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The Battle for the US Export-Import Bank:
Archaic Artifact or Essential Entity?

Frank J. Kenny
Contributing Writer

 In a pleasant community, 
not unlike yours, there was 
a certain forward-thinking 
chamber professional who 
loved her chamber and her 
town very much. Her 
name was Innovation.
 She had all the 
attributes one 
would want in a 
chamber leader. 
She was vision-
ary, entrepre-
neurial, giving, 
dedicated, friendly, 
diplomatic, thought-
ful, thick-skinned, and 
passionate. More than 
this, she was ambi-
tious, dedicated, and 
caring. A true servant-leader 
in every sense of the word.
 One day, after working 
at her chamber for several 

years, she had an epiphany.
 She asked herself, “What 
might this chamber look like 
if we were starting it from 
scratch? What would we focus 
on NOW? What would we be 

doing for our members and 
the community TODAY?”
 It was an interesting 

thought: “What would 
a fresh chamber, 

one without bag-
gage, look like?” 
She pondered 
the question for 
quite some time. 
As a matter of 

fact, Innovation 
thought about 

it deeply and 
vigorously. She al-

lowed herself to dream 
and create without restraint.
 In the vision, she didn’t 
have to concern herself with 
sacred cows, old enemies, 
or budget constraints. 
In her mind, she was 
creating a modern, 
21st century chamber.
 She smiled as she 
imagined the possibili-
ties. Eventually, she nar-
rowed down the “per-
fect” new chamber 
to a few key points. 
The perfect chamber 
would:
 • have engaged and ac-
tive members, both online 
and in-person, intent on mu-
tual prosperity for them-
selves and the community;
 • have a strong board of direc-
tors comprised of the top busi-
ness and community leaders;
 • have a large budget, allow-
ing her to hire and retain top 
talent, keep up with technol-
ogy, and explore opportunities;
 • have a deep bench 
of vol unteer members de-
pendably working on vari-
ous committees and projects;
 • be technologically ad-
vanced. It would leverage 
social media, digital mar-
keting, and the Internet to 
tell its story, build relation-
ships, and bring in substantial 

Carly Morgan
Head Writer

 It probably won’t come 
as a surprise to anyone read-
ing this article that our elect-
ed federal officials are having 
trouble reaching a consensus 
on an economic issue. What 
might be a bit surprising in 
the case of one particular de-
bate, however, is not only the 
relative obscurity of the entity 
in question, but also who has 
been pitted against whom, and 
who’s ended up on either side  
of the ideological divide. 
 Enter: the U.S. Export-Im-
port Bank. Perhaps one of the 
most innocuous federal entities 
of the twentieth century, the 
U.S. Export-Import Bank (or 
the Ex-Im Bank, as it’s often ab-
breviated) has flown under the 

proverbial radar 
for much of its 80-
year history. Recently, 
however, it has become 
the subject of a contentious 
and polarizing political debate. 
 A little backstory: the Ex-
Im Bank was first created by 
FDR in 1934 as part of the New 
Deal, the motivating rationale 
being one of wanting to keep 
American exports competitive 
in foreign markets. To do that, 
the Ex-Im Bank provides the 
following: direct loans to for-
eign buyers of American prod-
ucts; loan guarantees to banks 
that lend to foreign buyers and 
to banks that make “working 
capital” loans to U.S. exporters; 
and insurance against losses on 
loans made to foreign buyers by 
American banks and exporters.
 The Ex-Im Bank does not 

c o m p e t e 
with private 

lenders, as the 
financial services 

it provides facilitate transac-
tions with political and/or 
commercial risks too great for 
the private sector to accom-
modate. (The Ex-Im Bank re-
cently approved a $20 million 
loan guarantee to finance lift-
boat exports to Nigeria. I’m no 
banker, but I would venture to 
guess that virtually no private 
lender would have been will-
ing to get on board with that.) 
 So where does all this mon-
ey come from? Well, originally, 
it came from the U.S. Treasury: 
the bank would borrow money 
from the treasury, lend it out at 
a higher interest rate, and be-
tween the interest these loans 
generated and the fees the bank 

collected for providing loan 
guarantees, the bank would gen-
erate revenue that would then 
be returned to the Treasury. 
 When I say that the Ex-Im 
Bank has been mostly innocu-
ous in nature, I really mean it. 
Its charter has been renewed 
sixteen times since 1934. Out of 
those sixteen renewals, fourteen 
of them passed either unani-
mously or by voice vote in at 
least one chamber of Congress.
 It is only recently that the 
Ex-Im Bank has become the 
subject of staunch criticism and 
close scrutiny. Opponents of the 
bank call it “corporate welfare,” 
citing it as an unnecessary tax-
payer expense and condemn-
ing “out of control” government 
spending all in the same breath.
 Some of this is a bit disin-
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dues and non-dues revenue. 
 Then she asked herself, 
“Why can’t we have these things 
now? We have an amazing brand. 
We are respected, established, 
and beloved. Sure, it might take 
some time, but if we all work 
together, we can get there!”
 She was so excited. Inno-
vation was motivated before, 
but now, she was on a mis-
sion. She felt called to do this 
for her chamber and commu-
nity. She immediately went 
to work on her vision, ana-
lyzing the chamber’s current 
strengths and weaknesses, 
its opportunities and threats. 
She did her due diligence.
 Then, taking all of her re-
search, study, and optimism for 
the future, she carefully drafted 
out a plan on how to get there.
 She took her vision and plan 
to the board. And that’s when 

the trouble began.
 They listened 
politely. They nod-
ded their heads at the 
appropriate times. 
They concurred 
that the chamber 
needed the attri-
butes that she envi-
sioned. But they had 

concerns and questions.
 Some were concerned 
that the changes would 
scare people. Others 

were worried about rocking 
the boat and the risk of mak-
ing a mistake. Several suggested 
that maybe they should form a 
committee to study her vision.
 All agreed that it was 
all just too much, too fast, 
at least for now. “May-
be someday,” they told her.
 Innovation had run 
up against the dread-
ful, implacable Status Quo.
 It looked like Status Quo 
would succeed in killing In-
novation’s dream. But our 
hero wasn’t a quitter. Her ideas 
faced skepticism, sure, but 
they weren’t dead. “They sim-
ply went to committee to be 
made better,” she told herself.

