaboration, and more.
 There are also programs that 
are aimed at everything down-
town Tacoma. Downtown: On 
The Go! is a program that offers 
services and resources to down-
town commuters, residents, and 
businesses. Informational pre-
sentations, individualized con-
sultations, forums, and events 
are always happening to sup-
port and help those who make 
downtown Tacoma such a great 
place to live, work, and play.
 Spaceworks Tacoma is an 
interesting project. A joint 
program between the Taco-
ma-Pierce County Chamber 
of Commerce and the City of 
Tacoma, Spaceworks Tacoma 
takes vacant space available in 
the downtown area, and finds 
creative uses to fill that space. 
Since 2010, Spaceworks Ta-
coma has given 5 businesses 
permanent homes, activated 
24 underused spaces, exhibited 
61 large-scale art installations, 
and  supported over 100 differ-
ent events and performances. 
Spaceworks Tacoma is the ulti-
mate rejuvenation of a great city.
 Business owners need to 
know that they have support. 
Without it, success can seem im-
possible. Tacoma-Pierce Coun-
ty Chamber of Commerce offers 
that support, that guidance, that 
push you need to succeed. Re-
gardless of your position in the 
community, there is something 
here that can help you, and 
there are things here that need 
your help. Together as a com-
munity, Tacoma can be a bright 
future for all business owners.

Midland Hispanic Chamber of Commerce – Midland, TX

Robyn Johnson
Staff Writer

 The Midland Hispanic 
Chamber of Commerce is driv-
en by the purpose of promoting 
success and health in the local 
economy while maintaining the 
deep cultural roots that inform 
the area's Hispanic heritage. 
With a guiding mission that 
strives to “promote the growth 
and prosperity of small busi-
nesses and the community”, the 
Midland Hispanic Chamber of 
Commerce is an outstanding 
cultural and economic asset. 
 Founded in 1984, the Mid-
land Hispanic Chamber of 
Commerce took a chance on 
bringing culture and business 
together in a partnership to 
improve lives. Local men and 
women in the business field, 
area professionals, and Mid-
land's leaders saw a need for 
an organization that catered 
to the Hispanic businesses in 
the Midland community. The 
fundamental objective of the 
establishment of a Hispanic-

specific Chamber was to of-
fer a source for prosperity and 
pride for Hispanic members of 
the local business community 
and Hispanic residents in gen-
eral. Under the guidance of an 
elected board, the Midland His-
panic Chamber of Commerce 
united and established a vision 
that has since led the Chamber 
to achieving innumerable goals. 
 The Midland Hispanic 
Chamber has aimed to accom-
plish a variety of goals since its 
foundation in the early 1980s. 
Increasing the productivity and 
success of the Hispanic busi-
ness community has always 
been a driving force behind the 
progress of the organization. 
Because the Chamber claims 
to value the importance of ed-
ucation in the highest regard, 
being a source of information 
and resources for local profes-
sionals is among the Chamber's 
greatest missions. The Midland 
Hispanic Chamber is also fo-
cused on further developing 
local industries, drawing more 
visitors to the Midland area, 
and using diversity as a tool to 
help improve the quality of life. 
 The Midland Hispanic 
Chamber of Commerce has 
closely followed their guiding 
principles and in turn, is consis-
tently meeting their objectives. 
Through the use of innovative 
programs and events, compre-
hensive educational programs 
and a focus on strengthening 
culture and community, the 
Chamber has earned a great deal 
of success. The Chamber, like 
most others, uses a series of fair-
ly standard programs. However, 
the Chamber incorporates cul-
ture into many of the tools used 
to improve local business. Cafe 
y Pan Dulce, meaning coffee 

and sweet bread, is a network-
ing breakfast that the Chamber 
offers each month. While many 
Chambers host a networking 
breakfast, the meeting symbol-
izes the importance of integrat-
ing culture and business. The 
Chamber also features support-
ive business events catered spe-
cifically to women and a Cham-
ber LEADers group that offers a 
dependable referral source. The 
Midland Hispanic Chamber of 
Commerce fosters cultural per-
manence while establishing a 
community of business profes-
sionals who are trusted, knowl-
edgeable and valued locally. 
 With education, culture 
and business at the forefront of 
the Chamber's vision, Midland 
consistently works to incorpo-
rate community growth and 
development into economic 
endeavors. The Chamber's “In-
cubator Program” offers a sup-
port system for new and small 
businesses to grow and feel eco-
nomically nurtured in the Mid-
land community. The Chamber 
also believes that education cre-
ates an irreplaceable “founda-
tion” from which communities 
grow and prosper. The Midland 
Hispanic Chamber provides a 
variety of scholarships and op-
portunities for young people 
to advance because the belief 
that education offers “power 
and self-esteem” is deeply root-
ed in the Chamber's mission. 
 To keep a close connection 
to the community, the Midland 
Hispanic Chamber of Com-
merce is involved in events that 
perpetuate culture and draw 
neighbors to share whatever it 
is that they can offer the com-
munity. In a partnership with 
Midland College, the Chamber 
holds an event called Latino 

Palooza. The event serves to 
celebrate the local community 
and strengthen the connection 
the Chamber shares with area 
residents. Latino Palooza also 
acts as a showcase for local edu-
cational and social services that 
are available in the community. 
The Chamber's largest local 
event is the Mex-Tex Family Fi-
esta. The objective of the event 
is simple- preserve community 
culture. Local Chamber mem-
bers and residents noticed that 
cultural customs and traditions 
have diminished over time. The 
fiesta features programs and 
activities that attempt to re-
verse this social trend and pre-
serve the area's distinguished 
and fun culture. Art, dance, 
music, and food permeate the 
South Western United States 
and Mexico drawing nearly 
fifteen-thousand attendees. The 
Mex-Tex Family Fiesta now 
presents as the premier His-
panic event after twenty-four 
years of evoking local pride. 
 With nearly 30 years of ser-
vice to over 450 companies, in-
dividuals, at-home businesses 
and the entire Midland com-
munity, the Midland Hispanic 
Chamber of Commerce has 
provided the local area an irre-
placeable cultural and econom-
ic resource. An ideology backed 
by growth, support, and com-
munication have offered Cham-
ber members an opportunity to 
excel while the establishment of 
a community-based partnership 
rich in diversity and connection 
has allowed for the local cul-
ture and economy to thrive. The 
Midland Hispanic Chamber of 
Commerce can truly demon-
strate that a different approach 
can have a tremendous impact. 

Hancock County Chamber of 
Commerce – Bay St.Louis, MS

Robyn Johnson
Staff Writer

 The values of 'innovation' 
and 'heritage' may seem to dif-
fer, but in Hancock, Mississippi 
these values work together to 
inform the ingenuity, rich cul-
ture and bold economy that 
the Hancock County Chamber 
of Commerce stands to repre-
sent. For nearly 90 years, the 
Hancock County Chamber 
has developed unique strate-
gies and tools to build a diverse 
economy and form a variety of 
local partnerships. Epitomized 
as the “Voice of Business”, the 
Hancock County Chamber 
of Commerce holds over 900 
members and represents nearly 
10,000 employees in the re-
gion. Since its establishment 
as the Bay Saint Louis Rotary 
club in 1925, the Chamber has 
been a local asset and driver 
of progress. The Chamber has 
worked tirelessly to help build 
a proud community and has 
found a great deal of success. 
 The Hancock County 
Chamber of Commerce unique-
ly integrates business and cul-
ture. On the Chamber's web-
site, Executive Director Tish 
Haas Williams explains that the 
economy is “fueled by a diverse 
range of businesses, from mom-
and-pop bakeries to interna-
tional corporations building 
the next generation of rocket 
engines”. The community fea-
tures a vibrant arts district that 
supports the “emerging creative 
economy” while a rich historic 
culture and abundant natural 
resources showcase the local 
cultural and economic founda-
tion. The Chamber engages in 
projects that are claimed to be 
“as diverse as [their] members” 
and reports a rise in member-
ship- most likely due to the 
tremendous benefits and pro-
grams the Chamber offers. 
 While the Chamber offers a 
variety of resources and benefits 
that members find themselves 
constantly utilizing, Hancock 
County's innovative programs 
have created especially lasting 
impressions. The Chamber's 
Business Resource Center has 
immense value for local pro-
fessionals; counselors are made 
available to assist business per-
sons with planning processes, 
financing concerns, and gen-
erating referrals. Through the 
Chamber's innovative approach, 
both business leaders and com-
munity members are given ac-
cess to the area's local strategic 
economic development plans; 
everyone in the community is 
welcome to see what the area's 
leaders are planning which is an 
atypical feature of most organi-
zations. An additional feature of 
the Hancock County Chamber 
of Commerce is the collabora-
tive relationship the Chamber 
shares with the community and 
local government. The three 
entities work closely together 
to ensure that a comprehensive 
and shared well-being is gen-

erated for the entire Hancock 
County region. The Chamber 
has been able to develop an 
active and results-producing 
relationship with legislature- 
with particular attention paid 
to development and rebuilding.
 Because the Hancock 
County area has been forced 
to deal with the wrath of natu-
ral disaster Hurricane Katrina, 
many of the Chamber's efforts 
since the storm have been root-
ed in repairing, revitalizing and 
“shaping the future of the Mis-
sissippi Gulf Coast”. The Han-
cock Community Development 
Foundation was established in 
2006 after Hurricane Katrina af-
fected the area. The foundation 
serves as a “funding conduit 
for recovery projects”- and the 
Chamber is certainly at the root 
of local recovery. The Cham-
ber's involvement with local 
recovery includes rebuilding 
projects, developing education-
al and community programs 
that stimulate job creation, and 
fostering small business growth 
and workforce development. 
 A sub-development result-
ing from the establishment of 
the Hancock Community De-
velopment Foundation is the 
area's Job Generation Fund 
(HCJGF). The HCJGF is an 
economic recovery program 
that targets small businesses. 
The fund attempts to repair the 
physical losses and interrup-
tion of business that have been 
suffered by the local economy 
after Katrina. Nearly $3 mil-
lion dollars have been allot-
ted for local recovery and the 
plan has served as a model 
for national disaster recovery. 
 Although recovery has been 
of great importance and focus 
to the Hancock County Cham-
ber of Commerce and the lo-
cal community, the Chamber 
still makes time for entertain-
ment, celebrating local culture, 
and rewarding local business. 
The Chamber recently cel-
ebrated Mardi Gras with lo-
cal families and residents. The 
Chamber also recently held 
a series of educational work-
shops and presented the Eco-
nomic Development Award. 
The Hancock County Cham-
ber of Commerce continues to 
demonstrate that while busi-
ness is entirely important, there 
is always room for enjoyment.
 The Hancock County 
Chamber of Commerce sub-
scribes to the ideology that they 
play a significant role in creat-
ing goals for the community 
and achieving them. The goals 
stand to guide the further de-
velopment of a healthy business 
climate and an ever-increasing 
quality of life. Despite facing a 
devastating  natural disaster and 
enduring the trying economic 
climate that the country has ex-
perienced, the Hancock County 
Chamber of Commerce and the 
local community have demon-
strated how their determination 
and collaboration have made 
Hancock County remarkable.

