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 When communicating 
member value and services, it’s 
important to begin with agree-
ment on your target audience. 
Many not-for-profit executives 
typically respond, “our target 
audience is all of our mem-
bers.” This broad approach to 
thinking about your important 
member segments may feel in-
clusive, but the result can be 
generic, with vague value state-
ments and messaging. (Worse, 
it could lead to generic prod-
ucts and services – offerings 
that appeal somewhat to most 
members, but aren’t highly 

meaningful to any one group.)
 Every chamber has numer-
ous member segments and 
some are more important than 
others to the overall health 
and strength of the organiza-
tion. To develop a meaningful 
value proposition and commu-
nications, begin by identifying 
three segments that are impor-
tant to your organization. This 
is not a simple task and there’s 
no one-size-fits-all formula. 
Be prepared to put aside “po-
litically correct” tendencies (all 
my members are equally impor-
tant!) and honestly examine 
your many member groups and 
prioritize them based on crite-
ria important to your chamber. 
 What are the criteria? Great 

question!  Here are a few ideas 
to get you started:
-Who is important to your fu-
ture? (e.g., small business, entre-
preneurs)
-Which group represents the 
most significant amount of dues 
revenue received? (e.g., estab-
lished member businesses, hospi-
tality industry)
-Who is significant to your 
membership today? (e.g., ma-
ture business owners, young pro-
fessionals, groups with power in 
government) Significance does 
not necessarily equate with 
big numbers or big revenue; it 
could be big influence. 
-Based on your market, which 
group represents the largest 

Why It’s Important (and OK) to Prioritize Your Members

Brianna Clegg
Staff Writer

 The Greater Brighton Area 
Chamber of Commerce started 
off the year on the right foot 
by sponsoring a free health 
event at the Saint Joseph Mary 
Brighton Hospital. The hospital 
posted the event on their web-
site, and let the area’s residents 
know that at the event they 
would find a number of free 
screenings as well as activities 
and information designed to 
teach them and their families 
how to live a healthy, active life. 
This event was a great way for 
the businesses in the commu-
nity to give back and support 
their customers, and it doesn’t 
look like the chamber has any 
plans of letting their socially 
responsible actions end there.  
 The general goodness and 
desire to help the community 
shown in their actions is impor-
tant, but far from the only rea-
son why other chambers should 
follow suit. While you should be 
active in your community sim-

ply for the sake of wanting to do 
good, you shouldn’t ignore the 
fact that it could also be good for 
your chamber. Your small busi-
ness members may not be able 
to budget for regularly donating 
money to the community. How-
ever, it’s important to remind 
them that being socially respon-
sible can be beneficial to their 
image, and partnering with your 
chamber of commerce to help 
pool funds will increase their 
desire and ability to give back.  
 One major area in which so-
cial responsibility can possibly 
help your business members is 
encouraging your community 
to shop locally. Buying local 
produce is a top social concern, 
but there is so much more to 
shopping locally that consumers 
often don’t think about. This in-
cludes everything from gifts to 
your own clothes. I do my part 
with the produce, but I struggle 
with shopping locally in other 
areas of my life. With the rise 
of internet shopping business 
owners are beginning to worry 
about this potentially harm-

ful trend. When you can buy 
what you need with a few clicks 
at a price that is often less than 
what you may find at a store, 
it is difficult to remember why 
you might want to shop local-
ly—even when your local stores 
also provide online options.
 While multiple studies sug-
gest that the amount of shop-
ping done in stores still far out-
weighs the amount of shopping 
done online, staying on top of 
trends is an important part of 
staying ahead. There is no deny-
ing that shopping local is often 
less convenient for the buyer, 
and finding ways to solve that 
problem now is better than wait-
ing until it is actually putting 
your members out of business. 
You will likely never find a way 
to make it more convenient for 
consumers to not shop at home, 
so you must find a way to make 
the inconvenience worth it. The 
question becomes: how do you 
get people who are addicted to 
convenience to venture out into 
the community and buy locally?

The Secret Life of Social Responsibility
Geoffrey Toomey
Staff Writer

 Some might be business 
owners; others, entrepreneurs. 
Some are employers of locally-
minded businesses that encour-
ages their employees to be the 
same. They get together dur-
ing weekly or monthly meet-
ings and functions to convene 
with like-minded people, all 
with a focus to make their 
community and local busi-
nesses better for everyone.
 These people; the busi-
ness owners, entrepreneurs, 
or even employees do all have 
something in common though. 
They are members of their 
chamber’s young professionals.
 Many chambers have de-
veloped a young professionals 
organization to help support a 
young influx of members, where 
as other chambers sometimes 
work in partnership with a local 
young professionals network. 
For some young professionals 

groups these members are made 
up of 21 to 40 year old chamber 
members, while other young 
professional groups are actu-
ally made up of high school or 
college students who have taken 
an interest in the local econo-
my and use the chamber and 
young professionals group as a 
bridge to find a job or network 
before entering the workforce.
 No matter the age range, 
these young professional groups 

host different events that pro-
mote networking and inte-
gration among these younger 
members, while also provid-
ing general initiation into the 
chamber. These groups have 
become a rock to helping cham-
bers encourage growth and to 
continue to add new members.
 Cory Miller, a member of 
the Beavercreek Chamber of 
Commerce and now head of the 
Beavercreek Young Profession-
als (BYP) group, knows first 
hand the progress his Cham-
ber has made to continue to 
find young, passionate cham-
ber members. “In November of 
2012, the Beavercreek Chamber 
of Commerce began discussions 
about how to better incorpo-
rate our younger professionals 
in the Beavercreek community 
and illustrate the benefits of 
the different programs, events, 
and collaborations that the 
Chamber offers.” His cham-
ber advantageously recognized 
their “gap or lack of attention” 

Engaging Young Professionals 

to the development of generat-
ing and keeping younger mem-
bers in order to begin “down a 
path to help correct it,” Cory 
tells me. “That shows extreme 
dedication on the Chamber’s 
behalf to first recognize an 
area of opportunity and then 
to help institute a program that 
could potentially have a very 
large and positive ripple effect.” 
 It has indeed. Since their 
initial start with six members, 

the BYP grew substantially, “we 
have grown to 175 members in 
year one alone.” As an integral 
member of the BYP, Cory did 
his research on how to go about 
developing group activities that 
would help spark interest. “We 
really wanted this group to be 
different through the type of 
events we were offering and 
provide value to the members 
both personally and profes-
sionally. Not only did we look 
at what other groups were do-
ing, but we also looked at what 
other groups were not doing.”
 One of the first things they 
realized was the desire of their 
members to continue educa-
tion. Because of this Cory and 
the BYP built a partnership with 
their local higher education 
facility, Franklin University. 
The partnership came through 
funding from BYP to mem-
bers who choose to take part 
in any higher education class-
es, whether undergraduate or 
graduate. “Our members want 
to keep pushing themselves 
to be the best and we feel that 
Franklin helps them meet their 

individual and career goals, 
while building a more qualified 
workforce in the community.”
 Fresh faces and new minds 
help to add a younger genera-
tion to chambers that may have 
had a difficult time incentiv-
izing younger members. Hav-
ing young professional groups 
that are a part of the cham-
ber itself can help break the 
stigma a chamber might hold.

The Best Marketing Plans Pay the Most Attention to the Target Audience Credit: nSight Marketing, Inc

Charlene Wheeless, Mark Ingrao & Kathy Albarado at Chamber Event Credit: Greater Reston Chamber of Commerce
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 Hundreds of thousands of 
American veterans are out of 
work since they re-entered the 
civilian world. One of the worst 
concentrations of unemploy-
ment for veterans in the United 
States is in Pennsylvania. How-
ever, it will not stay that way 
for long thanks to the opening 
of a new non-profit chamber 
in Camp Hill dedicated to giv-
ing aid to veteran-owned busi-
nesses and veterans who are 
rejoining the civilian workforce.
 The idea for this chamber 
was first hatched during a con-
versation at a conference in 
Washington D.C. During this 
conversation it was realized by 
several people that none of their 
chambers really offered services 
for veterans or veteran-owned 
businesses. Many people think 
of veterans as charity cases, 
when in fact they have valuable 
knowledge and skills and the 
discipline to utilize these as-
sets to the benefit of a business.
 The president of the newly 
founded Pennsylvania cham-
ber is himself a veteran. Rob-
ert Brandt owns Focus Dy-
namics Consulting and was 
one of the brainstormers 
for this new chamber proj-
ect. The Pennsylvania Veter-
ans Chamber was launched 
on Veterans Day in 2013. 

I had the chance to speak with 
Robert, who told me they start-
ed calling around and found a 
lot of need in the area for more 
veteran services. Most chambers 
and other organizations have 
events for veterans only two 
times a year, on Veterans and 
Memorial Day, and Mr. Brandt 
says even these events “always 
have that charity tag attached 
to us.” It is one of the chamber’s 
goals to help people get away 
from that stereotype. Veter-
ans are not charity cases, they 
are leaders in the community.
 The Veterans Chamber 
works to supplement the ser-
vices that are already available 
to veterans. The chamber right 
now works with various state de-
partments of veteran affairs, VA 
health centers, VA legions, and 
Habitat for Humanity, among 
others. Mr. Brandt says that the 
major difference between what 
services were already there and 
those offered by the new cham-
ber is that the new chamber 
follows up with the veterans 
after they are placed in a job. 
Other organizations are “tem-
porary solutions and play the 
numbers game”, but the Penn-
sylvania Veterans Chamber fol-
lows the veterans throughout 
their careers and calls to check 
up on how they are adjusting 
and performing at their jobs.
 Even though they are a 
young organization, which 

makes people “leery of sup-
porting” them, their track re-
cord for job placement is 100 
percent. In two days, during 
mid-January, the chamber had 
twenty jobs to fill, and they did 
it. “These aren’t minimum wage 
jobs either,” says Mr. Brandt, 
“We haven’t gotten anyone a 
job for under $15 per hour.” 
This is fantastic for just getting 
off the ground in November.

Swapping Fatigues For Suits: American Veterans In Business

 Besides job placement, the 
chamber is also offering job 
search preparation services and 
learning experiences. They are 
looking to work with local col-
leges and professors to visit and 
give lectures and seminars. So 
far they have not received much 
interest because the schools 
do not recognize the benefit 
of getting the interest of veter-
ans who may want to go back 

to school to earn an advanced 
degree. In the meantime, the 
seminars are run by profession-
als in the field being presented.
The number of workshops of-
fered in a month is steadily in-
creasing, from one a week in 
February to two workshops a 
week in March. These work-
shops are open to the public, 
but veterans have priority for 
registering, and they are always 
packed. The topics of these 
workshops have been a range 
from advice on how business 
owners can acquire government 
contracts, resumé building, 
stress management, and dealing 
with post-traumatic stress dis-
order. Mr. Brandt and the other 
members of the chamber are 
also looking to set up a series of 
lectures called “Vet Talks” where 
veterans can share their military 
experiences with the audience 
and how certain skills, such as 
leadership, have effected them.
 Besides services for the 
veterans who are seeking to 
re-enter the civilian work-
force, the chamber also helps 
veterans start their own busi-
nesses and helps those already 
established grow and flourish.
 They hope to eventually 
have a branch office of the Vet-
erans Chamber in every major 
city in Pennsylvania. The Vet-
erans Chamber and Mr. Brandt 
believe it is better to have too 
many services out there for vet-

erans than not enough. How-
ever, this chamber does not 
benefit veterans and veteran-
owned businesses alone. Half 
of their members are busi-
nesses and professionals from 
the private sector. Members do 
not even have to be headquar-
tered in Pennsylvania, some 
of the chamber’s members 
are from Maryland. Anyone 
in the United States can join.
 Mr. Brandt says that their 
best incentive for people to 
join the chamber happened by 
accident. The chamber hosts 
networking and business mix-
er events, and they are always 
packed. 150 businesses and they 
are all connected and doing 
business with each other. One 
member is a lady who owns a 
printing and cartridge business, 
she belongs to other cham-
bers but just from the Veterans 
Chamber’s events her business 
has increased by forty percent.
 For other chambers who 
wish to start providing ser-
vices to local veterans, Mr. 
Brandt gives this advice: “They 
need to know about veterans; 
who they are and what they 
need.” The most important 
thing to get started is to do 
away with the charity case ste-
reotype; veterans are valuable 
business assets and we need 
to start seeing them as such.
 For more information on the 
Pennsylvania Veterans Cham-
ber of Commerce, visit their 
website at www.pavcoc.org.

 We live in an age of some-
times overwhelming technol-
ogy. With the exponential ad-
vancements in smartphones, 
anyone can have the knowledge 
of the world (quite literally) at 
their fingertips. In 2014, ad-
vertisers and chambers have 
to begin capitalizing on evolv-
ing smartphone technology to 
get ahead of their competitors.
 One way in which chambers 
and businesses have already be-
gun to take advantage of evolv-
ing technology is the develop-
ment of mobile applications. 
Through the use of mobile apps, 
chambers of commerce and 
their members can promote 
their own events, outline their 
political advocacy plans, post 
information about the chamber, 
and offer app-specific “online-
only” specials and discounts. 
 Many chamber apps also 
have a handy map feature that 
gives users a satellite view of all 
local chamber members. These 
maps also tend to have the op-
tion for users to filter map 
search results based on specific 

business names, size, and cat-
egory. So if one were to look 
for a restaurant, it would be as 
simple as filtering search results 
to only include “restaurants,” 
and the map would change 
to display all the restaurants 
within the area that are cham-
ber members. The same goes 
for bars, hotels, schools, hos-
pitals, recreation, and a whole 
plethora of other goods, ser-
vices, and businesses one may 
need. The convenience of hav-
ing all of an area’s businesses 
on a single map is a great asset 
to these mobile applications.
 One such chamber of com-
merce that has taken advantage 
of new and emerging technolo-
gies is the San Diego Regional 
Chamber of Commerce. The 
San Diego Regional Cham-
ber’s app is available for free 
download on both Apple and 
Android devices and, in ad-
dition to the aforementioned 
features, has a host of other 
features specific to their app. 
One feature that the San Di-
ego Regional Chamber offers 
is an online “Chamber store” in 
which app users can sell and/
or purchase goods and services 

from local businesses online. 
 In today’s day and age, on-
line shopping is huge. The ease 
and convenience of buying 
things over the internet is the 
preferable option for many peo-
ple who don’t want to leave the 
house just to buy envelopes. But 
when consumers choose to do 
their shopping on a large online 
marketplace like Amazon or 
eBay, that can often take profit 
away from local small business 
owners. By offering online op-
tions for San Diego’s small busi-
nesses, the Chamber’s app gives 
consumers the option to support 
San Diego’s local economy while 
still offering the convenience 
afforded by online shopping.
 But the San Diego Re-
gional Chamber’s Mobile app 
does not only benefit consum-
ers. Arguably, it is even more 
of an informational benefit for 
chamber members than it is 
for consumers. Business own-
ers and chamber representa-
tives are very busy people and 
having such a readily acces-
sible resource is very beneficial.
 I spoke with Ashley Hause, 
Communications Manager for 
the San Diego Regional Cham-
ber of Commerce, who offered 
her professional opinion on the 
effectiveness of the app. When 

asked how she felt mobile apps 
most helped chamber members, 
she said they “help them get in-
formation on the go. Whether 
it’s finding out the location of 
an event or catching up on news 

impacting their business, a mo-
bile app provides quick and per-
tinent information whenever 
and wherever members need it.”
 And, according to Ms. 
Hause, all Chamber members 
can benefit from using the app, 
regardless of size. She says that 
while the mobile app is ben-
eficial for everyone, small and 
medium-sized businesses get 

the most out of the app. In Ms. 
Hause’s words “Often larger 
businesses just join chambers 
for advocacy-related reasons...
small to medium businesses are 
more engaged in member ben-

There’s a Chamber in My Pocket

 Internships are partnerships 
between enthusiastic profes-
sionals and businesses or orga-
nizations. Internships are about 
being mentor and apprentice, 
teaching and learning, of grow-
ing resumes and community 
pride. Internships are about the 
ideal partnership that can exist 
between business communi-
ties and students of the world.
 Chambers of commerce 
frequently embrace intern 
programs and student leader-
ship programs, and with good 
cause. The South Metro Den-
ver Chamber of Commerce has 
a student leadership program 
(SLP) to provide experience to a 
young work force. According to 
its website, the SLP “offers stu-
dents in Colorado the oppor-
tunity to enhance their educa-
tional experience with practical 
business experience. The SLP 
at the South Metro Chamber is 
different from other internship 
placement programs for three 
reasons, the emphasis on men-
toring, connections within the 
business community, and spe-
cial programming for students.” 
The primary goal of SLP is to 
assist students in learning to be 
leaders and encourages them to 
challenge themselves. The SLP 
pairs students and businesses 

in mutually beneficial partner-
ships; the students gain experi-
ence while developing skills and 
passions. It is a great way for the 
chamber to embrace their next 

generation of business owners 
and it is an exceptional way for 
driven students to set them-
selves apart from their peers, 
both in knowledge and their 
own marketability. When com-
peting for jobs and academic ac-
ceptance, universities and em-
ployers will see that interns have 
a leg up on their competition. 
Another reason hiring an in-