Alexmarie Mateo
Staff Writer 

Carly Morgan
Head Writer

 In 1993, the European Or-
ganization for Nuclear Research 
(CERN) released the World 
Wide Web to the public. Since 
then, the Internet has changed 
the way the industrialized world 
lives, learns, consumes, and 
communicates. Internet access 
alone has become grounds for 
drawing generational dividing 
lines: if you don’t remember life 
before the Internet, you’re prob-
ably a Millennial. Social circles, 
once limited by physical prox-
imity, have grown to include 
virtually anyone on the planet 
with a web connection. We 
started living our lives digitally 
and, by extension, more publi-
cally: one click and we can let 
thousands of our closest friends 
and acquaintances know ex-
actly how we’re feeling, what 
we ate for lunch, or that little 
Timmy just lost his first tooth.
 The way we communicate 
today would have been all but 
inconceivable just a few de-
cades ago, and if Perianne Bor-
ing is right about Bitcoin, the 
way we do our banking may 
come to look equally as unrec-
ognizable in the near future.
 Boring started her ca-
reer as a legislative analyst on 
Capitol Hill, advising on fi-
nance, economics, tax policy, 
and healthcare policy. Now, 
at just 26 years old, she is the 
founder and president of the 
Chamber of Digital Commerce.
 A moment of disclosure: 
What originally caught our at-
tention at the NCR about the 
Chamber of Digital Commerce 
was the Bitcoin Education Day 
the chamber hosted on August 
29, 2014, where industry pro-
fessionals met with members of 
congress and their staff to talk 
about the new technology. What 
we quickly realized, though, was 

that our paper was long over-
due for some much more gen-
eral treatment and discussion of 
digital currency. Consequent-
ly, we broadened our scope.
 The Chamber of Digital 
Commerce, according to its 
website, is the “authoritative 
representative for the [digital 
currency] industry in Wash-
ington, DC.” The most widely 
used form of digital currency is 
Bitcoin, which is what Boring 
calls a “digital crypto-curren-
cy”: a finite digital asset based 
on open-sourced protocol, and 
protected by military-grade 
cryptography. It’s not the only 
form of digital currency in ex-
istence, but it is the first de-
centralized digital currency. As 
a result, Bitcoin has attracted 
the attention of lawmakers, and 
the Chamber of Digital Com-
merce wants to be a part of any 
resulting legislative decisions.
 Bitcoin was released in 
2009, so the technology is only 
about five years old. According 
to Boring, the industry is still 
in its “infrastructure phase,” as 
developers and entrepreneurs 
build all of the essential com-
ponents for easy, accessible Bit-
coin use. The “consumer phase,” 
however, wherein the technol-
ogy would be adopted by end-
phase users, is likely not far off.
 So, a little background on 
how Bitcoin works: As a digital 
currency, you cannot physically 
hold a bitcoin in your hand. 
Each bitcoin is just a number, 
generated by a computerized 
process of complicated cryp-
tography—a process entirely 
beyond the understanding of 
anyone in our office, and not 
exactly relevant for our purpos-
es of general explanation. Just 
know: it’s hard to crack, and a 
computer set up to “mine” for 
bitcoins can make more than a 
trillion attempts before it finds a 
unique, bitcoin-producing code.
 Once those codes are cre-
ated, they are added to an open-
source ledger, known as the 

“blockchain,” and the newly-
minted bitcoins become avail-
able in the digital marketplace. 
The blockchain keeps track of 
all of the transactions that take 
place using bitcoin—every. Sin-
gle. One. The blockchain is then 
shared by tens of thousands of 
people, on tens of thousands of 
different computers, and at the 
end of every day, all of the trans-
actions have to add up to zero.
 It’s the constant moni-
toring of the blockchain that 
keeps people from “double 
spending,” which would be, 
for example, transferring a bit-
coin to another user while still 
hanging onto the unique bit-
coin code and trying to use it 
again for another purchase.
 Companies like PayPal have 
been doing this for years: there 
exists, in the ether of the Inter-
net, a ledger that keeps track 
of all PayPal transactions, and 
that ledger must always add 
up to zero. With Bitcoin, how-
ever, the ledger is monitored by 
lots and lots of regular people, 
who are called “miners.” Min-
ers get paid in bitcoins to go 
through the blockchain and 
make sure no one is trying to 
game the system. Bitcoin is 
the very first digital currency 
to do this without the help of 
a central, third party combing 
over the transaction history.
 The electronic ledger keeps 
track of how much value each 
user has and, therefore, how 
much value they can send to 
other users. In the Bitcoin world, 
value is stored in online wallets, 
which are unique, user-identify-
ing addresses. In essence, these 
are no more complicated than 
email inboxes: messages are 
stored in your inbox, which is 
also a unique, user-identifying 
address. Like email messages, 
bitcoins can also be transferred 
from one address to another.
 It’s this decentralization that 
most sets Bitcoin apart from 
any industry analogs: nobody 
owns the “Bitcoin system,” so 
to speak; everything is peer-to-
peer, user-to-user, with no cen-
tral, governing authority. And 
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Cathi Hight
Contributing Writer

 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 member commu-
nity increases the likelihood 
of their valuing the benefits of 
joining in the first place, and 
then eventually renewing. 
 Some reasons why first year 
members have the lowest reten-
tion rates: instant gratification 
(a lack of patience for results); 
Failure to connect with targeted 
audiences (intended connec-
tions); haven’t plugged into or 
found their “community” (like-
minded interests, needs); didn’t 
access benefits (due to feeling 
overwhelmed, inconvenience, 
or time); lack of perceived value 
(which is always in the eye of the 
member); their own challenges 
(start-ups have higher failure 
rates and others have a lack of 
appropriate business skills).
 Regardless of how members 

Marcy Weaver 
Contributing Writer

     
  Creating that pleas-
ing atmosphere is important 
in all areas of your cham-
ber, which includes both your 
membership and your staff.
 Secret Shopping for Feed-
back: Secret shopping programs 
are more popular than ever with 
retailers across the U.S. today. 
The insight companies gain 
from objective shoppers is valu-
able in helping companies im-
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 If one of your 2015 goals 
is to put into place a commu-
nications plan worthy of your 
members’ attention, start NOW. 
Meaningful communications 
with a purpose won’t come from 
brainstorming topics each week 
in a staff meeting. Meaningful 
messages result from a frame-
work of consistent and tar-
geted messaging that supports 
specific communication goals.
 Here are five things to 
“get right” in order to de-
velop a usable, relevant com-
munications plan that will 
be purposeful to your mem-
bers, while helping the cham-
ber achieve its strategic goals.
 1. Get Input. Don’t assume 
you know what your members 
think or want. Verify! Survey 
members to find out if the com-
munications you’re sending are 
relevant, or if they typically fall 
victim to the delete key. Use fo-
cus groups to get more specific 
input. The best organizations 
survey annually and use the 

results to determine possible 
changes for the coming year.
 2. Get Feedback. When was 
the last time you printed a sam-
pling of your marketing docu-
ments and stepped back for a 
formal analysis? Or, better yet, 
had an independent, third party 
provide feedback? There’s noth-
ing more valuable for an orga-
nization than to see the world 
as a member sees it, instead of 
from the writer’s point of view.
 What does your mem-
ber see when they visit your 
website? Does your About Us 
page talk all about the cham-
ber and say little about the 
benefit to the member? An 
objective opinion from an out-
side set of eyes will provide a 
fresh perspective that’s impos-
sible to get when you are knee 
deep in the operations of get-
ting information out every day.
 3. Get Perspective. What 
critical business issues are mem-
bers facing that your communi-
cations should address? Think 
new or pending regulations, 
workforce or economic condi-
tions, new technologies, etc. 
Your strategic plan will identify 