Puget Sound Credit Doug Kerr

Mississippi River - Hancock, MS Credit: eutrophication and hypoxia, Flickr.com

Downtown Midland Credit: AV3553, 
Wikimedia.org
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South Haven Chamber of
Commerce – South Haven, MI
Patrick McCabe
Editor

 “Pure Michigan.”
 With access to the beautiful 
lakeside, a tight-knit communi-
ty, and competitive workforce, 
the values of South Haven, 
Michigan is all that the State 
holds dear. At the heart of it all 
is South Haven Area Chamber 
of Commerce, an organization 
dedicated to “promoting collab-
orative efforts among businesses, 
government, and other support 
organizations that will result in 
the retention and attraction of 
residents, visitors, and jobs in 
the greater South Haven area” 
(www.southhavenmi.com).
 South Haven Area COC 
has members from a variety of 
industries including retail, pro-
fessional services, and finance; 
but their greatest concentra-
tion of members come from the 
hospitality, restaurant, health-
care, and manufacturing indus-
tries. As a resort town on the 
shores of Lake Michigan, these 
businesses are the lifeblood of 
the South Haven community.
 Like every Chamber, South 
Haven Area has those members 
that stand out from the rest. 
And while all businesses are 
highly valued, Executive Direc-
tor Kathy Wagaman says that 
“the businesses who really stand 
out are characterized by taking 
advantage of educational pro-
gramming and information rel-
evant to successful business op-
erations, and understanding the 
value of supporting community 
events, non-profits organiza-

tions, and local government.”
 Ms. Wagaman and her team 
are constantly working with 
members to improve their busi-
ness, and with non-members to 
try and attract their member-
ship. Whether that means im-
proving their approach, their 
reach, or their marketing, and 
whether that means on a lo-
cal, regional, or national level, 
“We have strong alliances with 
many resources that can pro-
vide targeted support to busi-
nesses of all kinds. Being the 
catalyst for local businesses to 
tap into greater resources can 
prevent failure” says Wagaman.
 While attracting new mem-
bers is always a major goal, 
supporting and advocating for 
current members is their pri-
mary focus. So when new poli-
cies are enacted that affect their 
members, Wagaman says “We 
can provide awareness, bring in 
experts to present solid, trust-
worthy information and ma-
terials to allow good decisions 
to be made, whether it is a city, 
state, or national issue.” As a 
member of South Haven Area 
COC,  business owners also 
“have access to small business 
counseling services through 
the Small Business Technol-
ogy Development Center (SBT-
DC) and SCORE: Counselors 
to America’s Small Business. 
These services are provided in 
a confidential nature on a free-
of-charge basis and are avail-
able to anyone interested in 
starting a business, those who 
have an existing business, and 
folks interested in growing 

and expanding their business” 
(www.southhavenmi.com).
 Every member has goals, 
and it’s up to the Chamber to 
help them reach those goals. 
For her members, Ms. Waga-
man says the Chamber helps 
them get accomplished “by pro-
viding support and resources to 
the business owner who: needs 
counseling to shore up difficul-
ties with inventory manage-
ment; needs to take advantage 
of education and program-

ming that is provided by other 
organizations such as Michi-
gan Small Business & Technol-
ogy Development Center, or 
SCORE, a business counseling 
service; needs information on a 
business loan for expansion or 
to sustain themselves through 
a temporary challenging fi-
nancial crisis; needs to have 
a strong local community in 

which to do business; and  the 
business owner who relies on 
tourism. The Chamber works 
hard to plan and implement 
crucial festivals and events that 
bring thousands to our com-
munity during shoulder sea-
sons as well as peak seasons.”
 Every member also has 
challenges to face, and again, it’s 
up to the Chamber to help. “The 
needs in the months ahead will 
no doubt be the challenges with 
health care reform” says Waga-

man,  “We will do our best to 
provide education and aware-
ness for our members in order 
to alleviate the painful changes 
this could potentially represent.”
 So with all of the hard work 
dedicated toward helping and 
advocating for her members, 
what does her best day as a 
Chamber Executive look like? 
“Attending a ribbon-cutting for 

a new manufacturer who in-
tends to fill hundreds of both 
skilled and unskilled positions 
in our region; seeing strong 
attendance at a ‘Venture For-
ward’ seminar teaching exist-
ing business owners how to 
plan for an expansion; watching 
as a new entrepreneur opens 
the doors to his/her new busi-
ness that began as a dream and 
is now coming to fruition.” In 
simple terms, it’s watching her 
member’s dreams come true.

 These best days aren’t with-
out their challenges, however. 
One of the biggest obstacles 
they’re constantly facing is time. 
How do you have enough time 
in the day for all of the planning, 
events, education, marketing, 
and technological updates? “We 
have combined two part-time 
positions to create one full-time 
position as an assistant direc-

tor”, says Wagaman. This deci-
sion helps them to streamline 
their planning process, and al-
lows Wagaman to work closely 
with one person who is always 
on the job, rather than two peo-
ple who may not always be on 
the same page when it comes 
to planning and organization.
 While there is no road map 
for how a Chamber should run, 
successes in the past year prove 
that South Haven Area knows 
how to get it done. From record 

attendance at local festivals and 
events, to collaboration with  
the Convention & Visitor Bu-
reau, to full occupancy in the 
downtown business district, 
it’s clear that the relationship 
between South Haven Area 
Chamber of Commerce and 
their members will be mutu-
ally beneficial for years to come.

Chamber Spotlight: Nashoba 
Valley Chamber of Commerce
Robyn Johnson
Staff Writer

 The Nashoba Valley Cham-
ber of Commerce has epito-
mized in its actions the concept 
of working for businesses and 
business leaders. Situated in the 
beautiful North Eastern state 
of Massachusetts, the Nashoba 
Valley area is quaint yet busy and 
offers an accommodating atmo-
sphere with the feel of a tight-
knit community. The Nashoba 
Valley Chamber of Commerce 
reflects many of the sentiments 
that embody the local com-
munity's culture. The Chamber 
serves 16 towns and commu-
nities in the region, but never 
ceases to provide ideal and per-
sonalized Chamber services and 
benefits to the area economy. 
 Chamber President and 
CEO Melissa Fetterhoff prides 
herself on leading a diverse, 
successful and informed group 
of businesses and professionals. 
The Nashoba Valley Chamber 
of Commerce has nearly 650 
members that represent a va-
riety of industries and fields. 
From retail and beauty salons 
to farming and healthcare, the 
Nashoba Valley region features 
a distinct economic climate 
and driven business leader-
ship. Of utmost importance to 
the Chamber is cultivating and 
maintaining the area's boast-
ful economic climate. In an in-
terview, Fetterhoff described 
the ways in which she and her 
Chamber uphold their thriving 
economy. “One of the ways in 
which we accomplish this is to 
have an active Government Af-
fairs Committee” (GAC). Fet-
terhoff described the GAC as 
an advocacy group that  works 

to better economic growth and 
expand businesses and markets 
by pushing for the approval of 
public policies that impact these 
arenas. The GAC also serves as a 
resource for information and as 
a connection to elected officials; 
the Chamber recently hired a 
legislative consultant who fur-
ther aids in helping members 
achieve their economic goals. 
 In addition to an active and 
effective political committee, 

the Nashoba Valley Chamber 
of Commerce draws members 
and reaches clients with free 
and low-cost marketing, edu-
cational opportunities and net-
working programs. Fetterhoff 
claimed, “We excel at taking ev-
ery opportunity to promote our 
members through our social 
media channels which really 
helps them expand their reach 
to new clients.” Fetterhoff also 
expressed that media and adver-
tising outlets are rapidly chang-
ing and the Chamber focuses 
its attention on ensuring that 

members are “informed and on 
top of the changes as they apply”. 
 With many of the Chamber's 
members having fewer than 
twenty employees, the Nashoba 
Valley Chamber of Commerce 
works tirelessly to ensure that 
each member is given an oppor-
tunity to be successful, apparent, 
and in touch. Fetterhoff report-
ed that networking opportuni-
ties are especially important to 
the Chamber's members. “Our 
most successful events are our 
Business After Hours. Not only 
are our After Hours events very 