Community Connections, Interns, and Awesomeness
tern is good for business is that 
potentially, that intern could 
become a full time employee. 
It gives the company time to 
train and teach the intern, see 

how they operate, how quickly 
they learn, and if they might 
be a good fit for the company 
long term. Then when an inter-
nal position opens within the 
company, there will be an op-
portunity to hire the intern for 
the position; someone who is 
already familiar with the com-
pany and thus in many ways 
will be more qualified than any 

new hire off the street. Their 
strengths, weaknesses, and 
work ethic will all be known. 
  Businesses are the mod-
ern day mentors giving our 

youngins’ the opportunity to 
gain work experience for un-
derstanding the business world, 
and thus the community they 
are living in. The SLP is con-
nected to a plethora of Colo-
rado businesses in a variety of 
industries, opening options for 
students with various interests 
and talents. To inspire; to teach; 
to grow a progressive workforce 

organically in partnership with 
the business community. The 
SLP even offers training ses-
sions to help prepare interns be-
fore their first day on the job so 
they are raring to go when they 
arrive to their new post. SLP 
also offers assistance by way of 
mock interviews, workshops on 
resume preparation, and how 
to network and advertise them-
selves. These are essential life 
skills not typically taught in the 
classroom. They are learned with 
practice and guidance and as a 
result, they help young achiev-
ers toward a brighter future. 
 Reflecting back to the days 
of yore, apprenticeship was the 
key used to open the door of se-
cured livelihood. Before medi-
cal benefits, vacation days, and 
paychecks were systematically 
forced upon our worker bee so-
ciety, masters and apprentices 
made our clothes, shooed our 
horses, laid our brick, baked 
our bread, and killed our din-
ners. Now in a much cleaner 
and perhaps more sedate ver-
sion of society, apprenticeship 
is frequently skipped over in 
exchange for pricy textbooks 
and somber lecture halls. But 
truth be told, the hands on ex-
perience from back in the day is 
where the real masters of craft 
make the magic happen.  
 In another great example of 
how to encourage internships, 

the Greater Raleigh Chamber 
of Commerce has partnered 
with Internships.com to help 
students in the Raleigh area con-
nect with businesses, pairing lo-
cal businesses with students and 
emerging professionals. “In-
ternships provide students with 
crucial real-world experiences 
before beginning full-time em-
ployment,” said Robin D. Rich-
ards, Chairman and CEO of 
Internships.com. “The Greater 
Raleigh Chamber is taking the 
appropriate steps to grow the 
professional community, and 
we’re thrilled to provide the 
resources to support their ef-
forts.” The website explains 
that “The Chamber’s goal for 
the partnership is to emphasize 
talent retention in the Raleigh 
area and create networking op-
portunities for both employ-
ers and students.” Through this 
partnership, businesses can 
advertise internship openings, 
view the database of student 
resumes, and are provided with 
materials to help them em-
brace the internship program. 
 Take part in creating our 
nations next workforce gen-
eration. Internships lead to 
improved resumes, acceptance 
to better schools, scholarships, 
career preparedness, and let’s 
not forget the value of simple 
community connections, the 
lifeblood of the business world.

efits, online tools, and events 
which are all easily accessible 
at any time on the mobile app.”
 And despite proving to be 
so beneficial to the San Diego 
Regional Chamber’s member-
ship, it was not actually sug-
gested by a member. According 
to Ms. Hause, the Chamber’s 
Board of Directors and Chair-
man just determined that it was 

the right time to develop an 
app, on the grounds that “In this 
day and age, with everyone rely-
ing on their mobile devices, it is 
critically important to have in-
formation in an accessible way 
on the platforms that people are 
using the most.” I would be in-
clined to agree with her in this 
regard. According to research 
conducted by Telmetrics, 46% 
of consumers use their mobile 
device exclusively when search-
ing and purchasing online, 57% 
of smartphone users go direct-
ly to a specific businesses app 
or mobile website, and 60% of 
mobile consumers prefer busi-
nesses to be within walking 
distance or a short drive. So 
development and use of a mo-
bile app by chambers and busi-
nesses is really a no-brainer.
 Mobile connectivity is the 
way of the future. That is sim-
ply undeniable. This is where 
technology is headed and busi-
ness owners and chambers of 
commerce need to change with 
the technology to stay relevant. 
Be it for advertising, network-
ing, or online shopping, being 
up to date on a mobile plat-
form is incredibly important 
for chambers of commerce 
and will only grow in impor-
tance in the coming years.

San Diego Chamber App Credit: Lucas John Potter

Lucas John Potter
Staff Writer

CMS Student Jessica Byrnes Interns at Rodale, Inc. Credit: 1986boston24, wikimedia commons

Caroline Adair Freeman
Staff Writer

Robert Brandt Poses with WWII Veteran Credit: Pennsylvania Veterans COC
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 First year members tend to 
have the lowest retention rates 
and can prevent you from in-
creasing your overall rate. Hav-
ing a process in place to better 
integrate first-year members 
into the membership commu-
nity increases their likelihood 
of finding value in the benefits 
to joining in the first place, 
and then the value in renewal.
 Reasons why first year 
members have the lowest reten-

tion rates:
-Instant gratification (a lack of 
patience for results)
-Failure to connect with target-
ed audiences (intended connec-
tions)
-Haven’t plugged into or found 
their “community” (like-mind-
ed interests, needs)
-Didn’t access benefits (due to 
overwhelm, inconvenience, or 
time)
-Lack of perceived value (which 
is always in the eye of the mem-
ber)
-Their own challenges (start-
ups have higher failure rates 
and others have a lack of appro-
priate business skills)
 Regardless of how members 
are recruited, an integration 
process is the key to increasing 
overall retention rates and grow-
ing the size of the membership 
base. If they onboard success-
fully, they renew or re-commit 
their membership for the sec-
ond year. If they don’t integrate, 
lose interest, or find their ex-
pectations met elsewhere, they 
disassociate or defect from us.
 We apply “retention” ac-

tivities the last 90 days of the 
first year of membership and 
that’s where we go wrong. The 
first 90 days of a new mem-
bership period is key. There 
needs to be a consistent pro-
cess to integrate new members. 
 Three strategies to inte-
grate members successfully: 
 1) Develop and implement a 
First-Year Member Integration 
Plan.
-Make a list of all the actions to 
take place during the first year 
(e.g., welcome letter/email, invi-
tation to orientation, outreach 
calls). Identify the integration 
process that all new members 
should experience.
-Leverage technology to imple-
ment the Integration Plan—
work smarter by setting up a 
task sequence or project in your 
Association Management System 
(AMS) and link the sequence to 
all new members entered. Cre-
ate outgoing email messages 
and task reminders, indicate the 
timeframe for execution (three 
days, fourteen days, 30 days 
from joining) and who’s respon-
sible. The System will automati-

Three Strategies for Onboarding New Members
cally execute specific actions and 
remind you of tasks to complete 
for specific members. Run reports 
monthly or weekly to review up-
coming tasks. Contact your AMS 
support person for more infor-
mation.
-Take time to get know new 
members—ask members to fill 
out a Member Profile that in-
cludes and goes beyond demo-
graphic information (e.g., FTE, 
industry). Learn about why they 
joined, their interests and needs, 
and perhaps even their birthday 
and hobbies.
 2) Create user-friendly ways 
to orient new members and 
help them access benefits.
-Invite them to a scheduled face-
to-face orientation at your loca-
tion—there’s no better way to 
form relationships and engage in 
qualitative discussions with new 
members. Highly engaged volun-
teers and staff can be on hand to 
answer questions and welcome 
new members to the community.
-Create and offer online orien-
tation videos that members can 
access 24/7—provide a link that 
directs new members to videos 

on your web site or YouTube 
channel.
-Create a landing page on your 
web site for new members to help 
them learn about their benefits 
and the organization, and pro-
vide associated links. Sample 
things to include:
   -Just Joined? Tell us more 
about you (Member Profile)
   -Come to an upcoming event 
(Calendar)
   -Interested in volunteering? 
(Committees/Councils)
   -Looking for a new employee? 
(Job Board)
   -Contact us (Staff List by 
Function)
   -Questions about your mem-
bership (FAQ by New Mem-
bers)
 3) Ensure that new mem-
bers have highly satisfied ex-
periences during their first 90 
days.
-Welcome them to the com-
munity through social media 
by posting a public welcome on 
your FaceBook, LinkedIn and 
Twitter venues, and your weekly 
or monthly communications. En-
courage volunteers and leaders to 
post welcome comments as well.
-Reach out to new members the 
first 30 and 60 days to make sure 

they receive communications, 
provide additional information, 
and to help them access their 
benefits. This may also be done 
through volunteers.
-Learn about their 90 day expe-
rience—send out a short survey 
to collect feedback and respond 
timely to any concerns or nega-
tive comments. 
 The Integration stage helps 
new members assimilate into 
your community, access their 
benefits, and delivers value in 
the first year. Ultimately, this 
leads to higher levels of en-
gagement and increases your 
retention rate. That’s a win 
for your members and you!

Cathi Hight is President of Hight Per-
formance Group. Considered as the 
Membership Guru and the developer 
of The Member Retention Kit, Cathi 
helps associations meet the expecta-
tions of their members. She provides 
realignment strategies that help asso-
ciations of all sizes manage constant 
change, deliver benefits that members 
value, leverage volunteer and staff 
resources efficiently, and effectively 
communicate the value of member-
ship. www.HightPerformance.com.

Olivia A. Viterna
Staff Writer

 Why do businesses really 
join a chamber?
 Is it for the benefit of net-
working with other members? 
The advantage of being part of a 
close community of local busi-
nesses? Or is it the combination 
of sharing ideas, values, and 
resources with other members 
that make joining a chamber so 
appealing to small businesses? 
 What if we took our cham-
ber membership to the next 
level, or more specifically, a per-
sonal level, where we expanded 
our networking to those cham-
bers outside of our neighbor-
hood, reaching out to them and 
highlighting our achievements, 
community involvements, and 
strategies in exchange for theirs?
 What would this type 
of gathering look like?

 In Santa Barbara, California, 
this mixing of chamber ideas 
took place and proved success-
ful as hundreds of guests from 
six local chambers attended a 
DCH Lexus event created to 
bring members from across the 
state together under one roof. 
Guests enjoyed a mixer-like at-
mosphere while sampling tasty 
appetizers and having the op-
portunity to share their resourc-
es and values with one another. 
This event not only proved a suc-
cessful collaboration, but most 
importantly, it demonstrated 
to members the value of their 
chamber, and what it can do 
for them now and in the future. 
 Shelby Sim, Director of 
Business Development & Vol-
unteers for the Goleta Chamber 
of Commerce, referred to this 
event as only a piece of what is 
going on between local cham-
bers in the Santa Barbara area: 

“It planted a seed of collabora-
tion and connection, and that 
is the value it is going to bring 
over time.” Furthermore, Sim 
suggested that smaller towns 
and communities like the Santa 
Barbara area should take ad-
vantage of their geographical 
location and find ways to work 
alongside other chambers who 
are close to them in proxim-
ity: “If we can show [our mem-
bers] value by partnering with 
other chambers then that’s 
what we should do and not 
worry about whose turf it is.”
 According to Sim, each 
chamber is in the middle of re-
inventing itself, and an event 
like the one hosted by the DCH 
Lexus dealership proved that 
chambers are their strongest 
when they partner together to 
bring every available benefit 
to their members. “It’s not my 
chamber, said Sim. “It’s not your 

chamber; it’s the member’s.”
 When chambers come to-
gether under one roof like the 
event in Santa Barbara, it gives 
them an unique opportunity 
to meet new faces, custom-
ers, clients, and other mem-
bers who they would not have 
had the chance to come into 
contact with at smaller gath-
erings. Additionally, as Sim 
has suggested, it allows mem-
bers to see why a chamber 
can benefit their business and 
bring new clients to their door. 
 Chambers located outside 
of the Santa Barbara area, like 
the San Luis Obispo Chamber 
of Commerce, enjoyed being a 
part of the festivities and par-
ticipated as vendors, advertis-
ing their services and products 
to network their businesses on 
an even larger scale. In addi-
tion, members provided pam-
phlets and brochures for guests 
to take home and learn about 
their community involvements 

and economic development. 
“This was a great opportunity 
to show the other chambers 
what we do and highlight the 
best of our community,” said Jill 
LeMieux, Director of Member-
ship for the San Luis Obispo 
Chamber of Commerce. As a 
tourist location, LeMieux saw 
this event as a chance to learn 
from other chambers and be-
come aware of their values 
and strategies for attracting 
tourists to their communities. 
 The six local chambers that 
attended the mixer at the DCH 
Lexus dealership plan on attend-
ing this event next year with the 
hopes of adding more chambers 
to the guest list. An important 
note to take away from this 
gathering is the fact that the 
six chambers who attended the 
event were not all neighboring 
chambers. In fact, the San Luis 
Obispo Chamber of Commerce 
is over an hour away from the 
Santa Barbara area, making 

A Toast to A New Chamber Partnership the event more of a state-wide 
collaboration. According to 
Sim, “You have to think about 
it from a member’s point of 
view. Members go to a break-
fast every month where they’ll 
see ten or twenty new faces, 
but to be able to go to an event 
where they’ll see hundreds of 
new faces and hundreds of po-
tential clients; that’s priceless.”
 If more chambers across 
the United States partnered to-
gether for resources, members 
would have more opportunities 
to reach out to, and network 
with, one another. By shar-
ing strategies, experiences, and 
economic achievements, cham-
bers can work together towards 
improving their community’s 
quality of life. Simultaneously, 
they will create an open line 
of communication where their 
member’s needs are the pri-
mary focus. Because after all, 
isn’t that the reason they join 
a chamber in the first place?

Prioritize Your Members
(Continued from Page 1)
growth potential? (e.g., specific 
industries—tourism, manufac-
turing, etc.)
 Once identified, these 
three segments become your 
target audience. If the three 
groups are quite diverse, that’s 
fine. In fact, the more differ-
entiation the better. This di-
versity will help you to think 
and communicate your value 
with specific members in mind.
 “So What?” communication 
strategy:
Once you determine WHO 
you’re talking to, think about 
WHAT you’re communicat-
ing. The most effective com-
munications stem from ask-
ing yourself “So What?” to key 
communication points. You are 
now planning content for those 
important groups of members. 
So look at your communica-
tions as a content manage-
ment strategy.  Ask yourself:
-What ideas are most relevant 
to one or more of our target au-
diences?  
-What do they most need to 
know about? 
-What are their biggest business 

concerns that this content will 
help them overcome?
 Every idea is a piece of your 
content management strategy. 
Prioritize the ideas and you 
will communicate more valu-
able information and make 
stronger connections with all of 
your members. Make sure your 
content is relevant to your most 
important segments. When you 
show how you helped solve 
a problem for one of these 
members, other members will 
take notice, even if they are 
not representative of the audi-
ence you have in your mind.
 Once you determine 
WHAT to communicate, de-
velop a well thought out, laid-
out, and timed communica-
tions plan that addresses how 
to deliver the messages to your 
target audience most effectively. 
 What about the rest of your 
members?
 Don’t be concerned that by 
focusing on your most impor-
tant member segments you’re 
dismissing the needs of other 
members. When you identify 
needs common to your target 

audience, the resulting mes-
saging will relate to members 
in the periphery. The following 
true story supports this point.
 Recently, a 3,000-member 
not-for-profit group undertook 
the task of identifying its three 
important member segments 
and developing a value propo-
sition based around those three 
groups. They brought in 20 in-
dividual members to partici-
pate in the process. One of the 
members represented a small 
(non-mainstream) segment 
within the organization which 
(not surprisingly) was not iden-
tified as one of the three most 
important member segments. 
After the session, we asked this 
member if the group identified 
any of his specific needs or wor-
ries, and whether the defined 
benefits of membership related 
to his business. His response: “I 
wasn’t sure when we started this 
process that any of this would 
apply to me. Now I can say a 
firm ‘Yes’ to both questions.” 
 Keeping your focus:
Chamber executives need to 
know it’s OK to focus on the 
most important member group 
and be confident this process 
is not detrimental to the rest 
of your members. Focusing on 

your most important member 
groups will keep you on track 
in identifying the needs (and 
the worries) of each group. 
Match these needs with ben-
efits you deliver well today and 
you have the basis for com-
munications that will reso-
nate with a wide cross-section 
of members. This process will 
also help you to focus your 
services (and where you may 
need to add/improve services).
 Look for ways to cre-
ate or tailor communications 
and programming to reso-
nate with a particular group 
within your target audience.
-eNewsletters (and Subject 
Lines!) specifically written for 
important member segments 
(e.g., small business owners, 
young professionals, well-es-
tablished (mature) businesses, 
hospitality-related businesses, 
etc.) will generate considerably 
higher open rates.
-Programs for young profes-
sionals that respond to their 
social preferences are timely 
and relevant. Think location!  
Provide opportunities to bring 
together members with like-
concerns and interests (entre-
preneurs in business less than 
two years, established business-

es looking to expand, etc.).
-Website landing pages directed 
to new members with a voice all 
its own can provide basic expla-
nations and a list of acronyms 
or terms and their meanings—
information uniquely appreci-
ated by this group. Consider 
organizing some web content 
around member groups; or 
present information on a spe-
cific issue, e.g., proposed legis-
lation, around how it impacts 
specific member groups or in-
dustry sectors. 
 Respect the process of iden-
tifying your target audience 
and keeping the focus on that 
audience for all of your com-
munications. The resulting 
messages will be more effec-
tive—across all member groups. 
Follow these three simple steps:
1) Select your important mem-
ber segment/target audiences.
2) Draw on research of your 
membership as a whole and also 
your target audiences to help 
understand what’s most impor-
tant to them. When you survey 
them, choose a tool that allows 
you to compare your overall 
membership to your target au-
diences.
3) Involve your target audience 
in planning. If you want the 

event, program or communica-
tion to be relevant to a particu-
lar member segment, include 
them in the planning process!  
 Acknowledging that certain 
groups of members are more 
important (and acting on that 
knowledge) isn’t always easy for 
a chamber executive, but it is the 
right thing to do for the overall 
health and future of the chamber, 
and that’s good for all members.