these challenges, and serve as a 
guide to laying out your plan to 
respond to high priority issues.
 This raises the question: 
“What stays and what goes?” 
Proctor & Gamble recently re-
ported plans to sell or shut down 
some 100 brands so it could 
focus on 70-80 of its biggest 
brands. Has your chamber be-
come bloated from adding new 
products and services without 
cutting less popular ones? If so, 
your member communications 
may also be bloated and unfo-
cused. Make the highest and 
best use of your communica-
tions to support those services 
that support your strategic goals.
 4. Get Your Story Straight. 
What value do you deliver to 
members that they need most 
and can’t get anywhere else? If 
you and your staff (and board 
members) cannot answer that 
core question, how can you ef-
fectively communicate the value 
of the chamber to unengaged 
(or prospective) members?
 Get your value message 
down to a single statement or 
two and weave it into all your 
communications, based on the 
audience and the specific service 
or offering. If you can get this 
focused in your communica-
tions, you will create important 
connections with members that 
are clear, simple, and relevant.
 5. Get Going (And Stay On 
Track). Now that you have in-
put, feedback, perspective, and 
can clearly tell your value story, 
you’re ready to put together a 
winning communications plan 
that your members will want to 
open. Be careful not to get dis-
tracted from your plan. Adjust 
for new information or changes 
in the business environment, 

but avoid veering off-message 
because the board thinks it’s 
a “good idea” (go back to Step 
One and verify with input).
 If you’ve followed these 
five steps, selling your plan to 
the board should be relatively 
easy. After all, you did your 
homework and you have solid 
research behind you. To help 
ensure board (and vocal mem-
ber) buy-in for your commu-
nications plan, begin with set-
ting three BIG communication 
goals that link directly to the 
chamber’s BIG strategic goals.
 Staff may not initially see 
the connection. It’s easy for the 
communications director to fo-
cus on wanting better open rates 
when the BIG strategic goal is to 
be more relevant to a member’s 
business. When you tie your 
communication goals to your 
strategic goals, you’ll get better 
buy-in and support from direc-
tors—and alignment with staff.
 And the “squeaky wheel” 
member who believes he or 
she knows best about com-
munications … and has the 
board’s ear? Go back to the 
basics. Make sure you have 
input, feedback, perspective, 
and a consistent story to tell.
 Now, think like a marketer 
and implement your plan with 
the end in sight—achieving 
your BIG goal. Follow your 
clear, simple, and relevant 
plan. Lead with the right mes-
sages, customize them to key 
audiences, and deliver them 
the way the member prefers 
to receive them. Measure your 
results at least twice a year. 
Showing your board you have 
a plan and are watching the 
results will help you win over 
critics and turn them into fans.

 When things don’t go as 
expected, evaluate and adjust: 
a process that you plan well, 
validate well, and research well 
will almost certainly return the 
desired results—although ex-
pect to do some adjusting along 
the way to respond to new in-
formation, evolving positions, 
and changing environments. 
Good planning on the front end 
will confirm the plan concepts 
are on target. That said, a well-
designed plan quickly becomes 
useless if poorly executed.
 Evaluate your plan’s quality 
and its execution (e.g., adher-
ence to brand standards). As-
sign a project manager to ensure 
implementation of plan tasks 
according to the plan’s timeline. 
The project manager should be 
watchful of events, unexpected 
obstacles, or delays that call 
for adjustments to your plan. 
 To evaluate a plan’s effective-
ness, monitor, track, and assess 
three to five expected outcomes 
against your communications 
goals. Measure response rates 
(e.g., event attendance, call-to-
action responses, email click-
through rates). Track and ana-
lyze solicited and unsolicited 
feedback from members or oth-
er stakeholders on a semi-an-
nual basis. With this informa-
tion, adjust the plan based on 
what’s working well … or not.
 Test communication meth-
ods as part of your plan. For 
example, if you send a monthly 
email, try out various subject 
lines to see which results in the 
highest open rate. Vary mes-
sages or images on print mate-
rials and build in ways to track 
which calls to action produce 
the best results. While this re-
quires additional time and pos-
sible expense on the front end, 
it will return value through 

better reach and response 
from your target audience.
 Give your plan adequate 
time to produce results—par-
ticularly if your objective is 
big in scope, e.g., to create or 
change your image, or to intro-
duce a major initiative. While 
numbers vary by study, mar-
keting professionals all agree it 
takes multiple messages or im-
pressions to make an impact. 
 Think of your communi-
cations plan as strategic: com-
munication is an ongoing ac-
tivity, essential to achieving a 
chamber’s strategic goals. Big, 
bold, aggressive initiatives re-
quire purposeful communica-
tion. Whether it’s a communi-
cations goal, financial goal, or 
a legislative goal, if commu-
nications are missing, chanc-
es are the goal will fall short.
 Effective communications 
don’t happen in a vacuum. They 
have a line of sight to where the 
chamber is heading. Think of 
your plan in this way and you 
will have a higher probabil-
ity of successfully supporting 
your chamber’s strategic ob-
jectives while enjoying the full 
support of your membership.

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.

Start Now for a Winning Communications Plan in 2015

Three Strategies For Onboarding New Members
are recruited, an integration 
process is the key to increas-
ing overall retention rates and 
growing the size of the mem-
bership base. If they onboard 
successfully, they renew or re-
commit their membership for 
the second year. If they don’t 
integrate, lose interest, 
or find their expecta-
tions met elsewhere, 
they disassociate 
or defect from us.
 Where we go 
wrong is timing. 
We apply “reten-
tion” activities 
the last 90 days of 
the membership, 
but the first 90 days 
of a new membership pe-
riod is the key. There needs 
to be a consistent process 
to integrate new members.
 Here are three strategies to 
integrate members successfully:
 1. Develop and imple-
ment a first-year mem-
ber integration plan.
 Make a list of all the ac-
tions to take place during first 
year (e.g., welcome letter/email, 

invitation to orientation, out-
reach calls). Identify the in-
tegration process that all new 
members should experience.
 Leverage technology to 
implement the integration 
plan—work smarter by setting 

up a task sequence or proj-
ect in your associa-

tion management 
system (AMS) 

and link the se-
quence to all 
new members 
entered. Cre-
ate outgoing 
email messag-

es and task re-
minders, indicate 

the timeframe for 
execution (three days, 

fourteen days, thirty days from 
joining) and who’s responsible. 
The AMS will automatically 
execute specific actions and re-
mind you of tasks to complete 
for specific members. Run re-
ports monthly or weekly to 
review upcoming tasks. Con-
tact your AMS support per-
son for more information.
 Take time to get know new 