well attended, but we have a 
waiting list for businesses to 
host an After Hours.” Fetterhoff 
went on to explain that her new 
members really enjoy having 
the opportunity to recite their 
elevator speech to the Cham-
ber members as an introduc-
tory activity. The President and 
CEO also mentioned that in 
the last year the Chamber has 
welcomed some new members 
that are especially important to 
the organization. “...A Cham-
ber South of us that we had a 
great working relationship with 
had to make a difficult deci-
sion to close their doors...I was 
proud that we were able to step 
in and support their members 
that were feeling homeless.” 
 The Nashoba Valley Cham-
ber of Commerce genuinely 
abides by its claim to “serve as a 
resource to improve the quality 
of life for the region”. The Cham-
ber supports the social, eco-
nomic and cultural endeavors 
of the entire community while 
providing education, advocacy 
and opportunity for Chamber 
members and local businesses. 
President Melissa Fetterhoff 
made it abundantly clear that 
the focus of the Chamber is to 
make improvements and build 
success; “A good day for me is a 
day that I've helped at least one 
business. In the chaos of days 
that are “packed with meet-
ings” and traveling through-
out the community to cater to 
businesses, Fetterhoff and her 
team maintain their objectives 
and serve their community. 
 The Nashoba Valley Cham-
ber of Commerce also hosts 
several committees that allow 
for comprehensive coverage 
of what matters most to the 
Chamber members. The Work-
place Management Council, for 
example, draws speakers that 

educate the Chamber and busi-
nesses on a variety of workforce 
issues. Hiring processes, con-
flict resolution, healthcare re-
form and employee training are 
just a few of the issues addressed 
by the area's most knowledge-
able sources. Fetterhoff men-
tioned that educational events 
are invaluable to the Chamber 
and its members because many 
of the Chamber's businesses 
are rather small. Ultimately, the 
Chamber's programs, events 
and opportunities aid business 
members to embrace social and 
economic changes with ease. 
 The Nashoba Valley Cham-
ber of Commerce is an organi-
zation that has dedicated itself 
to advancing the local economy, 
offering advocacy for area busi-
nesses and providing resources 
for the Nashoba Valley com-
munity. The evidence of the 
Chamber's accomplishments is 
abundant- a booming and di-
verse economy and businesses 
and residents that are proud to 
call the Nashoba Valley “home”. 
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South Haven Area COC Lifetime Achievement Award. Pictured, from left: Adam Mensinger, Asssistant to Senator John Proos; John Deschaine, Chair of South Haven 
Area Chamber of Commerce; Senator Tanya Schuitmaker; Mayor of South Haven, Bob Burr; George Barr of  Barr’s Printing; Stephanie Timmer, Chemical Bank.

Local Nashoba Valley Winery. Credit: Carla Gates
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How To Row 
Your Own 
Boat through 
The Storms 
Of Change

Kerry Robertson
Contributing Writer

 When the clouds of un-
anticipated change begin to 
form in the workplace, there’s 
a natural tendency to predict 
rough seas ahead and wave af-
ter wave of resistance. How we 
react to the stormy atmosphere 
of change can make a big dif-
ference in how we enjoy our 
work and even our career suc-
cess. Change can be a valuable 
gift with priceless opportuni-
ties for you to shine. During the 
upheaval of change you have 
a chance to show what you’re 
made of. Be loyal and commit-
ted. Be prepared to take action 
and be personally responsible 
for rowing your own boat.

Here are some guidelines for 
smooth sailing through change: 
1. Control your attitude and 
you will win where others fail. 
It’s understandable that change 
in the workplace can be shock-
ing, scary, depressing and con-
fusing. Statistics show that 93% 

of us dread change. The transi-
tion from the old way of doing 
things to the new way can be 
extremely aggravating. It’s easy 
to be critical of the changes and 
focus on all of the things that 
are not working. However, in 
today’s increasingly changing 
workplace, a positive attitude is 
most likely a person’s best sur-
vival tool. Resistance to change 
takes precious time and energy 
away from actually dealing 
with the situation. Look for-
ward, not backward. Instead of 
going down that rabbit hole of 
negativity, throw your positive 
energy into correcting prob-
lems. The best way to protect 
your paycheck and your career 
is to help fix things. You will 
be more valuable if you delib-
erately choose to be positive, 
optimistic and enthusiastic.
2. Change requires flexibility. 
Keeping energized, enthusias-
tic and inspired in the face of 
change is challenging and re-
quires specific skills. These sills 
are called change resiliency. You 
need to learn how to respond 
quickly and flexibly to new de-
mands. The better able you are 
to adapt to change, the greater 
your chances of being successful. 
If Plan A doesn’t work, be will-
ing to regroup, improvise and 
create Plan B. Birds aren’t the 
only creatures that can “wing” it.  
3. Be tolerant of management 
mistakes. In managing transi-
tion and change, there is no 
such thing as “zero mistakes.” 
Give management the benefit of 
the doubt. Put yourself in their 
shoes. As frustrating as certain 
aspects of change can be, it’s im-
portant to remember that some 
ideas work and some don’t. Be 
patient. During this time of trial 

and error, it’s easy to focus on 
what’s going wrong. If you see 
a problem don’t just go around 
complaining about it. Support 
higher management.  It’s usual-
ly best to take your concerns to 
management and always be pre-
pared to suggest a solution. Re-
member the First Law of Cor-
porate Survival is “Keep your 
boss’s boss off your boss’s back!  
4. Keep you sense of humor.  
When change isn’t going well 
and you’re surrounded by 
chaos, a good hardy laugh can 
lift your spirits.  As the say-
ing goes, “Laughter is the best 
medicine.” It releases “feel 
good” endorphins that can re-
lieve stress and fight depres-
sion. If you’re stressed, there’s 
a pretty good chance that oth-
ers around you feel the same 
way. Sharing a laugh with your 
co-workers can do wonders for 
releasing pressure and creat-
ing a more upbeat workplace.  
5. Practice Kaizen, the Japa-
nese word meaning the relent-
less pursuit for a higher qual-
ity of craftsmanship. Every 
day you have the opportunity 
to contribute to the success of 
your company by finding a bet-
ter way of solving problems. 
6. Be a fixer. Build a name for 
yourself as a problem-solver. 
Change always brings prob-
lems. Be solution driven. De-
velop a reputation for get-
ting things done. Help invent 
the future for your business.
7. Continue to learn. Stretch 
and grow. Make learn-
ing a lifelong endeavor. 
8. Strive for a well-balanced life. 
It’s easier to keep your work 
worries in proportion if you 
don’t define yourself solely by 
your profession and resume. 

You have varied talents and 
abilities, but your job uses just 
some of your skills. Take time 
to develop interests and goals 
that are different from what 
you do at the office. Focus on 
the people in your life. During 
times of tension on the job, a 
well-balanced life will help you 
maintain your self-confidence. 

Leading Change: 
1. If you try to sell change 
and push instead of lead, 
people will have a tenden-
cy to not be as supportive.                                                                                                                          
2. It’s vital for management to 
communicate the “why” be-
hind change so everyone un-
derstands the need. Resistance 
is the most common side ef-
fect of change and is rooted in 
a lack of understanding. Every-
one wants to know what’s going 
on and how the new changes 
are going to affect them. You 
must address the “me” issues 
and concerns. Without mo-
tivation, people won’t help. 
3. Remember that good com-
munication works two ways. 
Make it easy for employees to 
ask questions, provide feed-
back, and get answers. Don’t 
expect complete buy-in.
4. Gather 1 or 2 supporters 
to help you lead the change.
5. Be sure to communicate your 
vision clearly. You should be 
able to explain it in 5 minutes 
or less. Use every communica-
tion channel available. Revisit 
the vision often. Remember, 
Leaders must “walk the talk.”
6. Establish and celebrate short 
term goals. Loss of momentum 
and disappointment are major 
issues. Be careful to keep the lon-
ger vision in sight. Celebrating as 
if it’s done can kill momentum. 

7. Remember, change is not 
a process for the impatient.

Kerry Robertson is a nationally known 
speaker, trainer and coach. She was re-
cently named one of “Oklahoma’s 50 
Women Making a Difference.” Kerry 
has also been awarded the Women in 
Communications Byliner Award for 
her 18-year contribution as an Okla-
homa City news anchor and talk show 
host. She helps people become powerful 
speakers and effective communicators 
in a variety of situations…from busi-
ness presentations to media interviews. 
Kerry is available for Keynote presen-
tations, seminars & breakout sessions. 
For more information, visit her website 
www.KerryRobertson.com. Your per-
sonal call is welcomed, 405-840-1777.

The New Year 
Means Big 
Changes For 
Reistertown-
Owings, 
Maryland
Robyn Johnson
Staff Writer
 The Reistertown-Owings 
Mills-Glyndon Chamber of 
Commerce, in response to the 
economic climate, has estab-
lished some new plans for the 
new year. Reistertown-Owings 
Mills-Glyndon has taken an 
innovative and bold measure 
to reorganize the current func-
tioning of the Chamber. Recent 
economic changes that took ef-
fect in the new year have led the 
Chamber to restructure; with 
the Chamber's reorganization 
came the creation of a new lead-
ership position. The Reister-
town-Owings Mills-Glyndon 
Chamber of Commerce aban-

doned the concept of a Cham-
ber CEO or Chamber Executive 
and introduced a Staff President. 
 Prior to the Chamber's re-
structuring, the organization 
was run primarily by a board 
of volunteers and a paid Ex-
ecutive Director. Volunteers 
served as an advisory com-
mittee that informed execu-
tive decision-making. With 
the introduction of the posi-
tion of “Staff President”, Cham-
ber volunteers will still play an 
advisory role while the new 
leadership treats the Chamber 
as a full-time responsibility. 
 Although the Chamber's 
Executive Director served the 
Chamber for over 13 years, the 
elimination of his position is 
hoped to better streamline pro-
cesses and generate a smoother 
functioning. Chamber mem-
bers and staff hope that the new 
position will lead the cham-
ber to be run more like a busi-
ness in wake of slow economic 
times. It is also hoped that re-
cent developments and changes 
draw new members. Among 
other goals for the Chamber are 
maintaining transparency, con-
necting the Chamber and the 
community and clarifying roles. 
 A driving force in the deci-
sion to make changes in leader-
ship was the Chamber's need 
for an “in-house leader who 
is creative and strategic”. The 
ability to create substantial and 
lasting programs guides the 
qualifications of the new leader.  
 A meeting was held in 
January to solidify plans, gain 
community input, and fur-
ther develop the area's goals. 