Melynn Sight speaks to and works 
with local, state, and national asso-
ciations across many industries and 
chambers across the country on proj-
ects that help to strengthen the con-
nection between organizations and 
their members. Learn more at nSight-
Marketing.com or contact Melynn 
at Melynn@nSightMarketing.com.

Carol Weinrich Helsel is a freelance 
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.
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 The development and 
broadening of the BYP has not 
always been easy for Cory and 
the rest of the BYP. “When 
starting anything new you have 
a million and one new chal-
lenges,” Cory says. “Our road-
blocks ranged anywhere from 
funding and venue selection 
to being written off as a group 
that would be unable to sustain 
itself for a year. One thing that 
our group does extremely well 
is feed of adversity and chal-
lenges. If we are told something 
negative or an idea is rejected 
we will think of ten different 
ways to present the same idea. 
We are passionate and will con-

tinue to strive for excellence.”
 “I had a wild idea one day,” 
Cory starts off, as we begin dis-
cussing the BYP’s most success-
ful event thus far, The Young 
Professionals Cup, which Cory 
fully thanks his BYP Advisory 
Committee and Chamber (in-
cluding members: Amy Har-
ris, Monique Reeves, RoShawn 
Saunders, Rachel McClain, 
John Kopilchack and Megan 
Fourcaud) for supporting him 
in his dream. The one thing the 
area lacked was an event that 
incorporated local young pro-
fessional groups, meeting and 
networking in one venue. “This 
always confused me because I 

thought the concept was to net-
work with others.” His idea was 
to create “an annual event that 
would have a multi-prong effect.”
 The Young Professional’s 
Cup that Cory and BYP created 
brought together groups that 
normally would never meet 
with one another, with the goal 
to raise money for a local char-
ity that the host group chooses. 
“This would allow the groups 
participating to see other chari-
ties and their missions,” Cory 
says. “As well as raise aware-
ness for that cause.” The inau-
gural Young Professionals Cup 
consisted of an all day softball 
tournament. “During our soft-

ball tournament we had Corn-
hole boards set up on the side 
for the teams waiting to play, an 
all-day raffle that included priz-
es from local establishments, a 
live DJ providing commentary 
as well as music throughout 
the event, and we also pro-
vided breakfast and lunch for 
all the teams.” The event was 
highly successful, and Cory 
credits both the active support 
from outside as well as within 
his own Chamber. “Chamber 
members throughout the area 
saw what we were trying to ac-
complish and were eager to be-
come involved.” This year the 
event will be hosted by another 
group with the hopes that ev-
ery year the tradition is passed 

with the opportunity to change 
the event itself. This year will 
feature a kickball tournament. 
 To Cory and the Beaver-
creek Young Professionals, the 
question is, “What’s next?” But 
to many chambers, the question 
is, “How do we branch out for 
our own Young Professionals 
group?” Cultivating young pro-
fessionals and creating reasons 
for their membership may be a 
no-brainer, but the real task is 
implementing the first steps and 
then creating effective events 
and initiatives that really push 
the program forward. Survey 
your members, find out what 
they want, and you’ll discover 
your own young profession-
als group a success in no time.
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Carl Junction Area Chamber of Commerce
-Carl Junction, Missouri

Patrick McCabe
Editor

 “Our community, I know, 
is stronger because we all 
work together and do things 
like this...we’re making a dif-
ference, and it’s good to know 
that our chamber members 
are right smack dab in the 
middle of making that differ-
ence.” - Gary Stubblefield, Carl 
Junction Area COC Exec. Dir.
 Halloween, 2009: they were 
less than $1000 away from their 

$10,000 fundraising goal with 
thirteen minutes to spare. At 
the post office things were tense. 
It was Breast Cancer Awareness 
Month, and the new postmaster 
decided to set a goal of selling 
$10,000 worth of breast cancer 
awareness stamps, which fund 
breast cancer research. After 
selling over 18,000 stamps it 
looked like they would come 
up just short of their goal. But 
then with only minutes left until 
the post office closed, an anony-
mous donor came in and wrote 

a check for the final amount, 
helping the post office and the 
community of Carl Junction 
accomplish this amazing goal.
 At the time Mr. Stubble-
field was working at the local 
senior center, and was busy 
working on getting the new 
mobile mammography unit 
set up in their town. That year 
the USPS had urged all com-
munities with visiting mam-
mography units to purchase 
their breast cancer awareness 
postage stamps to raise money 
for breast cancer research. Hav-
ing loved ones impacted by the 
disease, Gary went to the new 
postmaster to find her take on 
it. She was a survivor, and very 
adamant about raising money. 
A few months later they ac-
complished their $10,000 goal.
 For the last five years the 
people of Carl Junction have 
come together each year to 
continue to support this worth-
while effort. Since that first year 
Gary has went from working 
at the senior center, to becom-
ing president of the board of 
the chamber, to the executive 
director. And every year their 
plans for the stamp drive have 

gotten bigger. (The first year, 
Gary, Postmaster Sharon Clark, 
and other community leaders 
donned pink wigs after hitting 
their goal. This past year they 
were hit in the face with pink 
whipped cream pies.) In fact, 
each year since they started 
their post office has ranked in 
the top ten of all stamp sales 
nationwide. In 2013, the Carl 
Junction post office was the 
number one seller, having sold 
more pink stamps than any post 
office in the US. Their goal was 
$25,000...they topped $48,000.
 At the time when this all 
started, in 2009, the people of 
Carl Junction had been very 
divisive on an issue. But this is 
something they could all agree 
on; this was something for 
which they could all rally to-
gether. “I think that other com-
munities can replicate what we 
have done. When we started 
our breast cancer awareness 
efforts, it was during a par-
ticularly divisive time in our 
community. At a time that our 
community was bitterly divided 
on an issue, breast cancer was 
something that had impacted 
us all, and united us all. And 
by coming together we were 
able to do great things for our 
shared cause. Along the way our 
community grew tighter, too.”

Patrick McCabe
Editor

 Fighting for the rights of lo-
cal businesses, leading the way 
in community development, 
working to better the lives of 
those in their community; it’s 
all a day in the life of the Wilm-
ington Chamber of Commerce.
 The Wilmington Chamber 
does a lot for their members, 
but their main focus is pub-
lic policy. “We are a pro-active 
business organization that seeks 
to make it easier to do business 
in the region,” says Connie Ma-
jure-Rhett, Wilmington Cham-
ber of Commerce President & 
CEO. A great example of this is 
their recent work regarding the 
language in the New Hanover 
County Special Use Permit re-
quired for businesses looking 
to move into industrial-zoned 
land. “The business commu-
nity told us that the permit 
was troublesome because it 
was vague and didn’t provide a 
timeline. We are working with 

the County to change that.”
 In addition to their policy 
initiatives, the Chamber also 
seeks to create a pro-active envi-
ronment for businesses by “hav-
ing an attractive quality of life 
that is conducive to attracting 
and retaining employees, hav-
ing a strong education system, 
and reducing crime,” says Con-
nie. One way they’re accom-
plishing these goals is through 
their Cape Fear Future initiative.
 “The CFF strategic plan 
focuses on three main areas: 
fostering an entrepreneurial 
community by supporting, pro-
moting, and educating young 
and emerging entrepreneurs; 
assisting the improvement of 
our area school systems and 
expanding emphasis on sci-
ence, technology, engineer-
ing, and math (or STEM); and 

improving the overall image 
of the greater Wilmington re-
gion by delivering commu-
nity improvement projects 
that enhance quality of life.”
 The future of any communi-
ty lays with the next generation. 
The CFF projects have already 
made great strides for local 
schools in an effort to educate 
students in fields that will play 
a major role in our country’s fu-
ture. Just last year CFF focused 
on starting and funding Project 
Lead the Way at Trask Middle 
school to help them offer sci-
ence, technology, engineer-
ing, and math (STEM) courses 
to their students. Introducing 
these skills at this age is tremen-
dously important to the future 
of technological industries. 
But that is not the only way in 
which is Wilmington Chamber 
is focusing on young students.
 There is a trend, called sum-
mer slippage, that is affecting 
the education of students in 
Wilmington. “In the summer 
months, children from low in-

 In a small town the cham-
ber can have a big impact. And 
the Carl Junction Chamber 
thinks others can do something 
similar. “For us, it’s worked. I 
don’t know if it would work for 
a large chamber or in a large 
community...a smaller town is 
just more personal, we’re more 
connected. It just seems like 
what we’re doing would work 
for any small community or any 
small chamber. You just need to 
find something to rally around.”
 Gary has now been the ex-
ecutive director for over three 
years. In that time he has seen his 
town, and his chamber, change 
dramatically. When he took over 
the chamber had 42 members. 
That number now stands at 163.
 In 2011, shortly after his 
appointment, the town of Jo-
plin, MO was devastated by a 
massive tornado. People were 
killed, and homes were lost. 
Carl Junction, a suburb of Jop-
lin, knew they needed to help.
 A few years before this di-
saster there was discussions 
as to whether the existence of 
the chamber was necessary in 
Carl Junction. Jean Roy, the 
unofficial matriarch of the 
town, was adamant that the 
chamber may not be needed 
now, but it will be someday. 
The chamber remained and 

she was right. The tornado in 
Joplin proved to be that day.
 “[It was a] real turning 
point for all these businesses 
trying to find some leverage to 
come back. And they started 
looking at chambers they never 
would have looked at before. So 
it was true what she said: ‘there 
will be a day when people are 
going to need the chamber’, and 
she was right. So now we have 
more members outside of Carl 
Junction than we do in,” says 
Gary. They’re still recovering, 
but they’re getting close. The 
chamber proved to be vital for 
many businesses who would 
have had no where else to turn.
 Our hats are off to them, 
finding fun ways to get the tough 
work done right. But when all is 
said and done, the most impor-
tant thing to Gary is this: “For 
all that crazy stuff we do with 
the hair and pies and stuff, the 
best thing that’s come out of it 
is, we’ve had some women here 
locally who were like, ‘OK, OK, 
I get it, I need to have a mam-
mogram,’ and in the course of 
doing it there is a detection. But 
in each case it’s been early detec-
tion and they’re still here with 
us. That’s what it’s all about.”
 We couldn’t agree more.
 For more information visit 
www.carljunctioncc.com.

Patrick McCabe
Editor

  “We’ve always said, ‘We 
don’t turn anybody away,’ we 
don’t say, ‘We don’t know, we 
can’t help you.’ Our mission 
here is: ‘We will try to find a 
way to help you or point you 
in the right direction for that 
help.’” - Melody Longstreth, 
Waynesburg Area Chamber of 
Commerce Executive Director.
 This philosophy came to a 
head about 3-4 years ago when 
the chamber started receiving 
an influx of calls requesting in-
formation on available housing 
in the area. Waynesburg, with a 
population of 12,000 in a coun-
ty of 41,000, wasn’t used to the 
kind of domestic immigration 
that was happening in their area. 
It turns out that the surge of new 
residents was due to the recent 
boom in employment opportu-
nities: Marcellus Shale drilling.
 During that time, when-
ever the staff would be driving 
around the area, they would 
carry a pen and paper to jot 
down the names and numbers 
of available housing. Whenever 
someone would call for that re-
quest they had the information 
right away. But it got to a point 
where they ran out of options. 
There were too many workers 
and not enough places for them 
to stay. Local farmers began 
taking advantage of the situa-
tion by getting approval from 
the township to put in camp-
er spaces on their property.
 “We had campers all over 
the county, and little camp-
grounds popping up literally in 
people’s cow pastures. People 
were renting out rooms and 
subletting houses and adver-
tising, ‘four bedrooms with 
a shared bath/kitchen/living 
area’; turning a four bedroom 
house into a four unit rental.”
 They had heard from oth-
er municipalities in the state, 
warning them to be prepared 
for what was going to happen. 
Still, the volume of the surge 

was massive. “People had tried 
to tell us, ‘You’re going to be 
really hit hard. You’re going to 
have all these workers coming 
in with no place to stay, and 
they’re going to need services,’...
It was nothing like what we 
thought was going to happen. 
We were just overwhelmed with 
an influx of workers...They need 
everything from boots, to safety 
gear, to gasoline for their trucks, 
a place to live, a place to park 
their camper; so we really had a 
major expansion here recently.”
 The Waynesburg Area 
Chamber of Commerce has 
been in service in some form or 
another since 1901, but never 
in their history have they faced 
this type of challenge. Econom-
ically, it has helped everyone 
from the generational busi-
ness owner to the individual 
resident. “We’ve had business-
es popping up just all over the 
place. Some from companies 
outside of the area coming in to 
take advantage of the industry; 
but then also a lot of locals tak-
ing advantage of the opportu-
nity to expand and change their 
businesses, updating things to 
meet the needs, carrying dif-
ferent product lines...that has 
just expanded tremendously 
as a result of the men coming 
in to work in this industry.”
 When I expressed con-
cern that what happens when 
the drilling stops and work-
ers leave, Melody had this to 
say, “There’s always going to be 
a certain string of people that 
are going to be needed, even 
once everything is drilled, to 
maintain the production and 
the transmission side of it.”
 The shale industry has 
been tremendous for their lo-
cal employment as well. When 
the companies come in to drill 
they bring their own workers, 
but they higher locally as well. 
While the jobs initially start as 
general labor, many local work-
ers have taken this as an oppor-
tunity to start a career. “It has 
created a lot of jobs; but they’ve 

been more general laborer jobs. 
A lot of the more skilled labor 
force has moved with the indus-
try. But then there’s been a lot 
of opportunity for people to get 
involved in this industry and 
learn and move up and maybe 
move on; so it has been a really 
good thing for employment.”
 The shale business in 
Waynesburg created a ripple ef-
fect that has directly impacted 
day-to-day chamber business. 
The growth of the town has 
caused a growth in the cham-
ber as well. This has caused 
some problems, but the kind 
we like to call “good problems”.
 “We’ve been experiencing 
a great deal of growth within 
the organization. So adding 
staff was something that was 
really critical. It took some 
doing to find the proper per-
son to fit with the team; and 
[for the chamber] to be able 
to grow and to provide more 
services...If somebody walks 
through the door we’re going 
to do our best to help them.”
 When she talks about net-
working, she mentions how 
the close proximity of a small 
town makes it almost unavoid-
able: “Because we are a small 
community, I think a lot of 
[networking] happens just on 
a day-to-day business...With 
335 members in a small com-
munity, it’s pretty easy to almost 
guarantee that no matter what 
you’re going to purchase locally 
you’re going to be purchasing 
it from a chamber member.” 
 The surge in local economy 
is also helping Melody convince 
her members about the chang-
ing face of business, and what 
they can be doing to improve. 
Recent “Lunch & Learns” have 
focused on the benefits of social 
media, and interest from mem-
bers has caused them to sched-
ule a “Facebook for Business” 
seminar in May. “We have been 
really trying to promote our own 
page, with much success, and 
are hoping that members real-
ize that they can do this, too.’”
 Melody has been the Execu-
tive Director since 1987, but it’s 
likely that the last 5 years at the 
chamber have been the most 
challenging, stressful, excit-
ing, and rewarding. Even with 
all of that happening, she still 
cherishes the simple pleasures 
of chamber work the most, 
getting to know her members. 
“That would be my best day, 
when we really get to intro-
duce somebody to what we do.”
 For more information on 
the Waynesburg Area Cham-
ber of Commerce, visit www.
w a y n e s b u r g c h a m b e r. c o m 
or find them on Facebook!