members—ask members to fill 
out a member profile that in-
cludes, but also goes beyond, 
demographic 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 members to a sched-
uled face-to-face orientation at 
your location—there’s no bet-
ter way to form relationships 
and engage in qualitative dis-
cussions with new members. 
Highly engaged volunteers and 
staff can be on hand to answer 
questions and welcome new 
members to the community.
 Create and offer online 
orientation videos that mem-
bers can access 24/7—provide 
a link that directs new mem-
bers to videos on your website 
or YouTube channel. Two great 
examples: the Austin Cham-
ber sends out a link to one of 
three videos over a three month 
span to new members that 
helps them to connect, prosper 

and make an impact; and the 
Wisconsin Realtors Associa-
tion provides an eighteen min-
ute video on member benefits.
 Create a landing page on 
your website for new members 
to learn about their benefits and 
the organization, and provide 
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); “Con-
tact us” (staff list by function); 
“Questions about your member-
ship?” (FAQ by new members).
 3. Ensure that new members 
have highly satisfying experi-
ences during their first 90 days.
 Welcome them to the com-
munity through social media 
by posting a public welcome on  
Facebook, LinkedIn, and Twit-
ter, and your weekly or monthly 
communications. Encourage 
volunteers and leaders to post 
welcome comments as well.
 Reach out to new mem-
bers at the 30- and 60-day 
marks to make sure they are 
receiving communications, 

and to provide additional in-
formation or help them access 
their benefits. This may also 
be done through volunteers.
 Learn about their 90 day ex-
perience: send out a short sur-
vey to collect feedback and re-
spond in a timely manner to any 
concerns or negative 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 members and for you!

Cathi Hight is President of Hight Per-
formance Group.  Considered as the 
Membership Guru and the developer 
of The Member Rentention 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 

Creating An Atmosphere That’s Pleasing For Everyone
prove the customer experience.
 There’s something to be 
said for an occasional objective 
review, especially when it goes 
deep enough to evaluate both 
the personal exchange, as well 
as the environmental factors.
 As you prepare to work to-
ward your 2015 goals, consider 
taking a step back and conduct-
ing your own objective “secret 
shop.” You don’t have to keep 
it a secret in order to obtain 
valuable feedback; simply ask 
your members and your staff 
about all the factors that affect 
their level of engagement in 
your organization. You might 
be surprised by what you learn.
 Secret Shopping for Mem-
bership Feedback: Because 
they come from different back-
grounds, industries, and gen-
erations, expect to learn a lot 
from your members’ unique 
perspectives. When visit-
ing with them, ask what they 
value most about their mem-
bership. From there, find out 
what works best and ask about 
some of the more trivial factors.
 Are you meeting frequently 

enough and in a good location? 
Are your meetings too long or 
too short? How is the light-
ing, the parking, the food, the 
sound system, the program-
ming? Does the membership 
represent a balanced mix of in-
dustries? How do members in-
teract with your staff and your 
website? What could add more 
value to their membership?
 The more diverse your 
membership is, the more diverse 
you can expect the feedback to 
be. To quantify the feedback 
process, you can use online 
survey tools such as Constant 
Contact or Survey Monkey.
 While you will never be 
able to please everyone, you 
certainly should ask, listen, and 
respond, and then keep the lines 
of communication open. It’s im-
portant to frequently take a look 
at your chamber membership 
from your members’ eyes. Just 
as important is also seeing things 
from your employees’ eyes.
 Secret Shopping with Your 
Employees: Considering that 
today’s average employee 
works for a company for less 

than five years, you should be 
touching base often to gauge 
the atmosphere in your office.
 You’re likely to have a blend 
of tech-savvy people and tech-
challenged people on your team, 
along with some who embrace 
change and those who seem al-
lergic to it. It’s vital that you stay 
in tune with what matters most 
to them in order to foster an 
atmosphere of understanding.
 Some effective leaders ask 
their employees for a list of 
the top things they wish were 
different at the company. It’s 
a positive way to ask for feed-
back and suggestions for im-
proving, plus it gets people 
dreaming of a successful work 
experience. What is important 
to one employee may be com-
pletely irrelevant to others, but 
you won’t know until you ask.
 Because we all know that 
nearly all employees would 
respond that they want larger 
pay increases and more va-
cation time, it’s important to 
guide your employees to give 
deeper feedback that’s fo-
cused on topics relevant to 

their workplace experience.
 You will likely discover that 
some would value more ad-
ministrative help, easier-to-use 
technology and mobile apps, 
or improved processes, and 
yet others will simply request 
an easy fix to make their day 
more pleasant, such as differ-
ent background music or softer 
toilet paper in the restrooms. 
You might be surprised to see 
employees break out of the ste-
reotypes often applied to them.
 Processing the Feedback: 
Regardless of what your cham-
ber members and employees 
say is important to them, it’s 
most important that you listen to 
their comments and digest their 
ideas. From there, consider how 
to synthesize the feedback you 
receive by seeking common 
themes and creative solutions.
 You also can benefit from 
engaging both groups to help 
you determine how to make 
the improvements they have 
requested. The final step is to 
communicate as you progress, 
mentioning that you’re improv-
ing the organization in response 
to their suggestions. Every-
one appreciates being heard.

 By fostering an atmosphere 
where communication lines are  
open and differences are appre-
ciated, you’ll enjoy a healthy 
membership culture, as well as 
a pleasant work environment.

Marcy Weaver is the Vice President of 
Sales & Marketing at MicroNet, Inc., 
providers of membership manage-
ment software and website solutions 
for over 1800 chambers of commerce 
and associations. Her background is 
in membership management and she 
is passionate about using technology 
to make sales and marketing more 
efficient. Marcy can be reached at 
Marcy.Weaver@micronetonline.com. 
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 The rate at which our 
identities and finances are be-
ing compromised is increas-
ing as thieves steal nebulous 
personal information from 
a place we can’t even see. 
 While it isn’t quite time to 
start any doomsday prepping 
(not that there’s anything inher-
ently wrong with that), moni-
toring cybersecurity and lost 
data is crucially important in 
our current corporate climate. 
 We each have a great deal 
of personal data to keep track 
of; gone are the days when your 
parents helped you memorize 
your address and home phone 
number and sent you on your 
way. Now you must memorize 
debit, credit, bank account, 
and social security numbers; 
passwords to your bank ac-
count, employer pay system, 