The Keys To 
Finding And
Retaining The 
Best Volunteers
(Continued from Page 1)

You Don’t Have 
To Be A Large 
Chamber To 
Make A Large 
Impact
Robyn Johnson
Staff Writer
 A variety of Chambers of 
Commerce have demonstrated 
their dedication to contribut-
ing to the well-being of their 
respective communities by 
helping organizations effective-

ly serve their purposes. With 
evidence of increased need due 
to natural disaster and rough 
economic climates, local towns, 
villages and cities are relying 
more on community-based 
support to make ends meet 
and feel secure. Thanks to area 
Chambers, groups (and in turn, 
families) are finding them-
selves a little more comfortable.
 Chamber donations have 
proven to be a rejuvenating 
force for local food cupboards, 
scholarship programs and 
housing coalitions across the 
country. The El Monte/South El 
Monte Chamber of Commerce 
in California made a $3,000 
donation to the area's Emer-
gency Resources Association. 
Chamber Executive Director 
Ken Rausch presented the as-
sociation's Executive Director 
Lillian Rey with the gift. Rausch 
commented that he was “very 
proud of [his] members for 
making this donation possible.” 
The valuable gift was present-
ed at the community's annual 
Christmas toy and food give-
away at the local Boys and Girls 
Club in December of 2012. 
 The Pine Island Chamber 
of Commerce of Florida dis-
tributed $1,500 worth of funds 
throughout organizations in the 
Warwick area. In an attempt to 
aid families and children suf-
fering from the effects of the 
recession and severe weather 
storms, the Chamber generated 
this generous sum. Left without 
resources, families have come to 
rely on the support of the Flori-
da Food Pantry, the Greenwood 
Lake Food Pantry and an orga-
nization called “Backpack Snack 
Attack”; each community re-
source center was given a piece 
of the Chamber's donation. 
 The Scott Carver Dakota 

Community Action Partner-
ship (CAP Agency) received a 
hefty gift from the  Shakopee 
Chamber of Commerce in Min-
nesota. Over $1,100 dollars in 
cash and more than 270 pounds 
of food were donated to the 
community organization; both 
Chamber members and com-
munity members contributed 
to building the donation. The 
CAP Agency works diligently 
toward strengthening the com-
munity, generating healthy 
families, offering quality edu-
cation and providing safe, af-
fordable housing. The agency 
is a valued Chamber member. 
 In Arizona, the Greater 
Oro Valley Chamber of Com-
merce contributed $2,500 to 
Catalina Community Servic-
es- an agency that offers food, 
clothing, senior programs and 
youth activities to area resi-
dents in need of these services. 
The objective of the donation 
was to help families get by after 
the expensive holiday season. 
 Small Chambers are often 
closely connected to their com-
munities and as a result, their 
contributions offer something 
that benefits everyone. While 
benefiting business stands to 
be the greatest priority of any 
Chamber, many Chambers 
have proved that helping the 
community is a close second. 
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motivated by internal needs and 
behave in ways they have found 
to be effective in meeting those 
needs. To motivate volunteers, 
you will need to create experi-
ences that allow them to meet 
their needs while helping the 
chamber to meet its own. The 
essence of retention is to provide 
a motivational paycheck for the 
valuable contributions volun-
teers make to the organization
 Most volunteers have needs 
that fall into the three distinctive 
psychological areas: Achieve-
ment, Affiliation and Power. The 
chart below describes the needs 
commonly associated with each 
area and what volunteers may 
be seeking to fulfill those needs.
Achievement
-Sense of accomplishment
-Being unique and highly 
skilled
-Ability to use talents
-Challenges to overcome
-Meet professional and per-
sonal objectives
-Setting goals and planning 
how to achieve them-
Interesting, exciting work
-Learning new skills
-Being the best

Affiliation
-Sense of belonging
-Being with others who have 
common goals, values and 
interests
-Ability to meet and connect 
with others
-Exchange of dialog
-Ability to contribute to a 
higher purpose

-Give back to the group or 
community
-Help others
-Friendship, support of others
-Part of worthy cause

Power
-Sense of effectiveness
-Control of self and the
environment
-Authority or important
position 
-Ability to influence others
-Bring about change
-Promotion or award
-Ability to lead others
-Competition, winning
-Access to those in higher
positions
-Recognized by other leaders

 Keep in mind that the needs 
and motivation of volunteers 
changes over time. The true 
art of motivating volunteers 
is being able to understand 
volunteers’ needs and provid-
ing the right combination of 
opportunities to meet them. 
The best way of exploring vol-
unteers’ needs and motiva-
tion is simply by asking these 
questions from time to time:
-What do you like best about 
volunteering?
-If you could have any oppor-
tunity to volunteer in the com-
munity, what would you choose 
to do and why?
-What volunteering opportu-
nity has been the most memo-
rable for you?

Meeting Your Volunteers’ Moti-
vational Needs:
 Once you have identified 
your volunteers’ motivations 
for serving, you can meet their 
expectations in a variety of 
ways. Depending on the spe-
cific motivational needs you 
are addressing, the ideas listed 

below may help to meet your 
volunteers’ expectations. You 
may also think of other ideas 
you can add to each psycho-
logical area. And, if you want 
some fresh ideas, ask your vol-
unteers what would create ad-
ditional value for their time and 
commitment to the chamber.

Achievement-oriented volun-
teers:
-Recognize specific accom-
plishments
-Include clippings of accom-
plishments mentioned in the 
media
-Provide “Best” or “Most” 
awards
-Plaques, trophies, certificates 
for individual contributions
-Letter of commendation
-Handwritten notes of appre-
ciation
-Invitation or sponsorship of 
special training
-Special assignments and task 
forces

Affiliate-oriented volunteers: 
-Recognition at a group activ-
ity, or in the presence of friends 
and family
-Group photo of members
-Award voted on by peers
-Plaques, trophies, certificates 
for group accomplishments
-Card signed by group mem-
bers
-Logo clothing (e.g., t-shirts, 
caps), badge, team identifica-
tion
-Celebrations, recognition 
lunches, dinners and parties
-Opportunities to work with 
teams or in the community

Power-oriented volunteers:
-Position of authority, leader-
ship role
-Promotion or special designa-
tion of role

-Introduction to other leaders
-Award voted on or presented 
by leader-peers or mentors
-Plaques, trophies, certificates 
for individual contributions
-Acknowledgment in front of a 
large group of members
-Letter from the President or 
Chairman-of-the-Board
-Public and community recog-
nition for accomplishments
 Recruiting and keeping 
your best volunteers starts with 
understanding their motivation 
for serving. Once you under-
stand the motivation, you can 
better align specific roles and 
responsibilities with volunteers’ 
intrinsic needs, and look for 
ways to better meet their ex-
pectations. By maintaining on-
going communication and un-
derstanding the changing needs 
of your volunteers, you can at-
tract and keep the best of them. 
Cathi Hight is president of Hight 
Performance Group and has over 20 
years experience in performance im-
provement. She helps organizations 
build sustainable futures, improve 
processes, increase productivity, and 
develop staff & member loyalty. Hight 
Performance Group is the developer 
of the Member Retention Kit. Cathi 
may be reached at (720) 304-0747 or 
e-mail: cathi@hightperformance.com
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Why Good News 
Travels Faster 
Than Bad News 
At NEXT! Ad 
Agency
(Continued from Page 1)

A Virtual Chamber Is Not 
The Future - It’s Now!
Penny Maynard, IOM
Contributing Writer

 Ever have that moment, 
when the room is silent? You 
look at the faces of your board, 
believing that you’ve exhausted 
all options, and the only thing left 
to do is to notify your members 
and the community that you are 
closing your doors? Cost-cut-
ting measures have been maxi-
mized and both your member-
ship and the community at large 
have been reluctant to face the 
elimination of some treasured 
event that might save you? 
 A viable option is to go 
virtual. It’s not a new concept. 
Numerous thriving organiza-
tions and businesses operate 
virtually, and virtual services 
have become commonplace in 
the business world. Everything 
from the organization of meet-
ings and events, tech services, 
and referral services benefit 
from an on-line presence, in-
creasing exposure and accessi-
bility. A Chamber going virtual 
is an effective way to increase 
the revenue stream without 
the cost and concern of physi-
cal space, and is ideal for those 
Chambers not having the tour-
ism component bringing heavy 
foot traffic through the door.
 The fear might be that in 
not having a physical address, 
the members have nowhere 
to turn. In fact, it is the oppo-
site. Your Chamber will see an 
increased exposure to those 
members, as you utilize their 
businesses to host Board and 
Executive Committee meet-

ings and other events. The 
Chamber will become a liv-
ing, breathing thread holding 
the membership together. As a 
Chamber staffer recently shared 
with me, the organization be-
comes more “member-centric” 
by bringing the chamber to 
them. To borrow the tagline, 
“Our location is your location”.
 The one component critical 
to the success of going virtual is 
technology. An upgrade of the 
website will provide efficient 
member services and commu-
nity access and is being utilized 
by Chambers of Commerce, 
other organizations, business, 
and government. Having your 
local cable company, phone 
company, and online commu-
nications companies as strate-
gic partners will go a long way 
toward achieving success- in-
cluding setting up remote loca-
tions for staff telecommuting.
 Should you decide to ex-
plore this option, these logistical 
considerations are hard to get 
around: Getting out of equip-
ment leases, and having an un-
derstanding landlord willing to 
work with your Chamber to help 
transition you from that office 
space (an expense second only 
to staffing). However, if you are 
a Chamber for which location 
is not a factor, it may be time to 
evaluate and assess whether go-
ing virtual is an option for you.
Necessities:
1. Technology
2. Strategic partners and trades 
within the community and 

your Chamber specifically
3. A small staff of self-starters 
(seems to work well with a staff 
of 5 or less)
4. Increased volunteer activity 
(outside of office work).
 Going virtual is a reason-
able business solution to a criti-
cal financial crisis. It may be 
seen as a temporary option en-
abling your Chamber to elimi-
nate debt and build reserves. 
However, considering the op-
portunities for growth, expo-
sure, membership involvement, 
and the freeing up of resources 
for increased member services, 
it might be the best decision 
long term, and one that defines 
your future as a driving force for 
business in your community!