Waynesburg Area Chamber of Commerce
-Waynesburg, Pennsylvania

come households fall behind 
in their education while those 
in middle and upper income 
families progress. The lower 
income students can lose as 
much as two months of reading 
skills, while others advance one 
month,” says Connie. The trend 
continues each summer, she 
says, until the gap between stu-
dents is years apart, which can 
lead to students dropping out of 
school and potentially turning 
to crime as a means to survive.
 In order to help stop the 
problem where it starts, the 
Chamber has been raising 
money to fund a summer pro-
gram for students in downtown 
Wilmington. “The Youth En-
richment Zone Summer Ini-
tiative will be piloted this year 
with 60 rising 7th and 8th grade 
students that demonstrate 

high need and at-risk behav-
iors, and are underperforming 
academically. For five weeks 
this summer, the students will 
participate in the Building 
Educated Leaders for Life pro-
gram at one of our downtown 
schools...Academic instruc-
tion in the morning will be re-
inforced by hands-on enrich-
ment courses in the afternoon.”
 Local education initiatives 
go miles towards improving the 
quality of life for students, but 
in order to improve the quality 
of life for the entire Wilmington 
community, it takes effort from 
everyone. The biggest event for 
the Wilmington Chamber of 
Commerce each year is Work 
on Wilmington (WOW). Says 
Connie, “[WOW] is an annual 
day of volunteer service held ev-
ery April. On average, 2,000 vol-
unteers roll up their sleeves and 
dedicate a half-day to tackle 30+ 
projects across Wilmington. 
Our Leadership Wilmington 
class solicits the projects, scopes 
the work to be done, raises  mon-
ey for materials, recruits volun-
teers, and organizes the day.”
 WOW has been held every 
year since 2006. In that time 
they have painted schools, cre-
ated a nature trail behind the 
YWCA, cleared a lot for the 
Good Shepherd Center, hung 
tiles in a downtown parking 
deck for the City of Wilming-
ton, cleared overgrowth from an 
historic cemetery, constructed a 
playground, revamped a base-
ball diamond, and much more.
 How does the community 
get involved? “Each year lo-
cal companies provide teams 
of employees to work together 
on projects,” says Connie. “GE 
Hitachi Nuclear Energy rou-
tinely provides 600-800 vol-
unteers who have revitalized 
the campuses of elementary 
and middle schools, the Boys 
and Girls Club, among others.”
 Between accomplishing 
so much for her members and 
her community, what does 
Connie’s best day as a cham-
ber president look like? “There 
are never two days alike! But a 
good day begins with an early 
start with my to do list up-
dated and my day planned. I 
visit a member or two, hand 
write any thank you notes that 
are needed, catch up on read-
ing and leave the office with an 
organized desk, ready to begin 
again the next day. There are no 
emergencies, no one is sick, and 
there is not a night meeting!”
 Sounds like a good day to me.
 To learn more about the Wilm-
ington Chamber of Commerce, vis-
it www.wilmingtonchamber.org.

Gary & Sharon Get Pied for Charity! Credit: John Hacker, Carthage Press

Credit: Waynesburg Area COCWaynesburg Business Expo

Credit: Wilmington COCWork on Wilmington (WOW)

Wilmington Chamber of Commerce
-Wilmington, North Carolina
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Billings Chamber of Commerce/Convention & Visitor’s Bureau
-Billings, Montana

 The appeal of a chamber 
of commerce is derived two 
fold, 1) from its stability as a 
long-standing local business 
organization and 2) with its 
ability to be a living, breathing 
organization capable of con-
stant change and innovation.
 John Brewer has been the 
Billings Chamber of Com-
merce/Convention & Visitor’s 
Bureau President and CEO for 
nine years. In that time he’s seen 
an increase in membership from 
around 800 up to over 1,180 to-
day. “We’ve taken a significant 
turn in how we look at our role 
in the community; in being a 
community development or-
ganization, as well as a direct 
benefit to our business mem-
bers. Some of the proactive po-
sitions we’ve taken on commu-
nity growth have really rallied a 
lot of folks behind us. And we 
also changed our dues structure 
to a tier system, and that was a 
big jump for us,” says Brewer.
 They’ve gotten a lot of in-
terest based on the tier system, 
which designates benefits de-
pending on the dues commit-
ment submitted by each in-
dividual member. “[The] tier 
system...is based on a buffet of 

 1867.
 The Colorado Territory is 
growing around Denver due 
to the recent gold rush in the 
Rockies. Meanwhile, the Trans-
continental Railroad is mak-
ing it’s way west, set to go right 
through Cheyenne, Wyoming. 
Without a connection to Den-
ver, the promise of a metro-
politan city in the mountains 
would be a forgotten dream.
 So what happened? The 
Denver Board of Trade was cre-
ated, and thanks to their fun-
draising and support, a spur 
was built in Denver to con-
nect to the Cheyenne junction 
of the famous westward ex-
panding rail system. Without 
that victory, it’s likely Denver 
would not be what it is today.
 Ever since that day the 
Board of Trade, under a va-
riety of names, continued to 
work for the business interests 
in their community. Today, that 
goal continues with the Den-
ver Metro Chamber of Com-
merce under the direction of 
President & CEO Kelly Brough.
 Kelly has been the Cham-
ber President & CEO since the 
fall of 2009. In that time she has 
seen her membership remain 
constant, which she considers 
nothing short of amazing. “If 
you consider the recession...So 

many companies had huge chal-
lenges before them...Like many 
chambers we were worried 
that we’d lose our membership. 
What we found is people really 
stuck with us through that. Saw 
the value here at the chamber; 
maybe saw it more than ever. 
We didn’t lose any member-
ships...So to not lose members 
during the last five years is re-
ally incredible,” says Brough.
 Kelly credited the region’s 
business diversity for their 
strength. What was once mainly 
an oil and gas town in the ‘80s 
has transformed into an envi-
ronment where you’ll find the 
agriculture, aerospace, health-
care, IT, bio-science, and finan-
cial industries in full force. In 
fact, just in 2013, nine compa-
nies have relocated their corpo-
rate headquarters to the Denver 
Metro region: Ardent Mills, 
Cool Planet, DigitalGlobe, Ho-
rizon Ag, Kinross Gold USA, 
Summit Materials, SunShare, 
Sympoz, and WhiteWave Foods.
 But what really separates the 
chamber, says Kelly, is their pen-
chant for attracting small busi-
nesses and start-ups. “I think 
we’ve had some more success 
attracting some of the start-ups. 
On the most recent lists I think 
four of our cities in Colorado 
are in the Top 10 [in terms] of 
start-ups...A lot of the compa-
nies that belong to [our] cham-
ber are start-ups as well...So 

while we have chamber mem-
bers who have 16,000 employ-
ees, about 90% of our members 
have less than 100 employees.”
 When I asked Kelly how 
they have been able to attract 
all of these businesses to their 
chamber, she points out the re-
lationships they have with other 
local organizations and the ben-
efits her members receive due 
to the diversity of those part-
nerships. “Our chamber has a 
number of affiliates. We do all 
your typical [things] from net-
working, advocacy, public poli-
cy influence; but we also have a 
foundation here...[and] a state-
wide affiliate. So we do a great 
deal of work around the state...
mostly on policy. Everything 
from taxes to business climate 
and specific industry policies.”
 That business climate she re-
fers to remains strong due to the 
chamber’s work. “The economic 
development arm of this region 
comes out of this chamber. So 
we do a lot of economic devel-
opment work for our members, 
both in retention and attraction 
of companies,” says Brough.
 When it comes to intro-
ducing new members into the 
chamber, they go above and 
beyond to make sure that the 
member, and the chamber, are 
getting the most out of the re-
lationship. “We recognize our 
members all have vastly differ-
ent needs. We try to meet them 

Denver Metro Chamber of Commerce
-Denver, Colorado

where they’re at and make sure 
we bring them into the orga-
nization in a place that has 
the most value for them, and 
frankly the most value for our 
business community; where 
they can add value and help 
guide our work,” says Brough.
 She continues, “So if you’re 
interested in policy, we have op-
tions to make sure we get you on 
the right policy issues. We also 
have a small business develop-
ment center here....we have a 
lot of small business members, 
so they need help with things 
like marketing plans. We were 
the most successful small busi-
ness development center in the 
country in getting capital in the 
hands of our small businesses, 
so they could grow, and expand, 
and hire more Coloradans.”
 In finding a place for her 
members to reach their fullest 
potential, it’s important to men-
tion that the individual commit-
tees, groups, and departments 
that make up the chamber aren’t 
one-note. Meaning, the lessons 
learned and the skills needed 
in each group can be applied to 
others as well. “So if you think 
of it almost like instead of hav-
ing a department that does our 
events, a department that does 
our foundation and leadership 
development, and a depart-
ment that does programs...we’ve 
started to ask the question of 
how can we go across these de-
partments? So if you’re engag-
ing in our ambassador program 
there’s a component of it that’s 
about leadership development 
and improving yourself, along 
with the components of the 
ambassador. And I think that’s 
been kind of cool. It’s a richer 
experience than if we just plug 
[members] into one aspect.”
 This approach has helped 
the chamber embark on their 
greatest challenge, or as Kelly 
would put it, their greatest op-
portunity: attracting young pro-
fessionals and entrepreneurs. 
“If our world has changed 
from a tradition in the ‘50s 
and ‘60s where people joined 

and came together in associa-
tions, I think you have to create 
that value now for a generation 
that sees the world differently.”
 Kelly describes their Young 
Professionals programs as, 
“How do we help advance your 
career and provide you suc-
cess?”, and their leadership 
foundation as, “How do you 
develop your own leadership 
capacity in our community and 
give back civically?”, and knows 
that these factors matter deeply 
to the next generation of busi-
ness people. “I’ll be honest, I 
think that’s made all the differ-
ence for being able to engage 
new start-up members, younger 

Billings Chamber Office Credit: Billings COC/CVB
offerings from marketing to 
sponsorship...A lot of it is the 
marketing at our top tier level...
The package there shows the 
community support element. 
Tying their logo into a lot of the 
programs we’re doing, allowing 
them to participate in our city 
visit programs, things like that.”
 The tier system is a large 
aspect of an ongoing campaign 
the chamber has embarked 
on to continuing improve 
their organization’s structure, 
called Defining Tomorrow: 
The Chamber of the Future. 
While you would expect a large 
organizational overhaul like 
this to occur during a time of 
struggle for the chamber, it’s 
quite the contrary. Brewer cited 
the Benjamin Franklin quote, 
“When you’re finished chang-
ing, you’re finished,” and went 
on to explain, “as successful 
as we feel right now; we’ve got 
more members than we’ve ever 
had, we are a 5-star accred-
ited chamber through the US 
Chamber, the highest ranking 
available, our financial posi-
tion’s never been better; what 
a great time for us to re-eval-
uate and look for the next pi-
nochle, where do we go next?”
 It’s a long process, but nec-
essary when you consider all 
of the feedback they’re getting 

from members and non-mem-
bers alike. “So this whole futures 
initiative of ours has taken us 
down a pretty interesting path. 
We’re collecting ideas on our 
website...1000 Ideas Campaign 
from the community...gather-
ing thoughts of how we move 
the chamber and community 
forward. That won’t be wrapped 
up for a few more months, but 
just to see the energy behind 
that, and some of the ideas that 
are already starting to come 
forth, is really energizing for us.”
 The futures initiative has 
also helped the chamber take a 
hard look at their aging mem-
bership and what they need to 
do to appeal to young entre-
preneurs and smaller start-ups. 
The chamber is striving to bring 
these people to the table to 
find out what they want out of 
a chamber. “What we thought 
would be a one-time focus 
group with a group of milleni-
als has wound up being an on-
going committee now that we’re 
working towards...We’re learn-
ing from other chambers and 
their Young Professional groups 
and how to best bring their en-
trepreneurial spirit and their 
excitement, and energy, and 
youth around the board table 
as well as to some of the other 
key strategies we’re engaged in.”

 What they’re finding is that 
this new generation of business 
owners won’t just buy into the 
chamber because they feel obli-
gated, they need to see the value 
first hand. “I think the younger 
group as well as some of the 
start-up businesses and smaller 
employers are definitely looking 
toward that ROI and how we 
associate our $320 investment 
in the chamber to their bottom 
line. So those are challenges that 
we’re continuing to work here. 
And by challenge I mean try-
ing to articulate that. So many 
chambers are doing the right 
thing and working hard for 
their small businesses and their 
community. But it seems to be 
the communication process. No 
matter how many times we tell 
our members what we’re doing 
or tell our community, it’s a hard 
nut to crack with so many differ-
ent messages coming at them.”

Rimrock Bluffs and Yellowstone River Credit: Billings COC/CVB
 How does the chamber en-
sure the best opportunities for 
their members? Through stead-
fast advocacy. “We’re very pro-
active with legislation; we do not 
take positions on candidates...
We have a full-time lobbyist in 
Helena, our state capital, and 

we do develop a very aggressive 
agenda on business-friendly, 
and unfriendly in cases we need 
to oppose, legislation. We’ve 
made a great impact on work-
er’s comp and the tax structure 
for business members as well.”
 This strong stance applies 
to the local level as well. “We’re 
also really active in endorsing 
local levies and bonds when 
they relate specifically to our 
strategic plan,” says Brewer. 
The chamber led a campaign 
to build a $12 million baseball 
stadium for their local minor 
league affiliate, and even more 
impressive, helped the local 
school district in approving and 
passing a $122 million bond. 
“We were instrumental in a re-
cent school levy; we developed 
a program called Yes for Kids 
in 2007, and [it] really is a sup-
port for our schools and their 
growing needs for funding.”

 The Billings COC/CVB is 
fortunate to be in a unique re-
gion with a diverse member-
ship. The tourism draw of the 
local sights allows for one-of-
a-kind businesses to be mem-
bers of the chamber. “We’ve got 
this ‘Golden Triangle’ around 

us, if you will, of these national 
treasures from Yellowstone Na-
tional Park, to Pompey’s Pillar, 
where Lewis and Clark came 
through, and Little Big Horn 
Battlefield, where Custer’s Last 
Stand [took place]. We’re within 
an hour to an hour and a half 
of all those attractions. And be-
cause of that the western expe-
rience is very prevalent here.” 
Their membership includes 
a place for horseback ride 
and horse-drawn sleigh rides; 
campfire songs and trail rides; 
and over ten breweries and dis-
tilleries set up for walking tours.
 With so much going on at 
the chamber, John’s best days 
are when his staff accomplish-
es a goal. They have a cow bell 
that sits in their “living room” 
and is rung when someone has 
good news to announce. “A staff 
member’s hit a goal, and we’re 
taking a couple moments to 

celebrate it. So when the bell’s 
ringing everybody’s smiling and 
gathering in the living room to 
hear the story. That’s a good day.”
 To learn more about the Bill-
ings Chamber of Commerce/Con-
vention & Visitor’s Bureau visit their 
website at www.billingschamber.com.

companies, younger workers in 
our companies, along with more 
traditional chamber members.”
 In Kelly’s opinion, when it 
comes down to it, the very bot-
tom line of her mission is to help 
people get jobs. “My dad lost his 
job when I was young, and so I 
know nothing is more devastat-
ing to a family than the loss of a 
good job. And what every single 
one of us do here at the chamber, 
is we put Coloradans to work. 
My best day is every time we 
have a new job for a Coloradan.”
 For more information on the Denver 
Metro Chamber of Commerce, visit their 
website at www.denverchamber.org.

Pres/CEO Kelly Brough Skates with Staff Members Jennifer Jones & Kim Roberts Credit: Denver Metro COC/CVB
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Chamber Rebranding: Update Your Image!

Ed Barks
Contributing Writer

 Some call it “thought lead-
ership”; others know it as “con-
tent marketing”; no matter 
what label you choose, chamber 
members who reach out to cli-
ents, customers, and communi-
ties with informed, helpful in-
formation stand a better chance 
of raising their reputation and 
enhancing their bottom line.