Facebook, Twitter, and Vine; 
which fake birthday you gave 
to which online account and 
which ones you gave your real 
info to. … You get the point.
 As consumers, we entrust 
all of our most sensitive infor-
mation to the companies with 
which we do business. Ev-
ery time news of a major data 
breach comes out, we get a 
little more nervous about swip-
ing that credit card. I, for one, 
get particularly nervous when 
shopping online, especially if 
I am giving my account infor-
mation to retailers other than 
big box stores like Amazon. 
 Companies have a duty to 
their customers to keep private 
information secure, and as a 
watchdog of local businesses it 
could be seen as the chamber’s 
responsibility to help educate 
business owners on specific 
ways to do so. However, in 
an increasingly complicated 

world, figuring out just how to 
do that can be overwhelming.
 Whether you plan on throw-
ing together an event dedicated 
to cybersecurity, hiring an ex-
pert, or asking your most tech 
savvy relative for advice (I do 
not recommend this), there 
are some simple ways you can 
beef up your security (and help 
your members do the same).
 The Department of Home-
land Security (DHS) under-
stands the importance of cy-
bersecurity for businesses of all 
sizes. While security breaches 
for international companies like 
Target make the news, small 
and mid-sized companies are 
also at risk. The DHS notes 
that cybersecurity starts with 
your budget, and by under-
standing that investment now 
means loss prevention later.
 The number one tip the DHS 
lists is running and updating 
antivirus and antispyware soft-

ware. That means not ignoring 
scan and update notices, even if 
they seem inconvenient.  While 
this is not the be-all, end-all of 
data security, it is one of the first 
and most basic lines of defense.
 Other DHS suggestions 
for cybersecurity include: 
 Patch Deployment: Patch-
es—or modifications to a 
system’s source code—help 
to fix known vulnerabilities 
in your system that would 
otherwise be easy targets 
for would-be data thieves. 
Automated patch deploy-
ments can steel your business 
against major vulnerabilities.
 Train Your Members: And 
encourage them to train their 
employees. When doing busi-
ness over the Internet, your 
members need to understand 
cyber threats, how these threats 
can gain access to your network, 
and some of the most basic mea-
sures they can take to protect 

Datableed: Protecting Your Business By Protecting Client Information

Rich Bysina Completes Consecutive Chamber Purchase Streak

Archaic or Essential?

their business. This includes the 
creation of strong passwords 
and regularly changing them. 
 Encryption: Encryption may 
not prevent information from 
being copied and stolen, but it 
will help keep data thieves from 
understanding any information 
they obtain. The encrypted in-
formation is only easily under-
stood when the viewer is in pos-
session of the decryption key. 
Protecting data when in transit 
through encryption is essential 
to keeping your customers safe. 
 Secure Your Website: A 
high volume of data is passed 
between networks when a 
purchase is made though a 
site. Make sure your web-
site provides protection for 
your customers before they 
even add an item to their cart.
 Being vigilant is the best 
way to prevent data loss. Pay 
attention to your network, your 
employees, and new threats. If 

you’re a big business, don’t as-
sume you’re  too big to be messed 
with, and if you’re  small, don’t 
assume you’ll be overlooked. 
 While there is no need to 
panic, it is always good to be 
prepared. Whether or not you 
are comfortable with com-
puters, getting help from a 
professional is essential. As 
greater portions of our lives 
go digital, the need for cyber-
security will only increase.
 Don’t make data security 
an afterthought, because by 
the time you get around to it, 
it may be too late to prevent a 
cyber-incident. As they say in 
medicine: an ounce of preven-
tion is worth a pound of cure.
 For more informa-
tion on data loss prevention, 
please visit the website of 
the Department of Home-
land Security at www.dhs.gov.

genuous, though, as the Ex-Im 
Bank has been self-sustaining 
since 2007, and no longer has 
to turn to the Treasury for 
initial loan funds; meaning, 
unless it defaults on a loan 
(which it hasn’t done in de-
cades), the Ex-Im Bank does 
not cost taxpayers anything. 
 But instead of jumping 
to any hasty conclusions, I’ll 
give you some of the statis-
tics and you let decide what to 
make of them: Currently, the 
Ex-Im Bank’s credit-exposure 
limit is $140 billion (increased 
from $100 billion in 2012). In 
FY 2013, the bank authorized 
$27.3 billion worth of loans, 
which subsequently enabled 
$37.4 billion in exports and 
supported 205,000 U.S. jobs.
 As a self-sustaining entity, 
the bank no longer requires 
money from the Treasury De-
partment to grant these loans; 
the bank’s activities are all fi-
nanced by the interest and fees 
it charges. In FY 2013, the Ex-
Im Bank returned $1 billion 
to the Treasury Department. 
Over the next ten years, the 
Congressional Budget Office 
estimates that the bank will re-
fund an additional $14 billion.
 This is literally the oppo-
site of a taxpayer expense. The 
Ex-Im Bank not only has not 
cost taxpayers a dime in years, 
but if allowed, it can contin-
ue to play a role in effectively 
reducing the federal deficit.
 The problem that those 
claiming “corporate welfare” 
have with the bank, though, is 
that its activity amounts to pri-
vate gains with public risk. This 
is certainly true: if any of the 
bank’s loans go bad, American 
taxpayers will be responsible for 
making up the losses. But the 
Ex-Im Bank’s default rate is a 
staggeringly low 0.23%. It hasn’t 
had a loan go bad since the late 
1980s, at which point taxpayers 
had to foot the $3 billion bill. 
That may seem like a lot of mon-
ey, but not when you consider 
it in the context of our current 
federal budget, which hovers 
just below the $2.8 trillion mark.
 The Ex-Im Bank’s charter 
expired on Sept. 30, 2014, and 
for the first time in the bank’s 

80 year history, that charter was 
not renewed. Instead, Congress 
extended the charter until June 
30, 2015, by way of a short-term 
spending bill, delaying any sort 
of direct vote on the issue until 
then. If the bank’s charter is not 
reauthorized in June, it would 
be able to continue service for 
existing loans, but would not 
be able to authorize new loans.
 This is a strange debate 
for our elected officials to 
decide to engage in, but it’s 
made even stranger by the is-
sue’s bizarre dividing lines.
 Take, for example, the fact 
that the U.S. Chamber of Com-
merce and the National Associ-
ation of Manufacturers are both 
in favor of renewing the charter 
for the Ex-Im Bank. Very rarely 
do the interests of Big Business 
and the blue collar worker align, 
but in this case, those guys all 
seem to be on the same page.
 Also, the Ex-Im Bank has 
had presidential support from 
such counterintuitive allies as 
Reagan, Bush (No. 1 & No. 2), 
Clinton, and Obama. Former 
House Majority Leader Eric 
Cantor played a major role in 
the bank’s reauthorization in 
2012, while Democratic Sena-
tor (and economic populist) 
Elizabeth Warren believes the 
bank to be a crucial player in 
the country’s economic vitality. 
 So, who’s in the bank’s op-
posing corner, exactly? New 
House Majority Leader Kevin 
McCarthy for one, as well as 
2016 presidential hopefuls 
Rand Paul and Ted Cruz, and 
others of their Republican col-
leagues—most notably, Sena-
tors Mike Lee and Marco Rubio.
 Dissenters have accused the 
bank of “corporate cronyism” as 
it effectively “picks” economic 
winners and losers by subsidiz-
ing certain companies and in-
terfering with the hand of the 
free market. It’s a compelling ar-
gument, but discerning the ex-
act nature of the role played by 
the Ex-Im Bank and its ostensi-
ble market interference may re-
quire closer attention to detail.
 Loans from the Ex-Im Bank 
absolutely do constitute federal 
intervention in a free market 
economy. But an important 
point to consider here is wheth-