After a 22 year career as a Chamber 
Executive professional and a gradu-
ate of the US Chamber Institute pro-
gram, Penny now provides, through 
Chamber 911, consulting services 
as a transitional executive, financial 
turnaround specialist and will evalu-
ate your Chamber or other organiza-
tion as to the viability of Going Vir-
tual. Penny will also assist in setting 
up your Virtual Chamber. Contact by 
email at pdanabeach@sbcglobal.net

Hoboken, New Jersey Reopens: 
A New Business Campaign
Follows the Sandy Tragedy
Robyn Johnson
Staff Writer

 In the wake of tragedy, the 
city of Hoboken, New Jersey 
has found itself devastated, 
however, the area's business 
community quickly demon-
strated resilience, togetherness 
and dedication. In collabora-
tion with the community, the 
Hoboken Chamber of Com-
merce and local businesses 
and organizations, Hoboken 
launched “Heart Hoboken” -a 
campaign to reopen business 
and revive the local economy. 
The campaign's slogan express-
es the importance of keeping 
the economy local. Billboards 
and commercials read “Heart 
Hoboken? Let's keep the charm”. 
 Chamber president Greg 
Dell'Aquila used a “media blitz” 
to quickly and effectively draw 
attention to local businesses 
that desperately needed the 
community's support. Local 
celebrities- and even some na-
tionally known- helped by star-
ring in commercials, donating 
money and providing services 
to further the campaign. The 
campaign has been called “sus-
tainable” because although the 
economy is in need of a quick 
and immediate push, Hobo-
ken is also seeking long-term 
growth. “Heart Hoboken” is 
designed to let visitors and the 
community know that while 
Sandy hit hard, Hoboken is open 
for business and ready to thrive.
 Local leaders and business 
owners are partaking in the all-
around push to revitalize Hobo-
ken post-Hurricane Sandy. 

Eugene Flinn, an area business 
owner, stated, “Bringing busi-
ness back to Hoboken is a criti-
cal part of the overall effort to 
rebuild our wonderful town.” 
Hoboken, also known as the 
“Miles Square City”, has been 
quite resilient despite enduring 
the wrath of natural disaster; 
Some businesses opened just 
days after taking a hard hit from 
the hurricane. Cable television 
star Buddy Valastro, otherwise 
known as TLC's “Cake Boss”, 
is a local native that promoted 
Hoboken's business commu-
nity in the “Heart Hoboken” 
commercials. Lt. Govenor Kim 
Guadagno is also involved in 
the movement. Guadagno en-
courages people to visit Hobo-
ken's businesses so the com-
munity can recognize and 
appreciate the area's resilience. 
 While immense damage 
left a grim economic outlook, 
the Hoboken community, with 
tremendous support from 
leaders, businesses and resi-
dents, has been able to make 
great strides toward a full re-
covery. Although initial busi-
ness losses in the community 
were claimed to be anywhere 
from 30-70%, the entire area 
has collaborated to regenerate 
the community. Consumers 
are no longer wondering, “are 
they closed?”, but rather taking 
note of how “open” Hoboken is. 

so how do you ensure that your 
customers’ positive reviews are 
being seen? NEXT! has a solu-
tion for that. “Its not just about 
traditional SEO”, says Frank 
Buono, President of NEXT! Ad 
Agency. “Traditional SEO has 
it’s place, but when it comes to 
a local search it comes down 
to geography and reviews.”
 At NEXT! they go be-
yond the scope of traditional 
SEO, beyond just keywords, 
metatags, and reciprocal links. 
They lock in your location, en-
hance your positive online re-
views, and ensure that when 
a local customer searches for 
your business category, you’ll 
be visible on the first page.
 Do a Google search for your 
business category and commu-
nity. Does your business show 
up near the top of a Google 
search? If so, when you click 
on your business name where 
does it take you? More likely 
than not, you’ll be taken to a 
very bare looking Google+ lo-
cal page. Companies that work 
with NEXT! get this link to go 
directly to their website; plus, 
when a user clicks on the re-
views tab they’ll see all of the 
positive feedback you’ve got-
ten from your current custom-
ers, plus tons of photos and 
other links to your website.
 “Word of mouth is the best 
form of advertising for any busi-
ness,” says Buono, “Well, word of 
mouth has shifted to the internet 
in the form of online reviews. If 

you’re a consumer and you’re 
looking for information on a 
local business, what has more 
impact? A paid advertisement, 
or local reviews from people 
who have used the business?”
 The Chamber of Commerce 
has always been the welcome 
mat and the trusted source that 
people have used to find reliable 
information on their local com-
munities and businesses. You 
have all of these other review 
sites like Yelp! or Angie’s List, 
but shouldn’t the Chamber of 
Commerce be THE source for 
that information? The goal at 
NEXT! is to turn your Cham-
ber into the local voice of rep-
utation in your community.
 We talked a lot about online 
reviews and reputations, so how 
exactly does NEXT! improve 
this aspect of your reach? For 
business owners, their reputa-
tion is as valuable of an asset as 
it gets. Online reviews have in-
creased dramatically in the last 
few years, and business owners 
are finding their reputation more 
fragile than ever. Unfounded 
negative reviews from anony-
mous internet users are posted 
every day. How are business 
owners supposed to ensure that 
their great reputation isn’t un-
done by a few thoughtless com-
ments posted on the internet?
 NEXT! reaches out directly 
to your customers to guaran-
tee that your business is being 
represented in the most posi-
tive, accurate way possible. By 
gathering feedback through 
phone calls, e-mails comment 
cards, and an automated voice-
mail message that allows cus-
tomers to give their feedback 
in their own words, NEXT! 
makes sure that wherever 
you’re found online, your posi-
tive reputation precedes you.
 Your Chamber is the wel-

come mat, let NEXT! be your 
watchdog. In addition to cul-
tivating reviews and making 
them visible online, NEXT! em-
ployees also regularly monitor 
your online listings, minimiz-
ing the damage in the rare case 
of a negative review. They blan-
ket the internet with the truth: 
positive reviews of your busi-
ness from actual customers, al-
lowing potential new clients to 
see first hand how your mem-
ber’s business has helped them.
 How can you be sure that 
NEXT! is delivering these re-
sults? Because they show you di-
rectly. When advertising, what 
is most important to you? 1) 
You need to know clearly where 
your advertising dollars are go-
ing, and 2) You need to know 
that you’re getting a worthwhile 
return on your investment. 
With NEXT! Account Manag-
ers, you don’t have to hope that 
the decisions you’re making are 
the right ones. They have tools 
that will show you exactly where 
your advertising dollars are go-
ing. They’ll also show you sta-
tistics and analytics from your 
listings online, as well as your 
website. But this isn’t limited to 
new media. NEXT! also gives 
you data on print, radio, and 
television expenditures. You 
can see firsthand where your 
money is going, and how effec-
tive it is. If you’re finding you’d 
like to restructure how your 
advertising is dispersed, your 
Account Manager has several 
solutions to discuss with you.
 NEXT! can be the go-to 
place for you to manage repu-
tation online, and their clients 
agree: “In the last 3 months 
the amount of younger people 
(22 - 32) who have been bring-
ing in their vehicles has sky 
rocketed. Truth be told I am 
struggling to keep up with the 

new demand which is a good 
problem to have. This increase 
in business is directly related 
to the work that [NEXT!] has 
done for me.” - Vince, Ac-
curate Auto – Norwalk, CT
 “Today when I did a Google 
search and saw that our busi-
ness had received a Zagat score 
on Google I was so excited. It lit-
erally made my day as I was not 
expecting it to happen during 
the first few months of working 
with Next! I know that there is 
a lot of hard work that goes into 
this. We get a large amount of 
business online and this really 
helps us stand out. Additionally 
the negative reviews that were 
at the top of our page 4 months 
ago are now on a second page 
and are literally drowned out by 
positive reviews. What would 
we do without you?” - Justin 
of The Plant Peddler Flower 
Shoppe Inc. - Rock Hill, SC
 “After working with NEXT! 
Ad for 2 years I decided to try 
a competitor of theirs. I only 
worked with that other compa-
ny for 2 weeks before I dropped 
them, and renewed for my 3rd 
year with NEXT! Ad.” - Dave 
Till Jr., Owner - Till’s Import 
Car Clinic – Fort Meyers, FL
 News travels fast, both 
good and bad. Make sure 
your good news always trav-
els faster than your bad news 
with NEXT! Ad Agency.
 For more information on 
NEXT! Ad Agency, visit www.
nextadagency.com or con-
tact Frank Buono directly at 
1-877-763-8751 ex.227 or 
frankb@nextadagency.com.

CGI Communications, Inc 
Mails Out Royalty Checks!