 Admittedly, however, our 
society constructs barriers to 
bragging. All we need do is think 
back to the days when mom 
warned us not to be boastful.
 Many high profile thought 
leaders rely on speaking and 
writing to advance their repu-
tations. They deliver presen-
tations to industry groups or 
community organizations, and 
write books and submit arti-
cles to publications that reach 
their target markets. To be 
sure, those approaches work 
for many a business executive.
 We’re going to shift our fo-
cus to take a look at an oft-ig-
nored technique, one that can 
really separate the chamber 
thought leader from the pack—
conducting original research.
 Your mom probably told 
you more than once to finish 
your homework. I know mine 
did. Little did we realize at the 
time, but those school research 
projects formed a foundation 
for our career. For there are few 

things that stand to position 
a chamber member head and 
shoulders above the competition 
as conducting original research 
into a subject your custom-
ers care about (and, of course, 
in which you are the expert).
 Granted, research is de-
manding. It takes time and pa-
tience to develop a hypothesis, 
study the field, and write up 
your findings. Still, a PhD is not 
required. Research papers don’t 
need to be thick tomes heavily 
annotated with footnotes writ-
ten in dense technical language. 
The best method? Decide on a 
topic that fits with your busi-
ness and do some digging. In-
terview others in your field 
(non-competitors, of course), 
and quote them in your re-
search report. You might even 
find a local college professor to 
cite. You can also conduct cus-
tomer surveys and present your 
findings. And how about using 
new media channels to gather 
opinions? Finally, don’t neglect 

Research Your Way to Business Success

Andrea K. Mosher
Staff Writer

 Every business should know 
the importance of branding. 
Branding is the establishment 
and reinforcement of a strong, 
defined image in order to at-
tract and keep customers. Cen-
tered around a predetermined 
set of values, a business’s brand 
lets customers know what they 
are all about. When done well, 
a business’s brand should be 
easily recognizable and let the 
consumer know exactly what 
to expect in terms of product 
type, quality, and service. How-
ever, when an established brand 
turns out to be ineffective at 
serving the intended purpose, 
then a business might decide it 
is time to revamp their image.
 Branding a business is chal-
lenging, but branding a cham-
ber is so much more difficult 
since you have to establish an 
image that all businesses in 
the community not only agree 
with, but also want to represent 
them in some capacity. Business 
Insider’s Jim Price, a professor 
from the University of Michi-
gan, advises against branding 
by committee or focus group. 
This is because of the difficulty 

people have with coming to an 
agreement, and a compromise 
will most likely lead to a gen-
eralized, non-committal im-
age, which makes a business or 
chamber seem untrustworthy. 
Instead, he suggests that busi-
nesses keep it simple and stick 
with a single brand that repre-
sents the core of the organiza-
tion. The values that the orga-
nization does business by must 
be clear and upheld. When the 
brand is reliable and stands 
by its values, it will gain cus-
tomer appreciation and loyalty.
 Now it is hard enough to 
establish a trustworthy, recog-
nizable brand without having 
to change this image and start 
over. However, sometimes cir-
cumstances change and it is 
necessary to update your im-
age. Some recent chambers 
have updated their looks to 
help them keep up with mod-
ern business demands and bet-
ter serve their communities.
 The new Alle Kiski Strong 
Chamber of Commerce, north-
east of Pittsburgh, was created 
out of the combination of the 
Allegheny Valley, Armstrong, 
and Strongland chambers 
in order to afford local busi-
nesses new opportunities and 
networking. With the cham-

ber’s expanded reach, member 
businesses will have access to 
more events and a wider area 
in which to do business. An-
other perk is the increased in-
fluence the chamber will have 
over lawmakers. The merger 
came about in order to better 
serve their communities. The 
new Alle Kiski Strong Chamber 
covers “70 municipalities with 
a population of approximately 
200,000”. This area used to be 
served by three different cham-
bers, meaning each one had a 
rather small membership. By 
joining together, this new cham-
ber now combines all of the 
members together, giving them 
more business opportunities. 
 In order to get young people 
interested and spread aware-
ness for their local chamber, the 
new Alle Kiski Strong Cham-
ber held a competition for lo-
cal area schools to design their 
new logo. All schools were giv-
en guidelines, but “the group 
wants the image to center on 
the Allegheny and Kiski riv-
ers—the most prominent fea-
tures shared by the old cham-
bers’ geography” says chamber 
secretary Chad McCutcheon. 
 In another example, the 
Mohawk Valley Chamber of 
Commerce has recently re-

branded themselves into the 
Greater Utica Area Chamber of 
Commerce. Chamber officials 
decided to make this change be-
cause the chamber has been ser-
vicing the Utica area for years, 
and yet nobody has really heard 
of the Mohawk Valley. Many 
people from around the coun-
try have heard of Utica, so they 
felt the change necessary for 
brand recognition. The cham-
ber’s “reach will still include 
Madison, Herkimer, and Onei-
da counties”, says executive di-
rector Pamela Matt, according 
to wrvo.org, but this rebranding 
will put them back on the map.
 Other chambers that have 
chosen to rebrand might have 
done so for various reasons. A 
major problem for chambers 
in the past years is shrinking 
membership. There is normally 
a small decline due to hard eco-
nomic times, such as the past 
few yearsrecent recession, but 
some chambers experience ma-
jor decline in membership. This 
happened to the Tucson Metro 
Chamber. The small business 
members, who made up the 
majority of their membership, 
felt ignored and showed their 
displeasure by trying to “shake 
up chamber leadership”, accord-
ing to azstarnet.com. Other 

chambers have rebranded in 
order to expand their reach be-
cause there is no new blood in 
the community. Their members 
are getting older and they need 
to get new, younger business 
owners interested to keep the 
chamber alive. Some cham-
bers need to completely change 
their plan of action, and they 
rebrand in order to show cur-
rent and potential members 
that they are making an effort to 
be of more use. These chambers 
may not be performing actual 
useful duties anymore. They 
are only useful for network-
ing, and not helping to grow 
members’ businesses or expose 
them to new opportunities.
 When rebranding, cham-
bers need to remember several 
tips in order to pull their new 
model off successfully. Cham-
bers must be sure that their 
brand is presented consistently 
in every context; nothing pres-
ents itself as more unreliable 
than a business that cannot 
decide what image it wants to 
present. The new image needs 
to be modern, yet dependable, 
and optimally complement the 
community that the chamber 
is serving. Though chambers 
are great networking opportu-
nitties, they need to offer more 
to their members. A chamber 
needs to help their members’ 

businesses grow, and also be in-
volved in the local legislature. A 
large group of local businesses 
has the most influence and best 
chance of helping everyone in 
the community through lobby-
ing. “What goes into a brand is 
much more than a new fancy 
look and slogan,” said Tus-
con Metro Chamber President 
Mike Varney. “It’s how you live 
that brand and deliver on that 
brand that counts.” (azstarnet.
com). Not all chambers need 
to make such a drastic change, 
however. An updated image 
may be enough to encourage 
people to think of new ideas 
for chamber events. A cham-
ber needs to restructure only 
if something is not working.
 A chamber does not only 
have to be useful to its mem-
bers., dDoing events for the pub-
lic, especially volunteer work 
or fundraisers, will harbor the 
entire community’severyone’s 
good opinion. AndAs a result, 
they will be more likely to join 
in future chamber events andthe 
future or refer other people.
 Rebranding a chamber 
takes a lot of time, effort, and 
dedicated people working to-
gether with a shared vision. The 
chambers that have rebranded 
did so in order to bring new 
life into the area and so they 
can better serve the community.

Olivia A. Viterna
Staff Writer

 When I was a kid, there was 
nothing more exciting than vis-
iting my local hometown the-
ater to catch the latest film and 
experience the excitement of 
seeing my favorite actors up on 
the big screen while I sat with 
friends sharing a bag of deli-
cious movie theater popcorn.  
 As we get older, we forget 
the charm of our beloved small 
town cinemas, and the joy they 
bring to families and members 
of the community. We tend to 
lose sight of their important 
role in the community as an 
entertainment venue where all 
are welcome and put under one 

roof to share their love for com-
edy, drama, and salty snacks. 
 As the switch from 35 mm 
film to digital begins to take ef-
fect, 2014 marks a significant 
year for small town movie cin-
emas and movie goers across 
the U.S., and as a result, lo-
cal cinemas are left with only 
two choices: switch to digital 
or close their doors forever.  
 Every community has strug-
gling businesses like this, espe-
cially not-for-profits who pro-
vide the community a valuable 
service. Mike and Vicki Radue, 
owners of the historic De Pere 
Cinema in De Pere, Wisconsin, 
needed to purchase a digital 
projector to keep their clientele 
and stay in business. The total 
cost for this conversion was es-

De Pere Non-Profit Recovery Gets a “Kickstart”
timated to be around $50,000, 
and in order to pay this cost and 
still keep ticket prices low, Mike 
and Vicki needed their commu-
nity’s support. They contacted 
their local chamber and asked 
them to help get the word out. 
 Located in De Pere’s down-
town area, the De Pere Cinema 
has been in business since the 
silent film era and continues to 
be a community attraction and 
landmark for locals and visitors 
alike. “It’s a family place,” said 
Cheryl Detrick, President and 
Chief Executive Officer for the 
De Pere Area Chamber of Com-
merce. “It’s the type of place you 
would expect from a small town.”  
 Although the De Pere Cin-
ema is not a member of their lo-
cal chamber, the De Pere Area 

Chamber was more than eager 
to spread the word and help 
a local business. By featuring 
an article on the their website 
titled “Save the De Pere Cin-
ema--- Help Us Go Digital in 
De Pere!”, the chamber helped 
advertise and encourage locals 
to get involved in the De Pere 
Cinema’s Kickstarter program, 
an online fund-raising program 
where local residents and busi-
nesses could make donations 
and help the cinema go digital. 
 A Kickstarter program, es-
pecially one advertised by a 
chamber, can go a long way to-
ward gaining awareness. “We 
shared the info and made sure 
that everyone knew about it,” 
said Cheryl. “We understood 
it as a community perspective 
rather than a chamber one.” 

The chamber’s efforts proved 
to be successful as the De Pere 
community was able to raise 
over $45,010, exceeding their 
initial goal of $40,000. The 
community not only saved the 
De Pere Cinema from closing 
their doors, but they raised the 
money days before the fund-
raiser’s January 24th deadline. 
 Furthermore, since almost 
everyone who gave money to 
the program received a prize for 
their donations, including free 
movie passes and private par-
ties, the De Pere Area Chamber 
is already seeing these dona-
tions roll back into the commu-
nity and show up in other 
community organizations. Ac-
cording to Cheryl, “[The Kick-
erstarter program] created 
sponsorship opportunities and 

put money back into the com-
munity.” This means that cham-
bers who create a Kickstarter 
program, like the one in De 
Pere, can expect an after-flow 
of support and sponsorship that 
can be put back into other local 
businesses and organizations.  
 Unfortunately, not all small 
town cinemas will be saved 
unless their community and 
chamber join forces and start 
a program similar to De Pere’s 
Kickstarter. Find your cause 
and figure out the right pro-
gram to save your local cinema 
or other not-for-profit organi-
zation from closing their doors. 
The De Pere community and 
Chamber are both to thank for 
saving a historic monument 
and demonstrating what small 
town values are really made of.

Kerry Robertson, IOM
Contributing Writer

 Yes, we can learn a great deal 
from a box of crayons. Some 
are sharp, some are pretty, and 
some are dull; some have weird 

names and all are different col-
ors. However, all of the crayons 
have one thing in common: they 
all have to live in the same box!
 Our workplace is very much 
like a box of crayons: we’re all 
different. However, learning 
how to get along with each other 
is the key to a positive work en-
vironment. As Theodore Roos-
evelt once said, “The single most 
important ingredient in the for-
mula of success is knowing how 
to get along with other people.”  
 We often underestimate the 
power that communication has 
on our life; how it impacts our 
“people skills” and our ability 
to interact effectively and move 
ahead. Not convinced? Consid-
er these findings:
-Research shows that about 15% 
of our financial and career suc-
cess can be attributed to tech-

nical skills, while 85% can be 
attributed to interpersonal or 
people skills.
-Human resource professionals 
estimate that more than 80% of 
the people who fail at their jobs 
do so for one reason: they don’t 
relate well to other people.
 Here are three communica-
tion tips that can improve how 
you relate and interact with oth-
ers:
 Remember, good com-
munication is not a matter of 
chance, it’s a matter of choice. 
We all know how to carry on a 
conversation: we talk, someone 
listens. The other person makes 
a comment while you listen. 
The conversation bounces back 
and forth between speakers. 
This is what we call communi-
cating.  However, few of us do 
it as well as we would like. Mes-

What We Can Learn From a Box of Crayons

your friendly local research li-
brarian, who can likely point 
you to a wealth of information.
 A word of advice: keep 
your questions brief so you 
don’t come across as a pest. Ap-
proached with diplomacy, many 
authorities are happy to help 
you. After all, it’s another place 
for them to be quoted as an ex-
pert, adding to their reputations.
 Once your research is com-
plete, design a plan to get it out 
to the public, for the best infor-
mation in the world is useless if 
no one knows about it. Your plan 
doesn’t need to be multiple pag-
es filled with charts and graphs. 
A one-pager listing such fac-
tors as your intended audience, 
the tactics you plan to employ, 
and your timing will get the job 
done. Include new media tools 
as part of your strategy, decid-
ing whether Facebook, Linke-
dIn, Pinterest, Twitter, or other 
such options make sense in 
reaching your target audience.
 When seeking out publica-
tion options, you don’t need 

to aim for a peer reviewed 
journal unless your clients or 
customers happen to be aca-
demics. Instead, aim to pub-
lish your findings in a well-
known source, perhaps your 
local newspaper or an industry 
trade magazine (and certain-
ly your chamber newsletter).
 Remember that even the 
best writers solicit peer reviews, 
so send drafts of your research 
reports to a handful of trusted 
colleagues—perhaps some fel-
low chamber members—as part 
of your writing process. They will 
often spot errors and omissions 
that you are too close to catch.
 You can also broadcast your 
research—and heighten your 
thought leadership profile—by 
going on a mini-speaking tour. 
Depending on your goals, you 
may want to speak before in-
dustry conferences, seminars 
for your customers, or your 
chamber’s monthly meeting.
 Let me leave you with some 
questions to get you started 
down research road. First, 

what topic will be the sub-
ject of your research effort? 
Second, who do you want to 
reach? Finally, when will you 
start to map out your plan?
 Answer these questions and 
you are on your way to becom-
ing a thought leader in your 
chamber and your community.

As a communications training consul-
tant and author, Ed Barks’ corporate 
and association clients hire him to pro-
vide them with the messages and com-
munications skills their executives need 
on a daily basis. He is President of Barks 
Communications, author of The Truth 
About Public 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.

This article is based on Ed’s re-
search report, “But Mom Told Me 
Never to Brag: Overcoming the 
Thought Leadership Hurdles.” Down-
load it at www.barkscomm.com.

sages get garbled. Our words 
are misunderstood. Good com-
munication is complex and 
doesn’t just happen. It’s a life-
long process that we have to 
choose to practice. Like a golf 
swing, the more you choose to 
practice, the better you become.  
 Listen twice as much as you 
speak. You have two ears and one 
mouth. In other words,  zip your 
lip! A good salesperson knows 
that more talking than listening 
can be detrimental to making 
the sale. Keen listening is one of 
the master skills in life, the key 
to building relationships and 
the essence of professionalism. 
Adopt a stance of curiosity and 
caring when listening to others. 
Listen first with the intent to 
understand and to see the oth-
er person’s point of view. Don’t 
interrupt. Good listening skills 
create mutual respect, coopera-
tion and support, less stress and 

miscommunication, and the 
surfacing of real issues…what is 
the other person really saying?
 Ask questions to clarify and 
decrease the chance of miscom-
munication. Asking questions 
(verbal feedback) helps you 
gather better quality informa-
tion. Gathering information 
is vital to understanding each 
other. In sales, information is 
the key to meeting a custom-
er’s needs. Asking questions is 
also a great problem-solving 
skill. Effective starters like who, 
what, when, where, and how 
are non-combative words that 
encourage conversation. Start-
ing with the word why will 
usually put someone on the de-
fensive. Avoid challenge words 
such as however, because, and 
but. Anytime you say but you 
are usually perceived to be dis-
counting what you said before 
the but. Try using and for better                           

understanding. Instead of say-
ing “I see your point, BUT I 
want to think about it,” try “I 
see your point AND I would 
like to give it more thought.” 
 Finally, remember that ev-
ery time you talk to another 
person you have the opportu-
nity to either build up or tear 
down the relationship. Effective 
communication is indeed the 
key ingredient in getting along 
with others and learning to live 
happily in the same box.

Kerry Robertson is a motivational speaker, 
trainer, and coach specializing in presen-
tation and communication skills and cus-
tomer service. She has been chosen as one 
of “Oklahoma’s 50 Women Making a Dif-
ference” for her contribution in training and 
her 18-year career as a talk show host and 
news anchor. Kerry is available for keynote 
presentations, seminars, and breakout ses-
sions. For more information visit her website 
www.KerryRobertson.com. Your personal 
call is always welcome at 405-840-1777.
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Caroline Adair Freeman
Staff Writer

 Regardless of where individ-
ual Americans stand politically, 
it remains an almost universal 
sentiment that our military men 
and women deserve our thanks 
and respect. Support Our Troops 
has been a widespread slogan 
for generations. So now, a half 
a world away from our fellow 
Americans fighting a militaris-
tic battle, we ask ourselves; How 
can we support our troops? 
How will we act on the bumper 
sticker inspiration? Nationwide, 
many chambers of commerce 
have taken it upon themselves 
to band together and offer 
support in a plethora of ways. 