er or not the global economy—
the economy in which U.S. 
manufacturers must necessarily 
compete—really is the embodi-
ment of free market capitalism: 
there’s a valid argument to be 
made for keeping government 
entities out of the marketplace, 
but is sticking to that argument 
still practical? Or does it end 
up making American manu-
facturers and exporters mar-
tyrs of an archaic status quo?
 Consider this: loans from 
the Ex-Im Bank make it easier 
for American manufacturers to 
sell products globally; the loans 
provide real, economic incen-
tive for international buyers 
to purchase American-made 
goods. What sounds like an un-
fair advantage, though, in fact 
is only a match for the advan-
tage that our global competi-
tors are granted by similar en-
tities: nearly 60 countries have 
agencies that help finance their 
exports, and many of these are 
countries with whom US man-
ufacturers compete directly.
 In FY 2013 alone, federal 
banks in other developed na-
tions (including China, Brazil, 
and Russia) offered $175 billion 
in loan guarantees—compared 
to the U.S. Ex-Im’s $27 billion. 
And many foreign buyers are 
hesitant, if not utterly unwilling, 
to buy from suppliers not re-
ceiving government assistance.
 The bank’s primary ben-
eficiary, Boeing, received $8.3 
billion in FY 2013, earning the 
bank the nickname “Boeing’s 
Bank.” For airlines like Delta, this 
means that the U.S. government 
is financing their competition, 
leaving those at Delta feeling 
as though the government has 
effectively retarded their abil-
ity to compete at full capacity.
 The irony, of course, is that 
Delta has relied on plenty of 
government assistance in its 
own right: in 2006, Delta Air 
Lines transferred its pilots’ pen-
sion plan to the Pension Benefit 
Guarantee Corp. when its pen-
sion account fell short by about 
$3 billion. It was the sixth largest 
claim in the history of the Pen-
sion Benefit Guarantee Corp.
 Delta Air Lines also benefits 
from laws that prohibit foreign 
air carriers from flying routes 
in the United States that would 
put them in competition with 
Delta. What this begins to look 
like is tacit approval of market 

intervention, so long as the feds 
chose “us” instead of “them.”
 Without the funding that 
Boeing receives from the Ex-Im 
Bank, they would certainly be 
less capable, if not entirely in-
capable, of competing globally. 
Boeing’s biggest overseas com-
petitor, Airbus Group NV, re-
ceives support from export cred-
it agencies in the UK, France, 
and Germany; without similar 
subsidization, Boeing would 
be forced to surrender many, 
if not all, of its export markets.
 But here’s the rub: while the 
Ex-Im Bank purports to “level 
the playing field” for Ameri-
can businesses as they compete 
against subsidized, foreign en-
tities, only 2.2% of US export-
ers actually receive assistance 
from the bank. That leaves the 
remaining 97.8% competing in-
ternationally, presumably with 
at least some success, without 
help from the bank. Which 
means that, despite all the vitriol 
being thrown around by those 
on each side of this debate, U.S. 
exports would in fact budge an 
essentially negligible amount 
should the bank cease to exist.
 Information published by 
the Ex-Im Bank itself, however, 
works hard to convey the point 
that, yes, most of its funds go to 
multinational corporations like 
Boeing, General Electric, and 
Caterpillar; but 90% of transac-
tions benefit small businesses.
 For example, Davex Labs is 
a small, California-based busi-
ness that sells hair care prod-
ucts to salons. The company 
was having trouble obtaining 
export credit insurance to cov-
er a $5,400 sale to Russia, un-
til the Ex-Im Bank stepped in. 
Due to the company’s overseas 
success, Davex Labs is now 
looking to break into mar-
kets in Germany, Italy, China, 
Switzerland, and Australia.
 It’s success stories such as 
this that have defenders of the 
Ex-Im Bank touting its advo-
cacy for “the little guy” as rea-
son enough to keep the bank 
afloat. U.S. exports may not take 
a huge hit, but small business-
es all over the country would 
be impacted by the bank’s clo-
sure: in FY 2013 alone, the 
Ex-Im bank approved 3,413 
small-business authorizations. 
 There really are two le-
gitimate and principled op-
posing sides to this debate (a 

hard thing for someone like 
me to admit), but we have to 
wonder if this is really worth 
Congress’s time at the pres-
ent moment: remember Harry 
Truman’s “Do-Nothing” Con-
gress? Even they passed more 
than 900 bills over their two-
year period in office. Last year, 
our current Congress passed an 
abysmal 52 laws. So why is the 
Ex-Im Bank, a federal entity 
that hasn’t changed over its 80-
year existence (except, perhaps, 
to become more efficient), be-
come such a hot topic of debate?
 I’m going to stop hedging 
the question and just level with 
you for a second here: Why 
are we even talking about this?
 Because what is at the heart 
of this debate is not the reau-
thorization of the Ex-Im Bank’s 
charter; should that charter be 
allowed to expire, it would be 
the collateral damage of a much 
broader debate. That’s because 
the Ex-Im Bank has provided 
a convenient platform from 
which politicians can lob either 
attacks against, or defenses of, 
government market interven-
tion. Do the bank’s funds serve 
to augment free enterprise, or 
does the intervention of big 
government stifle competition 
and ultimately hurt consumers? 
 By opposing the reautho-
rization of the bank, Tea Party 
Republicans have an opportuni-
ty to launch an (ostensibly) ma-
jor assault against government 
spending. But, one does have to 
wonder, if government spend-
ing were really at issue here, why 
aren’t these politicians looking at 
Social Security, defense spend-
ing, Medicare and Medicaid, or 
even farm subsidies—any com-
ponent of the federal budget 
that at least poses a cost to the 
taxpayer; not at a government 
entity that, at this point, makes 
money for the government?
 Democrats who once de-
nounced the bank as the em-
bodiment of “corporate welfare” 
(I’m looking at you, President 
Obama. Don’t think I’ve for-
gotten your 2008 campaign 
speeches.) now see an op-
portunity to lure Corporate 
America away from the GOP 
and earn the support of the 
U.S. Chamber of Commerce.
 Both sides seem to be behav-
ing a bit opportunistically, and 
in doing so, both sides are left 
sounding rather hypocritical. 