February 25, 2013: Representative Amy Curran drops 1st Quarter 2013 royalties checks in the mail for CGI customers 
nationwide. (Addresses blurred to protect recipient’s identity) Credit: Yasin Shabazz 

TO GIVE FEEDBACK, PLEASE 
EMAIL:
INFO@CHAMBERREVIEW.ORG
OR LEAVE A MESSAGE AT 1-877-
316-4311

WANT TO ADVERTISE? EMAIL:
ADVERTISERS@CHAMBERRE-
VIEW.ORG
OR LEAVE A MESSAGE AT 1-877-
316-4311

 Delivering on a promise: 
that’s the mode of operation at 
CGI Communications, Inc! But 
who is CGI Communications, 
Inc? Established in 1988, CGI 
continues to be a leader in digi-
tal marketing solutions. They 
have fully produced over 20,000 
videos for municipalities, 
Chambers of Commerce, and 
associations. CGI Communi-
cations, Inc. constantly evolves 
with changing technology by 
creating new and interest-
ing initiatives to promote your 
community or organization.
 Each quarter, the organiza-
tions that partner with CGI ea-
gerly await their royalties checks 

due to them from sales in their 
area. In a timely manner, CGI 
proudly sends out these royal-
ties as a sign of the dedicated 
partnership between the com-
pany and their beloved com-
munities. It’s a mutually ben-
eficial partnership that ensures 
future success for years to come.
 So, what does CGI Commu-
nications, Inc. do? They provide 
a myriad of multimedia pro-
motional programs designed to 
educate and inform online visi-
tors about what you have to of-
fer. Their programs are tailored 
to your audience in order to 
best showcase your attributes. 
Their unique business model 

allows you to receive digital 
media technologies and online 
video content FREE of charge.
 What kind of content are 
we talking about? Video Tours. 
CGI produces video content to 
showcase your community, in-
cluding a custom welcome in 
addition to topics of your choice. 
 Talk to a representative 
today to find out how CGI 
Communications, Inc. will 
help you promote your com-
munity or organization at NO 
COST! Visit www.cgicompany.
com or call 1-800-398-3029 
ext. 203 for more information 
on how you can get involved!
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2nd QUARTER 2013 UPCOMING EVENTS:
If you have important events coming up in July, August, and September of 2013,
e-mail submissions@chambereview.org to submit them for our next issue!

CHAMBER ANNIVERSARIES!
Congratulations to these Chambers for years of wonderful service!
If your Chamber is celebrating one of these milestones in 2013, write info@chamberreview.org and let us know!

CHAMBER OF COMMERCE BUSINESSES OF THE MONTH: 
1th QUARTER, 2013
Let us know about your Businesses of the Month for April, May, & June, 2013. E-mail submissions@chamberreview.org today!

125th Anniversaries!
–  Los Angeles Area Chamber of 
Commerce – Los Angeles, CA

–  Oceanside Chamber of 
Commerce – Oceanside, CA

120th Anniversaries!
 – Greater Yakima Chamber 
of Commerce – Yakima, WA

100th Anniversaries!
 – Olney and Greater Rich-
land Area Chamber of 
Commerce – Olney, IL

– Indiana County Chamber 
of Commerce – Indiana, PA

91th Anniversaries!
– Cape Ann Chamber of 
Commerce – Gloucester, MA

75th Anniversaries!
–  Greendale Chamber of 
Commerce – Greendale, WI

65th Anniversaries!
–  Cottonwood Chamber of 
Commerce – Cottonwood, AZ

60th Anniversaries!
– Katy Area Chamber or 
Commerce – Katy, TX

40th Anniversaries!
– Boothbay Harbor Cham-
ber of Commerce – 
Boothbay Harbor, ME

35th Anniversaries!
– California Hispanic Chambers 
of Commerce – Sacramento, CA

25th Anniversaries!
– Sharonville Chamber of 
Commerce – Cincinnati, OH

20th Anniversaries!
– Carol Stream Chamber of 
Commerce – Carol Stream, IL

April 2013
- Moultrie-Colquitt Chamber 
of Commerce – Moultrie, GA
On April 12th, join us for the 
Chamber’s annual Golf Tour-
nament! Starting at one, come 
and compete to win great priz-
es. All players will also receive 
team packs. Contact the Cham-
ber today to join your team!

- Ridgecrest Chamber of 
Commerce – Ridgecrest, CA.  
On April 20th, the Chamber 
will host the 21st Annual Com-
munity Star Follies! Communi-
ty members come together for 
a “star-studded” show of danc-
ing and lip-synching to popular 
songs and show tunes!Everyone 
from city workers, the military 
community, and even the mayor 
will be performing, don’t miss 
your chance to see them live!

- Walton Area Chamber of 
Commerce – Walton, Florida
From 4 PM to 6 PM on April 
11th, Chamber member Yards-
N-Yarn, LLC will host “Thread 
Therapy”. Guests are welcome 
to join this relaxing knitting and 
stitching class. The event will be 
outside, weather permitting. 

- Cody Chamber of Com-
merce – Cody, Wyoming 
On both April 13th and 14th, 
the Cody Chamber will host a 
Home and Garden Show at the 

Riley Arena. From 1 PM to 8 
PM guests will be able to view 
showcases from home-build-
ers, food vendors and more. 

- Bayfield Chamber of Com-
merce – Bayfield, Wisconsin 
The Chamber’s ‘Winter Lec-
ture Series” will wind down 
on April 24th. The Bayfield 
Carnegie Library will host a 
discussion of “Winter Reflec-
tions” from 7 PM to 8:30 Pm. 
Refreshments will be served. 

-  Monroeville Chamber of Com-
merce – Monroeville, Alabama
Join the Monroeville commu-
nity for its 23rd annual theatre 
production of ‘To Kill a Mock-
ingbird’. On April 2nd, the local 
players will perform this time-
less classic. Tickets start at $15. 

- Amherst Area Chamber of 
Commerce – Amherst,
Massachusetts
Through April 30th, the U.S. Fish 
and Wildlife Service is holding 
a Wildlife and Nature Photog-
raphy exhibit. The Exhibit fea-
tures Frank Gorga’s incredible 
photographs taken from around 
the world. The event is free and 
open from 8 AM to 4:30 PM. 

May 2013
- Battle Ground Chamber of 
Commerce – Battle Ground, WA
On May 9th, come out for the  

Brewmasters Dinner with Al-
ameda Brewery! Hosted at Mill 
Creek Pub, the $49.95 price 
includes dinner and extensive 
beer tastings. Come out for a 
night of food, fun, and drink!

- Campbell Chamber of Com-
merce – Campbell, California
Campbell’s annual “Boogie 
on the Bayou” will be held 
on May 19th, 2013. The free 
event includes admission and 
parking. Features include 
over 200 art, craft and busi-
ness vendor booths, tons of 
food and live entertainment. 

- Mountain View Chamber of 
Commerce – Mountain View, 
California
On May 10th the Cham-
ber hosts a “Free Business 
Coaching” event for local 
Chamber members. The free 
business counseling opportu-
nity is available by appoint-
ment from 9 AM to 1 PM. 

- Falmouth Chamber of Com-
merce – Cape Cod,
Massachusetts 
From 4 PM to 6 PM on May 
31st, the Chamber will hold 
the “Feasts of Falmouth” event. 
The event will take place at 
Falmouth Marine Park and 
feature a variety of local food 
favorites along with live mu-
sic and other entertainment. 

- Ruidoso Valley Chamber of 
Commerce – Ruidoso, New 
Mexico 
The Ruidoso Downs Racetrack 
will be opening for the sea-
son on May 24th. The open-
ing weekend will run from 
the 24th through the 27th and 
will feature live races, casino 
activities, special meets and 
horse sales. The racetrack will 
be open through Labor Day. 

- Lockhart Chamber of Com-
merce – Lockhart, Texas
The Cimarron Shooting So-
ciety presents the SASS 2013 
Texas State Championship. The 
event will be held from May 
1st through 5th. Experience 
a cowboy cook-off, costume 
contests, award ceremonies 
and more. RV and tent camp-
ing are available for visitors. 

- Sauk Prairie Area Chamber of 
Commerce – Sauk Prairie, Wis-
consin 
From 7 PM to 9 PM on May 
4th, the community is invited to 
experience a night in Paris. The 
‘Evening in Paris’ fundraiser will 
feature French cuisine and Pari-
sian entertainment. The event 
will be held at Durward’s Glen 
and guests are welcome to door 
prizes and music. A percentage 
of the funds will be donated to 
the Ronald McDonald House. 

- Pleasanton Chamber of Com-
merce – Pleasanton, California
The Chamber’s annual Con-
sumer Showcase will be held 
this coming May. Although 
the date is to be determined, 
the showcare will feature prod-
uct and service displays from 
area businesses and organiza-
tions. The event will be held 
in the mall. Visit www.pleas-
anton.org for event updates. 

June 2013
- Carolina Foothills Cham-
ber of Commerce – Tryon, NC
Come on down June 14th and 
15th for the 20th Anniver-
sary of the Blue Ridge BBBQ 
and Music Festival! The name 
says it all! With great food 
and music, it’s fun for all ages. 
Visit www.blueridgebbqfesti-
val.com for more information.

- Forks Chamber of Com-
merce – Forks, Washington 
The Chamber hosts week-
ly Forks Logging and Mills 
tours. The free event (dona-
tions are greatly appreciated) 
will take place on June 12th 
and run until September. 

- Dulles Regional Chamber of 
Commerce – Dulles, Virginia 
On June 4th from 4PM to 5PM 
the Dulles Chamber will hold its 
Veteran and Military Support 
Committee Meeting. The com-
mittee will continue to work 
toward progression surround-
ing veteran and military affairs. 

- Brookings Harbor Chamber of 
Commerce – Brookings, Oregon
The Brookings Chamber “Sec-
ond Saturdays Art Walk” will 
be held on June 8th. Walk 
through the arts district and 
experience over 10 galleries, 
free hors d’oeuvres and live mu-
sic. The event is free and will 
take place from 4 PM to 7 PM. 