 Some chambers have cre-
ated military affairs commit-
tees to focus their efforts. Last 
September, the military af-
fairs committee of the Temple 
Chamber of Commerce in 
Temple, Texas hosted a Mili-
tary Appreciation Luncheon to 
honor their Fort Hood soldiers. 
 The Milan Area Chamber 
of Commerce in Michigan hon-
ors their soldiers on a monthly 
basis by naming Soldiers of the 
Month from military members 
within their community, com-
plete with a biography on their 
website. The Ontario Cham-
ber of Commerce in California 
takes that sentiment a step fur-
ther with their Military Banner 
Program, “designed to honor 

these individuals with a publicly 
displayed banner so that we may 
be reminded of their hard work 
and service.” Every month they 
honor an active service member 
who is a resident of Ontario, or 
whose immediate family mem-
ber is a resident. Then a banner 
with their name, picture, and a 
touch of gratitude is displayed 
in their home town for all to see.
 The Lakewood Chamber of 
Commerce in Lakewood, Wash-
ington shows their support 
by honoring the Top Military 
Spouse of the Year. In 2013, they 
honored a military wife with 
an event, generous gifts, and a 
plaque. She was chosen because 
in addition to raising her fam-
ily alone, she maintains a career 

Support Our Troops: Chambers of Commerce, 
Putting Money Where Their Mouths Are

Carly Morgan
Staff Writer

 Over the past several 
months, there has been a lot of 
public discourse and debate sur-
rounding President Obama’s Af-
fordable Care Act (and not just 
the website issues, but the legis-
lation itself). While the individ-
ual mandate went into effect on 
January 1 (plus a three-month 
grace period, giving people un-
til March 31, 2014 to secure cov-
erage), the employer mandate 
has been delayed until January, 
2015. Here’s some informa-
tion about what to expect when 
this part of the law takes effect.
 The employer mandate re-
quires businesses with over 50 
full-time equivalent employ-
ees to provide health insurance 
to those who work 30 hours a 
week or more, or pay a monthly 
payment (known as the “Em-
ployer Shared Responsibility 
Payment”) on their federal tax 
return. The insurance provided 
must cover a core set of benefits 
and meet the “minimum value” 
provision (meaning, the plan’s 
share of the total costs of cov-

ered services must be at least 
60%), and the coverage must be 
affordable (premium costs of no 
more than 9.5% of employee’s 
annual income). (To calculate 
your firm’s number of “full-time 
equivalent employees,” take 
the total number of part-time 
employee hours and divide by 
thirty. Add the quotient to the 
total number of full-time em-
ployees.) Important to note here 
is that if a company provides 
affordable healthcare with ad-
equate coverage, but an employ-
ee chooses not to enroll in the 
company’s plan, the company 
will not be fined for that work-
er not purchasing coverage.
 If an employer doesn’t pro-
vide insurance for employees 
by the 2015 deadline, that em-
ployer could be fined as much 
as $2,000 per employee, per 
year. Many small business own-
ers have expressed concern that 
the cost of insurance is simply 
too much for their businesses to 
bear. Fortunately, there is some 
respite to be found: if a compa-
ny has fewer than fifty full-time 
equivalent employees, that busi-
ness is not mandated to offer 

insurance under the Affordable 
Care Act. Let me repeat that, for 
good measure: if your business 
employs fewer than 50 full-time 
equivalent employees, there is 
no fine levied for not provid-
ing health insurance. For even 
smaller firms (i.e., businesses 
with fewer than 25 full-time 
equivalent employees) that do 
provide health coverage, there 
are tax breaks available for up 
to 50% of employees’ premium 
costs. These tax credits are ap-
plied on a sliding scale, and 
their magnitude depends on 
the business’s number of em-
ployees and average annual 
wages. So, with fewer than 50 
employees, there is no penalty 
for not providing healthcare; 
with fewer than 25 employees, 
not only is there still no pen-
alty, but there are incentives 
should a business of that size 
offer coverage to its employees. 
 One of the most talked-
about “negative side effects” 
of the Affordable Care Act has 
been the impact it will have 
on small businesses. The term 
“small business” has been used 
rather divisively in the rhetoric 

surround the Affordable Care 
Act, and often to the detri-
ment of providing people with 
accurate information. The Af-
fordable Care Act is actually in 
a position to remedy a long-
standing drawback of owning 
and operating a small business: 
historically, it has been much 
more difficult for small busi-
ness owners to provide health 
insurance for themselves and 
their employees, due to rising 
coverage costs. Nearly half of all 
uninsured people in the U.S. are 
small business owners, employ-
ees, and their dependents. With 
the affordable insurance options 
and the cost assistance provided 
by the Affordable Care Act, most 
small businesses actually stand 
to gain from the new legislation.
 CNBC conducted a survey 
of 603 small business owners 
to find out what effects the Af-
fordable Care Act was having 
on their businesses. Of those 
surveyed, 41% said they have 
frozen hiring due to their fears 
surrounding the costs of the Af-
fordable Care Act, while another 
19% said that they had already 
reduced the number of employ-

Understanding the Affordable Care Act’s Employer Mandate

 Many chambers address this 
problem by offering special sales 
for those who shop in town, but 
those are a once or maybe twice 
a year deal. If chambers want 
to be a part of the solution they 
need to hold and sponsor events 
that help customers remember 
their members all year long. 
The real struggle is figuring out 
how to instill a sense of loyalty 
in your consumer base that will 
bring them to you months later. 
Sales will bring your customers 
to you during the sale; however, 
charitable events or demonstra-
tions of social responsibility will 
create a draw that is irresistible 
to customers all year round. The 
positive branding that is a result 
of philanthropic work fosters 

The Secret Life of Social Responsibility
(Continued from Page 1)

and gives back to her communi-
ty in a variety of volunteer proj-
ects. “Our military spouses are 
our unsung heroes,” said Linda 
Smith, President & CEO of the 
Chamber. “As an army brat, I 
can remember my father’s many 
deployments...and the extraor-
dinary way my mother handled 
everything on the home front. It 
is in her spirit of always putting 
family first that makes this rec-
ognition even more personal.”
 And how about when our 
soldiers return home and are 
ready to reengage in the local job 
market?  In January 2014, it was 
announced that the U.S. Cham-
ber of Commerce Foundation’s 
Hiring Our Heroes program and 
Goodwill Industries announced 
a collaboration to offer employ-
ment workshops and resume 
reviews for military spouses 
and veterans from across our 

country. They are also provid-
ing job fairs, networking events, 
and individual work assistance.
“At Hiring Our Heroes, we un-
derstand that sometimes just 
having someone to sit down 
one on one with a job-seeking 
veteran or military spouse can 
make all the difference,” said 
Eric Eversole, executive director 
of Hiring Our Heroes. “Good-
will has always been commit-
ted to supporting America’s 
veterans and military families. 
We are delighted to partner 
with the organization in equip-
ping today’s military men and 
women with the career coun-
seling and resources they need 
to drive our country forward.”
 In 2012, the Montana 
Chamber of Commerce part-
nered with U.S. Senator Max 
Baucus to encourage Montana 
businesses to hire veterans and 

asked local businesses who 
employ veterans to display an 
“I Hire Veterans” logo sticker 
in their front windows to help 
spread the word. And last year, 
the U.S. Chamber of Commerce 
publicly honored USAA for hir-
ing veterans. There are count-
less ways for us to give back.
 How can your Chamber of 
Commerce show their support? 
That will depend on your com-
munity. You can honor them 
while their gone with recogni-
tion efforts. You can help their 
families struggling in their ab-
sence. You can help them find 
work once they return. Start 
the conversation with your lo-
cal Chamber of Commerce. 
Discover how you can support 
our military members who 
help make this country great. 

ees on their payroll as a direct 
result of the ACA. A report from 
CSN News quoted a small busi-
ness owner who was concerned 
about whether or not she would 
be able to stay in business once 
the employer mandate kicks in. 
Her business employs 37 peo-
ple. What was not included in 
the report was that, with only 
37 employees, if this particular 
business owner cannot afford to 
provide health insurance to her 
employees, she doesn’t have to. 
 When it comes to discuss-
ing the Affordable Care Act’s 
impact on small businesses, 
one thing that can muddy the 
waters a bit is how we define 
“small business.” The aforemen-
tioned survey by CNBC charac-
terized its 603 small businesses 
as “businesses who have under 
$20 million in annual sales.” 
In some states, a small busi-
ness is any company making 
less than $7 million in profit 
each year. To lump businesses 
like that into the same category 
as “Main Street Mom and Pop 
Shops” is, frankly, misleading.
 In fact, the Small Business 
Association estimates that 96% 

of all U.S. firms have under 50 
employees, and will not be pe-
nalized should they decide not 
to provide health coverage to 
employees. Of the businesses in 
that category, 96% already of-
fer coverage to full-time work-
ers, which leaves less than .2% 
of small businesses in the U.S. 
who will have to either start 
providing insurance, or pay 
the employer mandate fee. 
 The Affordable Care Act 
helps small businesses provide 
coverage to their employees via 
the SHOP (Small Businesses 
Health Options) Marketplace 
and tax credits. Larger firms, 
like McDonald’s and Wal-Mart, 
may find that the new legis-
lation takes away from their 
companies’ bottom line. (Con-
sidered in the context of these 
firms’ profit margins, though, 
the impact becomes negligible.) 
It’s companies that fall some-
where in the middle–those 
with 60 full-time employees 
and no healthcare option, for 
example–that could face some 
difficulty in providing health-
care, and may decide to cut 
back on full-time workers.

trust which contributes to cus-
tomer loyalty. Customer loyalty 
will be the reason consumers 
choose your members instead 
of their online competition.
 Businesses that are repre-
sented by their chamber at an 
event designed to benefit the 
community will receive positive 
exposure showing that they care 
about their customers beyond 
the bottom line. Chambers 
themselves see positive effects 
from hosting charity events. 
Members of the Greater Reston 
Chamber of Commerce cite the 
Chamber’s community involve-
ment as a reason why they join 
and stay with the Chamber. 
Key events held by the Cham-
ber include their annual “Best 

Lucas John Potter
Staff Writer

 Chambers of commerce 
exist to serve their members. 
This is a no-brainer. Their sole 
purpose is to advance the inter-
ests of their membership and 
take action to create an envi-
ronment in which these busi-
nesses can thrive. How they go 
about achieving this, however, 
is a much less clear-cut matter. 
 Some chambers merely offer 
a chance for businesses to net-
work with one another. Many 
would agree that this is the bare 
minimum to be considered a 
chamber of commerce. Some 
chambers take it a step further 
in their advocacy for members 
by adopting certain political 
positions. But even political ad-
vocacy varies (both in levels of 
activity and in position on the 
political spectrum) from cham-
ber to chamber and even within 
specific chambers themselves.
 On the flip side, certain 
chambers of commerce are 
extremely politically active. 
These chambers are, in es-

sence, political lobbies acting 
on behalf of their member-
ship to further their interests. 
 Perhaps the most notable 
example of political activism 
by a chamber of commerce is 
that of the United States Cham-
ber of Commerce. The United 
States Chamber of Commerce’s 
main function is to represent 
their membership as a “voice 
in Washington, D.C.” and ful-
fills this function by spend-
ing tens of millions of dollars 
to influence policy-making. 
 According to The Center 
for Responsive Politics,a non-
partisan, non-profit organi-
zation dedicated to keeping 
track of lobby expenditures, 
the United States Chamber of 
Commerce has been in the top 
five for lobby spending every 
year since 1998 and has been 
the number one spender in 
fourteen of those sixteen years. 
 The United State Cham-
ber of Commerce is usually 
characterized as a “conserva-
tive lobby,” as it often sup-
ports values and political can-
didates that are traditionally 
deemed “fiscally conservative.” 

Chamber Advocacy in Action!
 But in comparison to how 
the general concept of political 
activism affects member busi-
ness, the values and, to an even 
greater extent, the candidates 
that chambers of commerce sup-
port, are almost a moot point as 
long as this activism translates 
into favorable business con-
ditions for members. Indeed, 
it is much more important to 
examine how all of this lobby-
ing translates into increased 
revenue for business owners.
 Well, that question is dif-
ficult to answer. There are so 
many independent factors 
that go into policy-making on 
a national level. This obscu-
rity can make it difficult to de-
termine what effect lobbying 
has on independent members 
of a chamber as large as the 
US Chamber of Commerce. 
 It is much easier to instead 
look at a smaller chamber and 
examine how their policies af-
fect their membership. The old 
phrase “Think globally, act lo-
cally” certainly applies to cham-
bers of commerce. And while 
smaller chambers may not have 
the budgetary power of the 

United States Chamber of Com-
merce, their political activism 
can be just as effective (if not 
more) for their membership. 
 One chamber worthy of 
note is the Chandler Chamber 
of Commerce in Chandler, Ari-
zona. The Chandler Chamber of 
Commerce supported a legisla-
tive program launched in 2013 
that sought to give deductions 
to Chandler-based businesses 
bidding for public works con-
tracts. In other words, a Chan-
dler-based electrical contrac-
tor bidding for a contract to do 
work with the city would get a 
1.5% deduction from his bid, 
simply for being based locally. It 
is local favoritism like this that 
helps local businesses thrive as 
well as keep local taxpayer dol-
lars within the tax district. In 
addition, it also helps smaller 
businesses compete with the 
larger ones. A smaller, local 
business is not as likely to have 
the monetary ability to bid at 
the levels of larger, non-local 
businesses. Think of it like giv-
ing a little help to a local David 
to fend off a national Goliath.
 The Chandler Chamber of 
Commerce’s support of this leg-
islation is a textbook example 

of a chamber acting as a lobby 
on behalf of its members. Just 
looking at its list of legislative 
priorities for 2014, it is easy to 
see that the Chandler Cham-
ber has its members in mind 
while lobbying. Almost ev-
ery single item on their policy 
agenda, titled “How We Stand”, 
relates to local and regional 
issues affecting businesses. 
 The Chandler Chamber of 
Commerce, under the umbrella 
of the East Valley Chambers of 
Commerce Alliance with sev-
eral chambers in Arizona’s East 
Valley region, developed a list of 
legislative priorities that would 
affect their membership in 2013 
and lobbied for their passage in 
the Arizona State Senate and Ar-
izona House of Representatives. 
 Many of the issues pushed 
for by the East Valley Cham-
ber of Commerce Alliance 
were eventually passed by the 
state legislature and Governor. 
These included, but were not 
limited to: a House/Senate joint 
bill which “provides provisions 
for the health care budget, in-
cluding Medicaid expansion,” 
and a House bill which “pro-
vides for a short-term loan 
to ensure the solvency of the 

Arizona Unemployment Trust 
Fund” to take some of the un-
employment burden off of busi-
nesses and former employers.
 Of all the legislative is-
sues officially supported by 
the East Valley Chambers of 
Commerce Alliance, seventeen 
went on to be signed into law. 
 It is difficult to determine, 
in hindsight, how much cham-
ber lobbying affected the pas-
sage of these bills and, in turn, 
the economies and businesses 
within each chamber. After all, 
“correlation does not necessar-
ily prove causation.” But what 
is certain is that, in the past 
few years, Arizona’s economy 
has steadily improved. Job 
growth has steadily increased 
at a faster rate than the national 
average, indicating a healthy 
environment for business and, 
therefore, effective lobbying 
by chambers of commerce.
 While chambers have many 
responsibilities as far as provid-
ing networking opportunities 
for members, perhaps their most 
important function is to act as a 
spokesman for their member-
ship, voicing an agenda to fos-
ter an environment in which 
member businesses can thrive. 

of Reston” event in which they 
partner with the non-profit 
Cornerstones to provide afford-
able housing to the homeless in 
their area. There is no reason 
to believe that this positive ef-
fect would not be mirrored in 
member businesses that sup-
port the event as well. Social re-
sponsibility events will also help 
to show the community that 
money spent locally will stay lo-
cal and benefit the community 
at large. This is something that 
just doesn’t happen when you 
shop in an online mega store. 
 Another important ques-
tion might be in regards to what 
exactly you should do for the 
community. Is charitable do-
nation enough? Could we host 

classes about healthy or fiscally 
responsible living? The Reston 
Chamber of Commerce actu-
ally came up with a good solu-
tion for this as well. Reston is 
built on the idea of community 
and community support, but 
they noticed the communica-
tion between their non-profits 
and businesses could be en-
hanced to improve partnership 
opportunities. The Chamber 
created the Community En-
gagement Committee to do just 
that. This committee of non-
profits and businesses endeav-
ored to figure out exactly what 
the non-profits needed, and 
how they could work together 
to increase the understanding 
and prevalence of corporate 

social responsibility. This even-
tually led to a chamber event 
that aimed to educate chamber 
businesses on why it was so im-
portant to incorporate social 
responsibility into their busi-
ness model and how to do so. 
 Incorporating service and 
giving into your business model 
is a great way to make sure you 
keep the good work going and 
keep getting your name out there 
to the community. Mark Ingrao 
and Amy Marlow of the Greater 
Reston Chamber of Commerce 
reminded me that if you don’t 
have the money to make large 
donations, there are other ways 
to get involved. Non-profits are 
always in need of volunteers, 
just get out there and do some 
good for your community; you 
will be surprised by the returns.

HOW ARE WE DOING?

WE WANT FEEDBACK FROM 
YOU!

TIPS, CONCERNS, QUESTIONS, 
COMMENTS?

E-MAIL INFO@
CHAMBERREVIEW.ORG AND 
TELL US HOW YOU FEEL.

OR, CALL AND LEAVE US A 
MESSAGE AT 1-877-316-4311 
TODAY!
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2nd QUARTER 2014 UPCOMING EVENTS:
If you have important events coming up in July, August & September of 2014,
e-mail submissions@chambereview.org to submit them for our next issue!

CHAMBER OF COMMERCE BUSINESSES OF THE MONTH: 
1st QUARTER, 2014
Let us know about your Businesses of the Month for April, May & June, 2014. E-mail submissions@chamberreview.org today!
January
-Putnam County Chamber of 
Commerce, Winfield, West Vir-
ginia: Wanda Roberston & Gina 
Daily, Old Colony Realtors. 
Wanda Robertson and Gina 
Dailey assist their clients in ob-
taining the maximum return on 
their investment in the short-
est time period with the least 
amount of inconvenience to the 
family. They chose Old Colony 
because the company has been 
helping families buy and sell 
homes since 1944. It has a state-
wide presence and offers its as-
sociates the latest tools, tech-
nology and training enabling 
agents to provide the highest 
level of service to their clients. 

-Texas City-La Marque Cham-
ber of Commerce – Texas City, 
Texas: A Brighter Day Qual-
ity Learning Center. A Brighter 
Day Quality Learning Center is 
committed to instilling a life-
long love for learning, while 
providing a nurturing atmo-
sphere that helps promote self 
image and self esteem in all 
children. We offer quality child 
care that you can depend on.

-Early Chamber of Commerce, 
Early, Texas: Prudential Mos-
ley Real Estate. Brent Moseley 
began his career in real estate 
in March 2007, and in Febru-
ary 2010 purchased a broker-
age, renaming it Prudential 
Moseley Real Estate. In May 
2013 Brent moved Prudential 
Moseley Real Estate to 1001 
Early Blvd. Brent Moseley, and 
his experienced and dedicat-
ed agents professionally han-
dle sales of residential, land, 
lake or commercial property.