Hypocrisy may be a hallmark of 
government officials, but it cer-
tainly doesn’t do much to bolster 
anyone’s credibility.   
 In the case of the Ex-Im 
Bank debate, there is not an air-
tight case to be made on either 
side. The question that must be 
considered, however, has less 
to do with the bank itself, and 
more to do with the broader, 
ideological question at the core 
of this debate: Does the Unit-
ed States wish to stand by free 
market capitalism and its lais-
sez-faire principles, or allow for 
the intervention of Big Govern-
ment into the free market in or-
der to match the current climate 
of the global economy? (China’s 
credit subsidies, for example, 
exceeded those of the Ex-Im 
Bank by nearly 50% in 2012.)
 With a vote on the issue of 
the Ex-Im Bank slated for June 
2015, we must also consider 
whether this is really the most 
appropriate time to dismantle 
such an entity. We are in the 
throes of a very fragile econom-
ic recovery. During the 2007 
and 2008 recession, we may 
have seen quicker recovery had 
US businesses had the broader 
and more diverse customer base 
afforded by a viable export mar-
ket. And with roughly 205,000 
export-related jobs sustained 
by funds from the Ex-Im Bank, 
it’s also important to consider 
whether or not our frail econo-
my provides the best context for 
threatening any such job source.
 It’s mostly a matter of priori-
ties: just how staunch will oppo-
sition to government interven-
tion prove to be? With Congress 
already seriously divided on 
the issue, and the fact that the 
bank’s renewed charter will 
come attached to debt ceiling-
related legislation in June, there 
really is no telling what the fate 
of this New Deal relic will be. 
And, with the final decision still 
so up in the air, now is as good 
a time as any to contact your lo-
cal representatives and let them 
know how you feel about the 
issue. This is far from an open-
and-shut case, and the only 
way those in power will know 
what their constituents want is 
if those constituents speak up.

(Continued from page 1)

Patrick McCabe
Editor-in-Chief

 Back in July we told you the 
story of a man on a quest to make 
a purchase from one chamber 
member every day for 1,000 
consecutive days. On November 
12, 2014 Rich Bysina completed 
his nearly-three-year quest.
 A former chamber staff 
member himself, Bysina knows 
the importance of a chamber 
of commerce and also the im-
portance of shopping local. 
So in 2012, he came up with 
a way to show his apprecia-
tion for both by making an ef-
fort to purchase a good or 
service from one chamber of 
commerce member every day.
 The original goal wasn’t 

1,000 consecutive days. But af-
ter more than a year into his 
streak, that was the number By-
sina decided would end it. So, 

some planning went into his fi-
nal days as he hoped someone 
would hear of his streak and 
take the reins. So far, no one 

has come forward to announce 
an attempt to break his streak, 
but we would love to hear from 
someone if they decide to do so.
 Most of Bysina’s streak 
took place in the Chicagoland 
area where he lives (though a 
few purchases were made in 
Florida, North Carolina, and 
Indiana when he was out of 
town). Not surprisingly, his 
streak attracted the interest of 
a few local mayors. Mayor of 
Winfield Erik Spande, Mayor 
of Warrenville David Brummel, 
and Mayor of West Chicago 
Ruben Pineda all endorsed By-
sina at various times and were 
individually present for photo 
opportunities at his 700th, 750th, 
and 800th milestone purchases.
 They agreed to all come to-

gether again when the streak 
was complete. The accompany-
ing photo features Bysina and 
Mayors Spande, Brummel, and 
Pineda, posing with honorary 
“1,000” lighted candles in recog-
nition of his achievement. And 
recognition is certainly war-
ranted. Everyone involved in 
the chamber game should make 
a point to do something similar, 
even if it’s without an official an-
nouncement, but just because 
we know it’s something simple 
we can do to be a supporter of 
chambers of commerce no mat-
ter where we find ourselves.
 However, if you do think 
you’d like to formally challenge 
Rich Bysina’s streak, please 
let us know. He’s counting on 
you, as you can see in these 
thoughts expressed to me a few 
weeks ago: “Yes, I’m glad it’s 

over. And no, haven’t yet found 
anyone to start a new streak 
to break this record; maybe 
an article will do the trick.”
Here’s hoping.

WANT TO BE CONSIDERED 
FOR A CHAMBER 
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Left to right: Mayor of Winfield Erik Spande, Rich Bysina, Mayor of Warrenville 
David Brummel, and Mayor of West Chicago Ruben Pineda
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Carly Morgan
Head Writer

 There’s fostering a start-
up business community, and 
then there’s building one from 
the ground up. The Utah Val-
ley Chamber of Commerce 
is doing a little bit of both.
 Google “Utah Valley start-
ups” and you’ll find more than 
one article declaring Utah the 
next Silicon Valley. In an article 
in INC. magazine, Ilan Mochari 
writes, “When it comes to stag-
gering sums of venture capital 
raised in 2014, there’s Utah, 
and then there’s everyone else.”
 When I asked Rona Rahlf, 
President and CEO of the Utah 
Valley Chamber of Commerce, 
what it is about the area that en-
courages such widespread en-
trepreneurialism, she laughed 
and said, “The only thing I can 
say is it must be in the water 
here. Or it’s in the prenatal vi-
tamins. I don’t know which.” 
 Of course, Rahlf knows as 
well as anyone that there’s some-
thing more to it, but trying to put 
your finger on exactly what con-
stitutes that “something more” 
is a little, well, complicated. 
 “That’s the hundred million 
dollar question [that] everyone 

in the country is asking,” Rahlf 
explained. She mentioned that 
the area is “government-friend-
ly,” so there’s minimal red tape 
to contend with when looking 
to start a business; she talked 
about the community being a 
collaborative one where people 
really come together to help 
each other and cheer each other 
on; she even brought up the fact 
that startups from the area who 
“hit it big” tend to reinvest in the 
community, helping to make it 
into the great place that it is to 
live, work, and raise a family.
 But regardless of how easy 
(or not) it is to discern what 
made Utah Valley the entre-
preneurial hub that it is, one 
thing is very clear: the Utah 
Valley Chamber of Com-
merce is doing all that it can 
to ensure that the area main-
tains its entrepreneurial ethos. 
 That effort is realized, in 
part, in the Young Entrepre-
neurs Academy (YEA), an af-
ter-school program run by the 
chamber that gives high school 
students an opportunity to learn 
about starting and running their 
own businesses. Developed at 
the University of Rochester in 
2007, YEA was licensed to the 
Utah Valley Chamber of Com-
merce two years ago, and so far 
it’s definitely been a success.

 “They’re high school kids, 
and they’re very, very bright,” 
Rahlf said of the YEA partici-
pants. “The way they look at 
the world, and their eagerness 
to start a business is amazing 
and surprising all at the same 
time. It’s just really reward-
ing to see how they’re doing.”