- Bremerton Chamber of Com-
merce – Bremerton, Washington
Join McCloud’s Grill House on 
June 22nd for free line dancing 
lessons. Lessons are available 
for couples and singles and will 
showcase a variety of dancing 
techniques. The event will take 
place from 7:30 PM to 9:30 PM. 

- Prescott Chamber of Com-
merce – Prescott, Arizona
On June 2nd, the community 
will open up for Antiques on the 
Square. Over 50 local antique 
vendors and dealers will show-
case items rich with history and 
culture. The event is sponsored 
by Thumb Butte Questers who 
generously offer 100 percent of 
the event’s profit to local his-
toric preservation projects. 

Crisfield Chamber of Com-
merce – Crisfield, Maryland
J.M. Tawes 37th Annual Crab 
and Clam Bake will be held June 
17th. The community is invited 
to join for unlimited crabs, 
clams, corn, mellon and drinks. 
Tickes are $40 and should 
be purchased ahead of time. 

January: 
- Early Chamber of Commerce 
– Early, TX – Heart of Texas 
EMS. Truly a vital part of their 
community, the EMS team de-
serves countless accolades for 
the care they give in saving the 
lives of their community’s fam-
ily and friends.

- Ontario Chamber of Com-
merce – Ontario, New York – 
Success School of Driving.
Owner Alden Bell has been 
helping to make drivers safer 
for over thirty years. As a for-
mer volunteer first responder, 
he knows what can happen be-
cause of poor driving. His dedi-
cation to safety has created gen-
erations of safer drivers.

- Perry Area Chamber of Com-
merce – Perry, GA – Perry Con-
vention and Visitors Bureau. 
Since 1991 they have served 
hundreds of thousands of resi-
dents, providing new movers 
with a wonderful first impres-
sion of the Perry area.

- Logan County Area Chamber 
of Commerce – Bellefontaine, 
OH – Thompson Electric.
High quality work, with atten-
tive customer care: that’s been 
the philosophy of Thompson 
Electric for over 60 years. Stron-
ger than ever, Thomspson Elec-

tric is a 2nd generation busi-
ness.

- Milton-Freewater Chamber 
of Commerce – Milton-Free-
water, OR - Cayuse Technolo-
gies. 100% tribally owned by 
the Confederated Tribes of the 
Umatilla Indian Reservation, 
Cayuse Technologies offers full 
life-cycle software application 
development and business pro-
cess outsourcing services.

- Port Orford Chamber of 
Commerce – Port Orford, OR – 
Finch’s Custom Jewelry. Finch’s 
provides beautiful, one-of-a-
kind jewelry to fit anyone’s style 
and budget. Their dedication 
to quality customer service has 
earned them the first business 
of the month award for 2013.

- Rexburg Area Chamber of 
Commerce – Rexburg, ID – 
Ard’s Glass and Paint. With over 
50 years of dedicated service to 
the Rexburg community, Ard’s 
Glass and Paint has helped 
countless home and business 
owners remodel their property.

- Silver Springs Area Chamber 
of Commerce – Silver Springs, 
NV – Silver Springs Airport, 
LLC. A fully operational air-
port, Silver Springs can handle 
aircraft up to 737s.

- Texas City-La Marque Cham-
ber of Commerce – Texas City, 
TX. A Brighter Day Quality 
Learning Center Committed to 
lifelong learning, they provide a 
safe, nurturing atmosphere that 
promotes self-esteem in all chil-
dren.

February:
- Huntington County Chamber 
of Commerce – Huntington, 
IN – Wall Legal Services. For 
not only providing top notch 
legal council and guidance, but 
also their commitment to the 
Chamber and other downtown 
activities, they are a vital part of 
the community.

- Lathrop District Chamber of 
Commerce – Lathrop, CA – 
Doctors Hospital of Manteca.
DHM provides an invaluable 
service to our community by 
consistently performing as one 
of the top hospitals in the state. 
Centrally located, DHM pro-
vides care for many residents 
throughout California.

- Miami County Chamber of 
Commerce – Peru, IN – Annie’s 
Attic. This small gift shop has 
been a proud Chamber mem-
ber for over ten years. A unique 
slice of the town, customers al-
ways find charming selections 
at Annie’s Attic.

- Santa Barbara Regional Cham-
ber of Commerce – Santa Bar-
bara, CA – Renaud’s Patisserie 
and Bistro

- Gwinnett Chamber of Com-
merce – NE Metro Atlanta, 
GA – Cirrus Business Group. 
The Cirrus Business Group is 
dedicated to creating healthy 
and sustainable organizations. 
Catering to both small and 
medium-sized businesses, the 
Cirrus Group specializes in 
helping businesses with strategy 
improvement, financing, and 
management. 

- Humboldt Chamber of Com-
merce – Humboldt, TN – State 
Farm Insurance. For over 13 
years, Agent Randy Terry has 
provided insurance options 
to his area with a friendly and 
community-driven focus. 

- Greater Naples Chamber of 
Commerce – Naples, CA – 
Three60 Market. The Three60 
Market has quickly become 
a favorite of the Naples area. 
Serving gourmet and artisan 
quality foods and beverages, 
Three60 has earned praise from 
the community. 

- Portage Chamber of Com-
merce – Valparaiso, IN – Schil-
ling IT. With excellent quality 

and a friendly demeanor, Schil-
ling IT specializes in computer 
upgrades, maintenance, and in-
struction that surpasses expec-
tations. 

March:
- Gwinnett Chamber of Com-
merce – Duluth, GA – Geor-
gian Home Solutions. Georgian 
Home Solutions’ expert and 
quality interior and exterior 
home remodeling and renova-
tion is continuously leaving an 
impact on the community. 

- Phelps Chamber of Commerce 
– Phelps, NY – Bright Begin-
nings Early Learning Center. 
Families throughout Phelps rely 
on Bright Beginnings to pro-
vide their children licensed and 
trusted childcare and education. 

- Greater Mystic Chamber of 
Commerce – Mystic, CT – Ston-
ington/Mystic Patch. The Patch 
continues to offer the Greater 
Mystic community global, na-
tional and state-wide news that 
is trusted and accurate. 

-Irondequoit Chamber of Com-
merce – Irondequoit, NY – Tar-
get. While Target is nationally 
known for its great products 
and customer service, the 
Irondequoit community is cel-
ebrating a nearly 5% increase in 

the local store’s annual sales. 

- Greater Lafayette Chamber 
of Commerce – Lafayette, IN 
– Beck’s Auto Center. Beck’s 
customer-orientation and qual-
ity service has earned the auto 
center a repeat Business of the 
Month award. 

- Putnam County Chamber of 
Commerce – Putnam County, 
WV – Whirlwind Self Storage.
Whirlwind’s reliable and bud-
get-friendly service offers the 
Putnam area a variety of trusted 
storage and moving services 
that the community has come 
to value. 

-Cordell Chamber of Com-
merce – Cordell, OK – Damon 
Studios. Damon Studios’ out-
standing service and dedication 
to the benefit of the commu-
nity has earned the Chamber’s 
March Business of the Month 
award. 

- Greater Omaha Chamber 
of Commerce – Omaha, NE 
– Concierge Marketing, Inc.  
Since 2004, Concierge Market-
ing has been helping individuals 
and businesses to “self-publish” 
and thrive. 

TO SUBSCRIBE, PLEASE EMAIL:
SUBSCRIBERS@CHAMBERRE-
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316-4311
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Chamber
Professionals, 
Are You
Whistling Past 
Your Career 
Graveyard?

Frank J. Kenny
Contributing Writer

To whistle past the graveyard:

1. (idiomatic, US) To attempt 
to stay cheerful in a dire situ-
ation; to proceed with a task, 
ignoring an upcoming hazard, 
hoping for a good outcome.

2. (idiomatic, US) To en-
ter a situation with little 
or no understanding of 
the possible consequences.

As a former Chamber presi-
dent/CEO, and now a consul-
tant and speaker to the Cham-
ber of Commerce industry, I 
greatly desire to see the indus-
try innovate and thrive. But 
I’ve got to say, what I’m seeing 
social media wise, isn’t pretty.
 See, I’m constantly checking 
out Chamber websites and so-

cial media profiles. I also explore 
the individual pages and pro-
files of Chamber professionals 
on Facebook, Twitter, Google+, 
LinkedIn, and a few others.
 Yes, the vast majority of 
Chambers have a Facebook page 
(actually, many of them have 
Facebook profiles, rather than 
pages) but sadly, most Chambers 
are doing social media poorly.
 For instance, most Cham-
bers primarily use their Face-
book page to self-promote, 
providing updates on new 
members acquired, luncheons, 
networking events, and rib-
bon cuttings. Of course, all 
of this is important, but is it 
the best use of social media 
by Chambers? Not even close.
 Here is a list of 420 Cham-
bers on Facebook (http://bit.ly/
ChamberList). See for yourself. 
Most use Facebook as a bulletin 
board or TV. They are pushing 
out info without much expecta-
tion of engagement. Very 20th 
century thinking. The story is 
pretty much the same on Twit-
ter, Google+, and LinkedIn. 
 Too many Chambers think 
that social media is just a one 
way communications medi-
um, a blow horn to make an-
nouncements with. Too few 
realize that social media is top 
and middle funnel work, cre-
ating awareness and building 
relationships with members 
and prospects. Nobody ever 
wanted to start and build a re-
lationship with someone intent 
on talking all about themselves.
 So where does this 
all lead to? What should 
Chambers be doing?
 First, the person doing most 
of the Chamber’s social media 
needs to understand that every 