-Cuero Chamber of Commerce, 
Cuero, Texas: Cuero Gifts & 
Boutique. Showcasing gifts for 
any occasion, Cuero Gifts & 

Boutique has everything you 
need to find the perfect item for 
your next special event. Stop in 
and talk with the friendly staff to 
find the gift that’s right for you.

-Martinez Chamber of Com-
merce, Martinez, California: 
Smokehouse 10. Our motto, 
“Serious About Meat!” is what 
we are all about. We bring our 
quality award- winning com-
petition BBQ to your table. We 
strive to stand out by always 
delivering quality food and 
service. You will enjoy delec-
table meats and indulgent side-
dishes so grab your friends and 
come on down and visit us!

-American Fork Chamber of 
Commerce, American Fork, 
Utah: Rhonda’s Pies. Their 
quality chicken and beef meat 
pies along with a wide assort-
ment of cream, fruit, and baked 
goods are delicious. They baked 
a large 40 inch pie for Thanks-
giving Point and have partici-
pated in some fun events with 
the Nightside project from KSL.

-Rocky Mount Area Chamber 
of Commerce, Rocky Mount, 
North Carolina: Nash OB-GYN 
Associates. Nash OB-GYN As-
sociates was formed in 1973 
when Dr. Benjamin E. Morgan 
and Dr. James H. M. Thorp 
merged their individual prac-
tices with a staff of three. In July 
1975, Dr. Frederick G. Kroncke, 
Jr. joined the practice followed 
by Dr. Douglas D. Boyette. Drs. 
Morgan and Thorp enjoyed 
many, many years in the prac-
tice and have since retired. Dr. 
Boyette retired in 2001. Today 
the practice has six physicians, 
one certified nurse midwife and 
a staff of twenty-one employees.

-Seneca County Chamber of 
Commerce, Seneca Falls, NY: 

Cornell Cooperative Extension. 
Cornell Cooperative Extension 
strives to integrate ways that 
knowledge can work in pursuit 
of economic vitality, ecological 
sustainability and social well-
being. Educational-based pro-
grams provide local experience, 
research, and solutions for fam-
ilies and communities to thrive 
in the rapidly changing times. 
Locally, the Seneca County of-
fice works with a team of eight 
full and part time staff members 
to conduct educational work-
shops and assist with special 
events such  as “Celebrate Seneca 
County Agriculture Night” held 
each year at the Seneca County  
Fair. Upcoming workshops will 
focus on seasonally appropri-
ate themes, including garden-
ing, landscaping, and farming.

February
-Calabasas Chamber of Com-
merce, Calabasas, California: 
Think Fitness. Think Cala-
basas is an integrated perfor-
mance enhancement center. 
Our team consists of highly 
accomplished movement spe-
cialists, body work practi-
tioners and nutritionists. We 
provide our clients with the 
highest standard of treat-
ment in fitness, chiropractic, 
physical therapy and nutrition.

-Myrtle Creek-Tri City Area 
Chamber of Commerce, Myrtle 
Creek, Oregon: Myrtle Creek 
Golf Course. Nestled deep in the 
heart of the beautiful Umpqua 
Valley in Southern Oregon, the 
Myrtle Creek championship 
golf course offers a great golf-
ing experience. Myrtle Creek 
is a unique and spectacular 
golf course that offers golf the 
way it was meant to be played.

-South Baldwin Chamber of 
Commerce, Foley, Alabama: 

Saint Benedict Catholic School. 
Since 1921, Saint Benedict 
Catholic School has continu-
ously educated the children 
of South Baldwin County in 
the Benedictine way of “Ora et 
Labora – Pray and Work.” We 
boast many successful alumni 
that are community and civic 
leaders. Staff, parents and stu-
dents band together as a family 
to love God and others through 
academic excellence in a faith-
filled, personalized and en-
riching learning environment.

-Van Alstyne Chamber of Com-
merce, Van Alstyne, Texas: 
Anthony Kasper, Lone Star Ag 
Credit. As Vice President of the 
Sherman credit office for Lone 
Star Ag Credit, Anthony Kasper 
has centered his career on guid-
ing and assisting the members 
and stockholders of Lone Star 
Ag Credit. From financing 
farms, ranches and recreational 
tracts to farm equipment and 
livestock, they have been pro-
viding means and support to 
Texans for nearly a century!

-Humboldt Chamber of Com-
merce, Humboldt, Tennessee: 
Classic Woodworks & Counter 
Fitting Concepts. Todd Pat-
terson has been crafting his 
woodworking skills to perfec-
tion since the mid 1980’s and 
has been producing the finest 
cabinets and counter tops from 
his location on East Mitch-
ell Street in Humboldt for the 
last eleven years. With over 25 
years of experience, Todd can 
handcraft just about any type 
of cabinetry you can dream up.

-Greater Mystic Chamber of 
Commerce, Mystic, Connecti-
cut: R&B Apparel Plus. R&B Ap-
parel Plus specializes in screen-
printing, promotional products 
and embroidery. Their emphasis 

on high quality work at a great 
price makes them an extremely 
successful local business with 
a long list of happy customers.

March
-Sherwood Chamber of Com-
merce, Sherwood, Arkansas: 
Keep Sherwood Beautiful. 
KSB works to improve the en-
vironmental quality of life in 
Sherwood. KSB endeavors to 
educate the public about the 
benefits of recycling and litter 
prevention, while motivating 
Sherwood residents to improve 
our community through beauti-
fication and cleanup programs.

-Ontario Chamber of Com-
merce, Ontario, NY: Ger-
ber Homes Patriot Apart-
ments. Gerber Apartments 
has thirteen buildings con-
taining 100 apartments. All 
of their apartments are sur-
rounded by a lot of open space 
which includes walking trails.

-North Tampa Chamber of 
Commerce, Tampa, Florida: 
Coastal Retail Center. Coastal 
Rental Center is Tampa Bay 
area’s largest event specialist 
and we have one of the largest 
selections of equipment rent-
als and party rentals. For your 
convenience, we also have vari-
ous party packages to choose 
from. Our experienced staff 
will take the time to make sure 
your event - big or small - is 
one everyone will rave about!

-Jamestown Chamber of Com-
merce, Jamestown, North Da-
kota: Lifestyle Appliance & 
Entertainment Center. Lifestyle 
Appliance and Entertainment 
Center Received the Business 
of the Month award for their 
innovation of products or ser-
vices offered, growth in the 
number of employees and con-

tributions to community proj-
ects. Lifestyle is now eligible for 
the Business of the Year award.

-Gwinnett Chamber of Com-
merce – Duluth, Georgia: Crys-
tal Collection. Crystal Collec-
tion’s founder, Shelly Bloom, 
has been collecting art glass, 
art deco bronzes, serigraphs 
and glass for many years. Her 
interest in discovering new, 
unique and exciting contem-
porary glass artists led to the 
creation of Crystal Collection 
in 1996. Soon after, she started 
designing her own line of glass 
gifts. Clients commission her to 
create customized items to use 
as personal or corporate gifts, 
awards, or home decor accents. 
She is currently designing a new 
product to be produced in 2014.

-Wells County Chamber of 
Commerce, Bluffton, Indiana: 
Gerber Furniture. Alvin and 
Ed Gerber started the business 
in the year 1947, 67 years ago. 
Over the years the business has 
changed hands; however, the 
name has never changed. Their 
services range from custom 
decorating, flooring, mattresses, 
office furniture, home furniture, 
and accessories. Gerber Furni-
ture is open Monday-Thursday 
9-6, Friday 9-7, and Saturday 9-4.
-Milton-Freewater Area Cham-
ber of Commerce, :US Bank. 
US Bancorp is the parent com-
pany of US Bank, the 5th larg-
est commercial bank in the 
United States. The company 
operates 3,086 banking offic-
es and 5,086 ATM’s and pro-
vides a comprehensive line of 
banking, brokerage, insurance, 
mortgage, trust, and payment 
service products to consum-
ers, businesses, and institutions. 
US Bank can take every part of 
your business to new heights.

April
-Plymouth Area Chamber of 
Commerce, Plymouth Massa-
chusetts: Enhancing Your Busi-
ness Value in Today’s Market-
place (April 4). In the process of 
determining the “right buyer” 
this presentation will also pro-
vide a simple explanation of the 
basics of business valuation; a list 
and discussion of the core busi-
ness value drivers; the things 
a business owner must do to 
increase company value; a dis-
cussion of the tools available to 
help increase value; the risk as-
sessment scorecard to help rate 
the company’s key value drivers.

-Fannin County Chamber of 
Commerce, Blue Ridge, Geor-
gia: 17th Annual Blue Ridge 
Writers’ Conference (April 4-5). 
Festival attendees can enjoy an 
art town experience through 
the many interesting activi-
ties provided by our unique 
downtown: Community The-
ater, many shops & galleries, 
the Scenic Railroad, plus the 
beauty of our mountains. Visit 
their website for a list of speak-
ers and authors who will be 
there, as well as the itinerary.

-Manchester and the Moun-
tains Regional Chamber of 
Commerce, Manchester Cen-
ter, Vermont: 11th Great Gar-
dens and Landscaping Sym-
posium (April 4-5). There will 
be featured speakers, horticul-
tural experts, and notable au-
thors throughout the weekend; 
and new this year is a special 
Garden Design Workshop 
on Friday! Symposium Pack-
ages at The Equinox Resort.

-Destin Area Chamber of Com-
merce, Destin, Florida: Mur-
der Mystery Fundraiser (April 
12). The show, “On Stage for 
Murder”, gives you a backstage 
look at what really goes on in 
the green room during a night 
of songs, dances, and plenty of 
murderous fun! Enjoy a deli-

cious 3-course plated dinner 
and hundreds of laughs during 
this fundraising event for a wor-
thy cause. Tickets are $50.00.

-Lafayette Chamber of Com-
merce, Lafayette, California: 
Dogtown Downtown (April 12). 
Starting at 10am at the Lafay-
ette Library & Learning Center 
& Plaza Park activities include 
a dog parade, workshops, lec-
tures, demonstrations, and the 
opportunity to see many dogs in 
need of adoption. You can also 
enter your dog in one of sev-
eral contests: best team tricks, 
best costume, owner look-alike, 
waggiest tail, and best of show!

-Daytona Regional Chamber 
of Commerce, Daytona Beach, 
Florida: 47th Annual Easter 
Beach Run (April 19). Run the 
world’s most famous beach! 
This family fun race has been 
a part of Daytona Beach since 
1970, and at 8:30 a.m. on April 
19th it will hit the beach again. 
The race will start at, and re-
turn to, the Daytona Pier. You 
won’t want to miss this one.

-Greater Omaha Chamber of 
Commerce, Omaha, Nebraska: 
U.S. Senate Candidate Forum 
(April 22). More than half-a-
dozen major candidates are vy-
ing to fill the seat of retiring U.S. 
Senator Mike Johanns. Let’s get 
down to brass tacks – how do 
they plan to support the success 
of our small business owners? 
Join us as the candidates share 
their views in a forum co-hosted 
by the Greater Omaha Cham-
ber, the National Federation of 
Independent Business (NFIB) 
and the Nebraska Farm Bureau 
Federation. Cost: $10. A candi-
date meet-and-greet will be held 
at 6 p.m. prior to the forum.

May
-Lake Chelan Chamber of 
Commerce, Chelan, Washing-
ton: Taste of Chelan Restaurant 
Walk (May 2). Participants can 

buy a ticket for $25 and enjoy 
eight tastes from the follow-
ing restaurants: Campbell’s 
Pub & Veranda, Maki Sushi, 
Tin Lilly, The Vogue...a liquid 
lounge, Sojourners, Bear Foods 
Creperie, Local Myth Pizza, 
and Lake Chelan Artisan Bak-
ery. Start at the Chamber of 
Commerce between 4-5pm to 
pick up your tickets; the res-
taurant walk begins at 5pm.

-Huntingburg Chamber of 
Commerce, Huntingburg, In-
diana: Community-Wide Yard 
Sale (May 9-10). The Chamber 
will be charging $10 for par-
ticipation that will cover the 
cost of advertising the event in 
area local media. We will also 
be producing an information 
guide that will include a map 
of Huntingburg with the loca-
tions of the yard sales marked 
on the map. We will also in-
clude a description of the mer-
chandise in your Yard Sale.

-Round Top Area Chamber of 
Commerce, Round Top, Texas: 
2014 Spring Wine Fest (May 10). 
This year’s festival features mer-
chants of Bybee Square, Henkel 
Square, Town Squar and numer-
ous other venues located around 
Round Top. Live Entertainment 
will be provided from 2 PM - 10 
PM on the Bybee Square Patio.

-Columbus Chamber of Com-
merce, Columbus, Ohio: In-
ternAdvantage (May 12). The 
need to get interns or recent 
graduates up to speed for ba-
sic workplace culture can be 
a deterrent, but it shouldn’t 
be. Introducing InternAdvan-
tage, a custom half-day train-
ing designed to help ease the 
transition between school and 
work—for both your interns or 
recent grads. This will be their 
intern advantage, and yours.

-Navarre Beach Area Cham-
ber of Commerce, Navarre, 
Florida: 5th Annual Little 

Black Dress Party May 17). 
This Black and White Gala 
fundraiser was formed by 
White-Wilson Medical Center 
in 2010 to advance women’s 
health through education and 
preventive care in our com-
munity. The evening features 
live and silent auctions, music, 
dancing, heavy hors d’oeuvres, 
a cash bar, and a fabulous 
night out for men and women!

-Ellicottville Chamber of Com-
merce, Ellicottville, New York: 
Routes to Art Open Studio Tour 
(May 17-18). Traveling from 
studio to studio, you’ll get an 
unprecedented look at 35 art-
ists creating, imagining, and 
selling their wares. So take a 
break from yard work and fol-
low the back roads, try that little 
diner, pop into an antique store 
or shop, witness creativity, and 
experience our beautiful coun-
ty and all that it has to offer.

-Holly Springs Chamber of 
Commerce, Holly Springs, 
North Carolina: 7th Annual 
Executive Women’s Luncheon 
(May 21). Today’s marketplace 
requires the ability to adapt 
during change and thrive de-
spite the challenges that oc-
cur. Deidre Hughey will help 
you understand how to create 
the building blocks of resil-
ience so you can bounce back 
from setbacks, withstand pres-
sure and maintain a positive 
perspective, & navigate dis-
appointments in a way that 
makes you better, not bitter.

-Oakland Metropolitan Cham-
ber of Commerce, Oakland, 
California: Green & White Ball 
(May 31). Lend A Hand Foun-
dation Hosts Oakland’s 1st Ball 
and it’s Green & White. This 
is Lend A Hand’s biggest fund 
raiser to support scholarships 
for our Stay In School partici-
pants, Back pack give away and 
annual Christmas party for 
150+ kids and their families.

June
-Greater Fort Walton Beach 
Chamber of Commerce, Fort 
Walton Beach, Florida: Billy 
Bowlegs Pirate Festival (June 
4-6). Probably the best Pirate 
festival in the world! This long-
running Fort Walton Beach 
tradition is in its 59th year, and 
brings a full weekend of nautical 
fun to the Landing. Watch Capt. 
Billy and his Krewe invade the 
city, while the FWB mayor works 
hard to protect his fair city and 
citizens. There’s entertainment, 
grog, and grub aplenty for 
sailors and landlubbers alike.

-Newburyport Chamber of 
Commerce, Newburypo-
rt, Massachusetts: St. Paul’s 
Church Graveyard Tour (June 
8). A narrative history tour of 
the colonial cemetery that sur-
rounds St. Paul’s Church. Join 
us for a tour filled with local 
lore and Revolutionary War 
history as we look at the lives 
of the early founders and first 
families of Newburyport during 
this turbulent period, as well as 
discussions of gravestone art, 
symbolism and poetry over 
two and half centuries. Meet at 
the front steps of the church. 

-Northeast Johnson County 
Chamber of Commerce, Mis-
sion, Kansas: 2014 Golf Classic 
(June 10). The NEJC Chamber 
of Commerce is proud to pres-
ent the 13th Annual Golf Clas-
sic! The event features 144 play-
ers from over 50 companies in 
this highly-acclaimed 18-hole 
golf tournament. Please join the 
Chamber for a day of friendly 
competition and networking!

-Arlington Chamber of Com-
merce, Arlington, Texas: The 
Spirit of America: 2014 Salute to 
Small Business (June 12). Please 
join us as the Small Business 
Administration recognizes nine 
different awards to outstanding 
businesses throughout North 
Texas. The Arlington Chamber 
of Commerce will recognize 
the contribution of this year’s 
Outstanding Small Business, 
Not-For-Profit Organization 

& Veteran-Owned Business.

-Bowie Chamber of Commerce, 
Bowie, Texas: The Chair Affair 
& Silent Auction Gala (June 
14). The significance of a chair. 
Showcasing a unique variety of 
chairs donated and designed 
by local business owners and 
community leaders. Dress: 
Evening attire and jacket re-
quired for gentlemen. Pianist 
and string quartet. Heavy hors 
d’oeuvres and wine will be 
served. Doors open at 7. Tickets 
$25. Bowie Community Center.

-Los Banos Chamber of Com-
merce, Los Banos, California: 
1st Annual Father’s Day in the 
Park (June 14). The Los Banos 
Chamber of Commerce are 
planning an event to honor fa-
thers by sponsoring a Father’s 
Day in the Park at Pacheco 
Park. A flag raising ceremo-
ny presented by our Veteran 
Color Guard will be held at 10 
am as the 14th of June is “Flag 
Day”. A Classic Car Show will 
also be part of the event. We 
will be holding an “LB Smokin’ 
Hot Dads” BBQ cook-off; en-
try into this competition is $15.

-Put-in-Bay Chamber of Com-
merce, Put-in-Bay, Ohio: 
Founder’s Day (June 15). Cel-
ebrate the founding of Put-in-
Bay by Hispanic merchant Jose 
DeRivera at DeRivera Park. 
Kids games (noon to 2 pm), 
food, festival vendors, live mu-
sic, Faire Wynds Circus. This 
old fashioned park fair is one of 
the community’s oldest events, 
celebrating 40 years in 2014. 
DeRivera deeded the down-
town park’s use for the resi-
dents and visitors of Put-in-Bay.

-Kennebec Valley Chamber of 
Commerce, Augusta, Georgia: 
Skowhegan Riverfest (June 23-
25). Annual Skowhegan Riv-
erfest is a weekend of fun in 
downtown Skowhegan. Three 
days of family events, food, live 
entertainment and raft rides 
down the Kennebec River by 
Moxie Outdoor Adventures.
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DO YOU LIKE WHAT YOU’RE 
READING?

MAKE SURE YOU’RE ON OUR 
SUBSCRIPTION LIST!

VISIT WWW.CHAMBERREVIEW.
ORG TO SIGN UP, OR CONTACT 
US AT SUBSCRIBERS@
CHAMBERREVIEW.ORG TODAY!

WANT TO RECEIVE NCR EVERY 
QUARTER?
BECOME A SUBSCRIBER!

HAVE AN IDEA FOR AN ARTICLE?

E-MAIL: 
INFO@CHAMBERREVIEW.ORG

LEAVE A MESSAGE:
1-877-316-4311

Bob Harris, CAE
Contributing Writer

 Sam joined the association 
board with enthusiasm. At his 
first meeting he was quiet in the 
first half and then jumped in, 
“While I’m on the board I hope 
we can adopt this new idea that 

my friends told me about.” A 
few of the directors agreed but 
the more seasoned officers re-
minded Sam, “We work within a 
framework and our ideas should 
align with our strategic plan.”
 When you think of an asso-
ciation, seldom does the word 
“alignment” come to mind. Yet, 
every association has a frame-
work composed of governing 
documents, cultural values, 
strategic direction, and (limited) 
resources. The actions—pro-
posals, programs, and ideas—
must fit within the framework.
 This describes the typi-
cal association framework:
 Mission Statement – The 
purpose for existence, sub-
mitted to the IRS and the ba-
sis for designation as a federal 
tax exempt organization. The 
mission should frame nearly 
every discussion and project 

(consider including the mis-
sion statement on the bottom 
of every board agenda). Some 
organizations promote a vision 
statement to supplement the 
mission; describing a long-term 
aspiration or desired outcome.
 Culture – Experienced 
boards identify values that serve 
as a “filter” for decision making. 
These values are guiding princi-
ples for board and staff. Direc-
tors should consider the values 
before accepting a role. Frequent 
values include transparency, in-
novation, and integrity. The rela-
tionship with a parent organiza-
tion will also influence culture.
 Governing Documents – 
Meetings, deliberation, and de-
cisions are guided by the gov-
erning documents. Actions of 
the board must fit within the 
prescriptions of the documents.
-Articles of Incorporation: Ap-

Alignment in the Association

Glenn Shepard
Contributing Writer

 To determine if someone’s 
a hypochondriac, just make the 
mistake of asking how they’re 
doing. Even though it’s a rhetor-
ical question, they’ll answer and 

it’ll usually be something like, 
“Now that you asked, my hem-
orrhoids have been acting up.” 
 Hypochondriacs get at-
tention by eliciting sympathy 
from others. People resort to 
this when they can’t get atten-
tion through healthier means, 
such as simply being pleasant, 
interesting, or fun. You, as an 
accomplished professional who 
worked hard to make some-
thing of yourself, want to be rec-
ognized because of what you’ve 
done. Hypochondriacs want to 
be recognized because of what’s 
been done to them. They have a 
perpetual “poor me” mentality.
 For the hypochondriac em-
ployee, getting you to feel sym-
pathy for them is a means to 
an end. When we feel sympa-
thy for people, we tend to cut 
them some slack, and slack-

ing off is exactly what they’re 
looking for an excuse to do.
 Imagine that your hypo-
chondriac employee comes in 
Monday morning and whines, 
“I think I’ve got that sinus infec-
tion again”. You offer to let him 
take an unpaid sick day and go 
home, but he declines. This is 
yet another indicator that he’s 
a hypochondriac. If he were re-
ally sick, home alone is exactly 
where he’d want to be so he 
could get well. But home alone 
is the last place a hypochon-
driac wants to be because they 
need an audience to whine to. 
 When he says, “I’m not 
that sick. I can stay at work”, 
what he’s really saying is “Don’t 
hold me accountable for do-
ing 100% of my job today, but 
I still want 100% of my pay-
check next Friday”.  These peo-

How to Manage a Hypochondriac Employee

Frank J. Kenny
Contributing Writer

 Imagine yourself turn-
ing on the TV to watch a few 
minutes of the Olympics. 
 You happen across the 
figure-skating competition. 
A long series of skaters do 
their routines. It is pleasant to 
watch but because you aren’t 

very familiar with the sport or 
the competitors, it doesn’t re-
ally hook you emotionally.
 After a bit, you turn 
off the TV and go on with 
your life. Pretty soon you 
have forgotten all about it.
 A similar scenario goes on 
constantly in our daily lives. 
The world around us turns in 
an amazing dance of people 
coming and going, events oc-
curring, life fading in and 
out. What doesn’t impact us 
emotionally is generally ig-
nored or quickly forgotten.
 Now imagine one of 
the Olympics competitors 
is from your home town. 
 You have watched documen-
taries about her. You discovered 
she was an orphan because her 
parents were tragically killed 
in a crash when she was a baby. 
She was adopted into a loving 
but financially struggling home. 
 At an early age, it was dis-
covered she was a pretty good 

Someone to Root For

proved by state government 
prescribing expectations of 
the board and corporation.
-Bylaws: Describe expecta-
tions of the board set out by the 
members and the stakeholders.
-Policies: The wisdom of cur-
rent and prior boards in iden-
tifying and documenting the 
best course of action (i.e. audits, 
investments, public records).
-Strategic Plan: The plan is the 
road map. Volunteers should 
determine if their ideas fit 
within the plan. The board’s 
role is not to come up with 
new projects but to advance 
the existing strategic plan.
-Budget: A budget projects the 
annual income and expenses.
 Resources – Members ex-
pect the board to safeguard 
resources and to use them 
to advance the mission and 
goals. Nearly every idea has an 
impact on the limited work-
force (committees, volun-
teers, staff, and consultants).
 Actions – Meetings of the 

ple will nickel and dime you 
to death on lost productivity.
 The key to changing this 
is to change his cognitive as-
sociation. In his twisted way of 
thinking, he believes that if he 
whines to you enough about a 
sickness he doesn’t really have, 
you’ll give him less work to do.
 Reverse the cognitive as-
sociation. Instead of giving 
him less work to do, give him 
more. The more he whines, pile 
it on higher and deeper. What 
you’re (metaphorically) say-
ing is, “If you’re too sick to do 
your job, shut up, stop whining, 
and go home until you get bet-
ter. If you’re not too sick to do 
your job, shut up, stop whining, 
and pull your own weight and 
earn your paycheck like every-
one else in this organization.”
 You have to be stern with 

Marcy Weaver
Contributing Writer

 Most membership groups 
have a variety of personalities 
within the group and on aver-
age, about 30 percent of those 
members are introverts. While 
many of these introverts have 
the professionalism to converse 
in large group settings, they are 
often uncomfortable beneath 
their professional exterior. 
They often appear to be much 
less engaged than their extro-

verted counterparts; however, 
it is likely that their interest 
and engagement are just subtle.  
 As Jill D. Burruss and Lisa 
Kaenzig wrote in an article titled 
Introversion: the Often Forgot-
ten Factor Impacting the Gifted, 
“There is nothing wrong with 
being an introvert. It does not 
need to be cured. It simply needs 
to be understood and accepted.”
 Determining What Mem-
bers Value: Although introverts 
may not make up the majority 
of your group, they still make 
up a significant percentage of 
the organization and their pref-
erences should not be ignored. 
If you don’t already, survey 
your membership to determine 
what they value in your organi-
zation. Ask specific questions 
about their preferences in re-
gard to your programs, oppor-
tunities for involvement, what 
they would like to see handled 
differently, how they prefer to 
be involved, etc. Also be sure 
to ask about their preferred 
method of communication.
 At the end of the survey, 

invite them to think about the 
people in their life who might 
enjoy your group’s next meeting. 
After all, introverts often have 
close colleagues and getting in-
volved is much more comfort-
able when they have a friend 
they already know by their side.
 Adjusting What You Of-
fer: Review your survey re-
sults and see what modifica-
tions your organization needs 
to make to better meet the 
needs of all members. As you 
find ways to address their sug-
gestions, be sure to commu-
nicate that you have heard 
their feedback and are mak-
ing positive changes as a result. 
 If you have small groups or 
committees or task forces, con-
sider how you define “small.” 
To some, it’s a group of ten to 
twelve people and for introverts, 
it can mean two to three people. 
Offer a variety of formats and 
opportunities for involvement.
 One surefire way to pull in 
some of your less involved in-
troverts is to reach out to them 
with a personal task. Use the 

technology that they have indi-
cated they prefer for communi-
cating and avoid putting them 
on the spot in person. Consider 
their areas of expertise and then 
determine what will be a com-
fortable fit for them. While in-
troverts might not be gung ho 
on joining a committee, they 
might be very willing to provide 
some more individualized guid-
ance by serving as a consultant 
within their area of expertise. 
 When considering what 
to ask, take the approach of 
presenting introverts with an 
opportunity to share their in-
sights in a low-pressure format. 
And if you do ask them, create 
small groups—truly small with 
two to three people—and give 
them specific topics to address 
or tasks to complete. By giving a 
small group a curriculum, they 
will be able to share their in-
sights without being on the spot 
to “come up with a plan to pres-
ent.” If those involved are inter-
ested in more in-depth group 
work, it will surface naturally. 
As the small group works to-

Engaging Introverts: How to Pull Them in Without Pushing Them Out

board and committees usually 
generate ideas or recommen-
dations. Directors and com-
mittees must ensure that pro-
posals align with the structure.
 Results – Results are out-
comes of the work of the board 
and committees. Members and 
stakeholders expect results to 
fit within the framework and 
may question why new proj-
ects and programs are added.
 The concept of alignment 
recognizes that the organiza-
tion has existed for many years 
and current volunteers are the 
stewards. Creating projects and 
programs without alignment 
may cause chaos and exhaust 
resources. Success increases 
when volunteers understand 
the framework and align their 
ideas and actions accordingly.

Bob Harris, CAE provides 
governance resources on his 
website at www.nonprofit-
center.com. He can be con-
tacted at bob@rchae.com.

gether on an initiative, they will 
likely begin to develop a com-
fort level that will help increase 
engagement across everyone.
 It’s also important to con-
sider the experiences of new 
members and how the engage-
ment process works for them. 
When new members join your 
organization, consider having 
a mentorship program in place 
to ensure that all new mem-
bers, introverts and extroverts 
alike, have someone to show 
them the ropes. While many 
will accompany the mentor for 
the first meeting or program, 
introverts will likely appreci-
ate having that mentor by their 
side for the first several months.
 Reaching Them Where it 
Counts: Besides communicat-
ing with members using the 
methods they have indicated 
in the survey, consider creat-
ing an online space for inter-
action. Whether it is message 
boards for small groups or a 
general message board for the 
entire membership, make the 
options available and com-

municate them. After all, if a 
moderator asks a tough ques-
tion, Google is just a click away. 
 You don’t necessarily need 
different messages and events 
for every personality type with-
in your organization, but it is 
critical that your members feel 
comfortable getting involved on 
their own terms. By embracing 
your introverts and providing 
them comfortable opportuni-
ties to contribute, you will cer-
tainly find the most impact. 

Marcy Weaver is the Vice President of 
Sales & Marketing at MicroNet, Inc., 
providers of membership manage-
ment software and website solutions 
for over 1700 Chambers of Commerce 
and associations. Her background is 
in membership management and she 
is passionate about using technology 
to make sales and marketing more ef-
ficient. Marcy can be reached at 
Marcy.Weaver@micronetonline.com. 

hypochondriacs because they 
don’t give up easily. If they 
can’t think up any pain and 
suffering of their own to ex-
ploit, they’ll borrow someone 
else’s. This is sometimes called 
“hypochondria by proxy”. The 
first time I heard of this was in 
2001 when the owner a Chev-
rolet dealership who attend-
ed my management seminar 
told me three of his employ-
ees called out sick, claiming 
they were “unable to work” 
because Dale Earnhardt died.
 But hypochondriacs won’t 
even let it go at that. If they 
can’t think of a human’s pain 
and suffering to exploit to 
their benefit, they’ll even turn 
their pets into hypochondri-
acs. You’ll see this with the em-
ployee who has to take their 
dog to the veterinarian every 

other week. I call it “Munchau-
sen’s Syndrome by Puppy”. 
 Fortunately, you don’t have 
to be a psychologist to be a 
good manager. Just be clear 
on one simple principle with 
everyone – “If you’re getting 
paid 100% of your salary to do 
a job, we expect 100% effort”.

Glenn Shepard is a professional speaker 
recognized as a national leader in fight-
ing the declining American work ethic 
and expert on motivating employees. 
He’s the bestselling author of six books 
and over 400 published articles. His 
company provides accredited manage-
ment seminars at no cost to chambers. 
For more, go to www.glennshepard.com.

dancer and gymnast. Then she 
tried figure skating and re-
ally seemed to have a knack 
for it. Her dance and gymnast 
skills and experience brought 
something new and special 
to her ice skating. Everyone 
talked about how good she 
was for someone so young. 
 Even though the family 
couldn’t afford it, they took her 
to a two-week figure-skating 
camp and the teachers there 
were blown away. There was 
something very special about 
this little girl. She was gifted. 
They said she needed to be 
exposed to advanced train-
ing and experienced skat-
ers so she could blossom.
 Only problem was, her 
family just couldn’t afford it. 
There was no way. Dad was 
laid off. They were broke. It 
seemed like the little girl’s tal-
ent and dream were going 
to be lost for lack of funds.
 But then, a benefactor 
stepped up to pay for the first 

year at the camp. It was a mi-
nor miracle, as far as the fam-
ily was concerned. And the 
little girl thrived that first year. 
She did, indeed, blossom. She 
began to receive national at-
tention. By then a fund was 
set up to support her growth. 
 She excelled like no oth-
er. She worked hard and got 
good grades, did volunteer 
work and poured her heart 
and soul into her talent and 
dream. Eventually, she set her 
mind on going to the Olympics. 
 And now, you are about 
to watch her compete in the 
Olympics. Your heart is in your 
throat. Tears are streaming 
down your cheeks for her. You 
are pulling for this little girl, now 
a young woman, to succeed.
 Why the difference? Be-
cause you know her story.
 Now stop and think about 
your members, the entrepre-
neurs in your community. 
What’s their story? Would your 
community support them more 

if they knew the back story be-
hind so many of your members?
 After all, every one of your 
members, whether just start-
ing out or finishing up a long 
career, has a story. Up un-
til recently, the vast major-
ity of those stories remained 
hidden from public view.
 Not anymore. Not if your 
chamber of commerce is willing 
to step up and help tell those 
stories. With social media, you 
can do that. You can tell stories 
about last night’s benefit auc-
tion and which small business-
es donated prizes. Share how 
a member has supported the 
same little league team, through 
think and thin, for 20 years. 
How a business owner strug-
gled for ten years until finally 
making it. Or the story about 
an employee who had noth-
ing and is now a partner at the 
biggest construction company.
 When you tell your mem-
bers’ stories—which you can 
now easily do—you tell your 

own story. People will see what 
the chamber stands for and finds 
worthy: entrepreneurship, com-
munity involvement, risk tak-
ing, hard work, perseverance, 
community pride, and spirit.
 Tell your members’ sto-
ries. Tell your chamber’s 
story. Give your commu-
nity someone to root for!

Frank J. Kenny is an internation-
ally recognized author, professional 
speaker, and business consultant. As 
a faculty member for the Institute for 
Organization Management (IOM), 
Frank instructs on Integrating Strate-
gic Technology Solutions, Technology 
Tools and Trends, and Using Data to 
Grow and Sustain Your Organiza-
tion. He is the founder and host of the 
Chamber Focus Show. As president/
CEO of a countywide Chamber, he 
led a team in doubling the member-
ship of that 45-year-old organization 
over an eighteen-month period, pri-
marily through strategic social media 
solutions. Free Chamber resources 
can be found at FrankJKenny.com.
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Established in 1987, CGI Communications, Inc. continues to be a leader in digital marketing solutions. Proudly utilizing the 
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organizations. A leading provider of high-impact marketing solutions, CGI is poised to build a better future for the communities 
and businesses who support them.