time they talk about themselves 
they are withdrawing from re-
lationship bank accounts they 
have established. Deposits are 
made by building up others, en-
couraging members and pros-
pects, entertaining people, and 
educating fans, followers, and 
friends. Withdraws are taken 
out by being self-serving, by in-
terrupting, by being annoying.
 But just becoming gener-
ous and giving gifts with the 
immense reach and position in 
the community that Chambers 
enjoy isn’t enough. Chamber 
professionals are going to have 
to get into the personal social 
media relationship game too.
 Gone are the days where 
a person could delegate their 
social media responsibilities 
to an intern or department. 
It might keep you from being 
fired for wholly neglecting the 
biggest communications revo-
lution since the invention of 
the printing press, but it cer-
tainly isn’t smart business or 
forward thinking leadership.
 Think of it this way. How 
many members or prospects 
have a relationship with the 
parking lot of the Chamber? 
What about a relationship with 
the front door? Or windows? 
Or carpet? You get what I’m 
saying. No one has a relation-
ship with a building, even a 
very nice one. And no one has 
a relationship with your Cham-
ber’s Facebook page or logo.
 Relationships are al-
ways between people.
 Yes, the Chamber page can 
create awareness. It can even fa-
cilitate relationship building by 
getting the story out there in the 
first place.  But if anyone expects 
the Chamber’s social media 

posts to build strong relation-
ships for “the Chamber”, they’re 
going to be sorely disappointed.
 No, the relationships that 
are going to lead to new mem-
bers, retention, and non-dues 
revenue are going to come from 
real relationships between em-
ployees (and volunteers) of the 
Chamber and Chamber mem-
bers and prospects. This is hu-
man to human work. And God 
forbid that the Chamber has 
a “relationship” with another 
business. That is ridiculousness.
 Yet, way too many Chambers 
and their members follow each 
other’s pages and never think 
to send a real friend request.
 Nothing happens in busi-
ness until people are involved.
 Bricks and mortar never 
made a decision. People make 
decisions, usually based on 
emotion. This is where “know, 
like, and trust” comes in.
 So, where are most Cham-
bers, and their members, 
with this concept of build-
ing real relationships? AWOL.
 I don’t know how else to say 
it. Chamber people talk a good 
game of embracing social media 
for the benefit of the Chamber, 
but the reality is far, far different.
 Here is a for instance. Like 
you, it is not unusual for me 
to come across a colleague 
at a networking event, make 
chit chat, and then go on-
line to invite them to connect.
 That’s what colleagues do, 
right? Before social media, we 
used to put their contact info 
into a Rolodex, spreadsheet, 
or CRM. We might send a fol-
low up letter or make a call 
to really cement the founda-
tion of a business relationship.
 Today, of course, you 

Google the person’s name and 
up comes, if you’re lucky, the 
person’s LinkedIn profile and 
other social media accounts. 
You might be amazed at how 
often, even in a world as profes-
sional as that of a Chamber of 
Commerce, that nothing valu-
able comes up on the first page 
of the search results. No Linke-
dIn profile, no personal Twit-
ter account, no Facebook, and 
certainly no Google+ account.
 All of these are critical 
today and yet, I would say, 
less than 10% of Chamber 
professionals can be found 
on all of these platforms.
 The talk of using social 
media and remaining relevant 
among Chamber professionals 
is a lot of talk with little action.
 I don’t mean to beat up too 
badly on these professionals. 
They are miles ahead of their 
members, after all. Heck, it’s 
reported that one half of small 
businesses even have a web-
site, much less are active on the 
various social media platforms.
 But Chamber professionals 
aren’t your average small busi-
ness person with a tire shop 
or insurance agency. They are 
considered top business people 
in their cities. People expect 
them to be consummate profes-
sionals and that means they are 
up to speed with the commu-
nications medium of the day.
 Yet, the vast majority of 
them are far behind anyone in 
their 30’s, much less 20’s, when it 
comes to having an online pres-
ence for relationship building.
 I would love for this 
post to be a wake-up call 
to the Chamber industry.
 Any Chamber professional 
that has abdicated responsibil-

ity for social media relationship 
building to the Chambers “so-
cial media” person is whistling 
past his or her career grave-
yard. They are doing a serious 
disservice to their Chambers, 
their communities, and their 
careers. It is time for all Cham-
ber professionals to get out of 
the stands and into the game.

Frank J. Kenny is an internationally 
recognized author, professional speaker, 
and business consultant. As a faculty 
member for the Institute for Organi-
zation Management (IOM) Frank in-
structs on Integrating Strategic Tech-
nology Solutions, Technology Tools and 
Trends, and Using Data to Grow and 
Sustain Your Organization. He is the 
founder and host of the Chamber Focus 
Show. As President/CEO of a county-
wide Chamber he led a team in dou-
bling the membership of that 45 year 
old organization over an 18 month pe-
riod, primarily through strategic social 
media solutions. Free digital marketing 
resources and additional information 
on Frank’s books, webinars, and consult-
ing can be found at FrankJKenny.com

Chamber History: Rediscovering 
The Past In Blakely-Early County
Robyn Johnson
Staff Writer

 In 1903, Dr. Wyatt Alexan-
der of Blakely, Georgia erected 
the multi-purposeful and val-
ued Alexander Building at South 
Main Street and Court Square 
in Early County. Over time, the 
Alexander Building has been a 
haven for a variety of businesses, 
organizations and community 
resources. Among the purposes 
served by the Alexander Build-
ing were drug store, law offices, 
dentist office, and dry goods 
marketplace. The building cur-
rently houses the Blakely-Early 
County Chamber of Com-
merce.  Recent efforts to reno-
vate the historic community as-
set have led residents of Blakely 
to some interesting discoveries. 
 Upon exploring the his-
toric building and rummaging 
through existing structures in 
preparation of revamping the 
prized architecture, building 
occupants created a connec-
tion with the community's past. 
Uncovered in the process of in-
vestigating were artifacts reflec-
tive of a different time. Old pill 

bottles still stuffed with phar-
maceuticals and cotton were 
left behind by early 1900's oc-
cupants. Turn-of-the-century 
coins such as the “Liberty V”, 
the Wheat Penny and the Indi-
an Head had fallen beneath the 
building's original floorboards 
and resurfaced for the first time 
in nearly one-hundred years. A 
local  anthropologist confirmed 
that a questionable bone-like 
finding is a bone from a cut of 
cow steak that was popular in 
the early 1900's. Historic elec-

trical structures, products with 
brand-names that have since 
been forgotten and a window 
weight that is rendered out-
dated by contemporary in-
novations are all evidence of 
a different time; with such 
discoveries, the community 
is able to reflect upon its his-
tory, culture and development. 
 In light of interesting histor-
ical finds, a sense of solidity with 
the past is reaffirmed within the 
community creating some con-
cern about modernization. Area 
residents expressed some worry 
in modernizing the historic 
building and “stifling” it's with-
standing appeal. In an interview 
with Marshall T. Hooks (the Di-
rector of Member Services of the 
Blakely-Early County Chamber 
of Commerce), concerns were 
alleviated- “that's just simply 
not the case.” Hooks stated that 
the treasured artifacts will be 
offered for display in the area's 
museum and any remaining 
findings will be showcased in the 
renovated Alexander Building. 
 Hooks joked that in a 
small town  like Blakely, the 
reminder of such a rich his-
tory may seem more impor-
tant there than it does in oth-
er places; however, with the 
pace of today it is refreshing 
to rediscover what once was. 
 Renovations are set to 
conclude in the fall of 2013. 
The Blakely-Early Cham-
ber of Commerce will re-
turn to occupancy when the 
renovations are complete.

How The ‘Fiscal Cliff Deal’ Could
Continue To Affect Your Small Business 
Robyn Johnson
Staff Writer

 The 'Fiscal Cliff Deal' of ear-
ly 2013 created a great deal of 
controversy for small business 
owners who worried that this 
political compromise would 
have unmanageable effects on 
the economic climate. While 
the deal generated concern as to 
whether or not its components 
would exhibit any sort of relief 
for small businesses, the Fis-
cal Cliff compromise features 
a few redeeming qualities that 
can aid struggling enterprises. 
 Among the business com-
munity's greatest concerns re-
garding the 'Fiscal Cliff Deal' 
is the removal of Bush-Era tax 
cuts on incomes higher than 
$450,000. Although the cuts 
remain for tax brackets lower 
than $450,000, many small 
businesses have been impact-
ed by these changes and will 
have to continue to reform 
business practices as a result. 
 Despite fiscal restructur-
ing that has negatively impact-
ed small businesses, the 'Fis-
cal Cliff Deal' embodies some 
strengths that help instead of 
hinder. Research and develop-
ment tax credits that existed 
prior to the 'Fiscal Cliff Deal' 
still remain in place; up to six to 
14 percent of research and de-
velopment costs within a busi-
ness can be eligible for a tax de-
duction. Although many small 
businesses may be cutting back 
on these aspects of their expen-
ditures, now may be the time 
to invest in research and devel-
opment for the tax incentive. 
 Another benefit that sur-
vived the 'Fiscal Cliff Deal' is the 

renewed “Section 179” policy 
that offers tax breaks for busi-
nesses; businesses that purchase 
or lease software and equipment 
may be eligible. The tax breaks 
allow for money to be reinvested 
back into their respective firms. 
 Finally, the Work Oppor-
tunity tax credit is still in ef-
fect following the Fiscal Cliff 
changes- and offers employers 
an opportunity to have a more 
broad-spanning positive im-
pact of the nation's economy. 
The Work Opportunity pro-
gram provides businesses a tax 
incentive for hiring underem-
ployed groups like veterans and 
youth; employing these groups 
can make a more macro level 
impact. The program also of-
fers tax breaks for utilizing 
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renewable energy resources 
in the workplace and making 
energy-saving improvements 
to physical business structures. 
 While political arenas and 
economic platforms have been 
torn over the Fiscal Cliff and 
the policies that have followed 
its slope, within the aforemen-
tioned compromises is a light at 
the end of the current- and some-
what dismal- economic tunnel. 
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Marshall Hooks

Old bottles found at Alexander building. Credit: Marshall Hooks Capitol Building, Washington D.C. Credit: Joshua Mayer
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