 The primary goal of the 
program is, essentially, to help 
channel the eagerness these kids 
display into actual, real-world 
experience. Students in the pro-
gram are mentored by more 
than 100 people in the Utah 
Valley community throughout 
the program’s 30 weeks, and 
they get advice on everything 
from finance, to how to man-
age a business, to how to get 
their hands on venture capital.
 “It’s a thorough process of 

helping them learn how to be an 
entrepreneur,” Rahlf explained, 
“instead of [the students] just 
kind of winging it and say-
ing, ‘Oh yeah, that sounds 
cool, that’s what I want to do,’ 
and going off and [starting a 
business]. It’s an actual train-
ing, an educational program 
to help them accomplish that.”
 Investing in, and facili-
tating the development of, a 

young, knowledgeable com-
munity of entrepreneurs is a 
smart undertaking for almost 
any chamber of commerce, 
but it is perhaps especially pre-
scient on the part of the Utah 
Valley Chamber of Commerce. 
 “The average age of Utah 
County, what do you think it 
would be?” Rahlf asked me 
during our phone interview.
 “Umm,” I responded, epito-
mizing all that is conversation-
al eloquence, “I would guess 

somewhere between 35 and 45.”
 “Too high!” Rahlf ex-
claimed. “It’s 27!”
 Let me put that into per-
spective for you: the CIA World 
Factbook divides the U.S. popu-
lation into three different de-
mographics: 0-14 years; 15-64 
years; and 65 years and over. 
While their data does not indi-
cate the average age of Ameri-
cans, it does list the median age, 
which is generally accepted as 
the most meaningful data figure 
for understanding a country’s 
age distribution. In the U.S., 
the median age is measured to 
be 36.8 years; meaning, half the 
population is older than that, 
and half is younger. The aver-
age age in Utah Valley is 27, but 
the median age is 29—still al-
most a full seven years younger 
than the country as a whole. 
 “We crank out a lot of 
babies around here,” Rahlf 
added, laughing, “and they’re 
self-sufficient. They want 
to be on their own. It’s a 
cultural thing, I think.”  
 Utah Valley is also home to a 
lot of college students. Rahlf said 
that between 75,000 and 80,000 
move to the area every year to 
attend schools like Brigham 
Young University, Utah Valley 
University, and Moutainland 
Applied Technology College. A 
lot of these students stay in the 
area even after graduation, con-
tributing further to the Utah 

startup scene, and the Utah 
Valley Chamber of Commerce 
aiming to facilitatev their suc-
cess in any way that they can. 
 “One of our most recent 
programs that started last spring 
is what we call Tech Venture,” 
Rahlf explained, “where we get 
together with … some of these 
new tech start-ups, and part-
ner them up with the business-
men and venture capitalists … 
and [they] go tour companies 
in places like Seattle and San 
Francisco.” Rahlf said that this 
gives the young entrepreneurs 
a chance to “pick the brains” of 
the businessmen and venture 
capitalists, learn about how they 
grew their businesses, and de-
velop relationships with them.
 “There’s a huge interest in, 
what I call, bringing the Old 
Guard together with the New 
Guard, to go out and learn 
and grow together as the start-
up industry really takes off 
in Utah,” Rahlf said. Through 
projects like Tech Venture 
and the YEA, the Utah Val-
ley Chamber of Commerce 
seems to be doing an excellent 
job accomplishing just that.
 For more informa-
tion on the Utah Valley 
Chamber of Commerce, go 
to www.thechamber.org. 

- Williamsburg, VA

Carly Morgan
Head Writer

 Tourism-based economies 
are not exactly unusual, but in 
the case of Williamsburg, Virgin-
ia, the primary tourist attraction 
certainly qualifies as at least a lit-
tle, well, unconventional: the area 
is home to Colonial Williams-

burg, a roughly-300 acre living-
history museum that allows 
visitors to immerse themselves 
in 18th century American life.
 “I think I’m the only parent 
that told their middle-schooler 
that we were moving, and she was 
not upset,” said Karen Riordan, 
recalling her daughter’s reaction 
to the news that Riordan would be 
taking a position as President and 
CEO of the Greater Williamsburg 
Chamber of Commerce. “She 
was like, ‘Well, I’m going to miss 
my friends, but I love Williams-
burg!’ So that was pretty cool.”
 Riordan came from run-
ning a Washington, D.C.-based 
advertising agency to the Great-
er Williamsburg COC back in 
January 2014. The chamber was 
merged with the local Tour-
ism Alliance, which Riordan 
said allows her to put both her 
leadership skills, as well as her 
marketing and PR skills, to the 
test in working to promote and 
grow the tourist destination.
 And while the chamber’s 
growth has been fairly flat during 
Riordan’s year-long tenure thus 
far, she is not concerned. After 
all, in terms of membership num-
bers, “flat” can also mean “stable.”
 “We haven’t had a lot of 
growth in Williamsburg since the 
recession,” she explained. “[But] 
the chamber is in very good finan-
cial health, and ... we’re starting 
to see some of that growth now 
within the business community.” 
Case in point: Riordan attended 
ten ribbon cuttings just last sum-
mer. But the main economic driv-
er behind the area’s growth still is, 
and will likely remain, tourism.
 The Greater Williamsburg 

COC draws its approximately 800 
members from what is known as 
the “Historic Triangle”: Williams-
burg proper, James City County, 
and York County. In total, this 
makes for a population of about 
100,000, but the chamber and the 
Virginia Tourism Corporation 
(Virginia’s statewide tourism bu-
reau) each estimate that the area 
sees between three and three and 
a half million visitors each year. 

 Which, perhaps not surpris-
ingly, affects everyone. Riordan 
estimates the chamber’s member 
base to be at least 65% small busi-
nesses. Since the area is a tourist 
destination, there are lots of small 
shops, restaurants, and hotels, 
along with more universal types 
of small businesses, like dentists, 
doctors, plumbers, and landscap-
ers. But regardless of whether or 
not a business is anywhere on 
tourists’ radar, Riordan believes 
that they all inherently benefit 
simply by virtue of their loca-
tion within a tourist destination.
 “Say if you’re a chiroprac-
tor,” Riordan said, “you may 
think, ‘Well, I don’t care about 
tourism. That doesn’t affect my 
business.’ But it really does, be-
cause if tourism is doing its job 
well and its growing the econo-
my, then more people will come 
here, and more people will move 
here to fill more jobs in tourism.” 
And new residents are good for 
everyone in professional ser-
vices, which means everyone 
has a stake in tourist turn-out.
 “Essentially, Williams-
burg is one unified economic 
zone,” Riordan explained. “It 
just so happens to have tradi-
tional businesses, and it also has 
tourism businesses in it. But I 
don’t see any reason to break 
those up into two segments.”
 In fact, the Greater Williams-
burg COC is continuing to work 
toward a more unified economic 
front by enacting a new fee struc-
ture that will make chamber 
membership more affordable to 
smaller, more traditional busi-
nesses. For the smallest businesses 
in the area—what Riordan char-

acterized as “micro-businesses,” 
either owner-operated or run by 
two or three people—a chamber 
membership is appealing, but 
sometimes cost prohibitive. The 
chamber hopes that the new fee 
structure, launching in the win-
ter of 2015, will help rectify that.
 “We know we can always be 
doing more, and like any busi-
ness, we always want to be grow-
ing, too,” Riordan said of the 
new membership model and 
fee structure. She and her staff 
are hoping that, in light of these 
changes, the new year will bring 
with it more new members.
 At the time of press, the 
Greater Williamsburg area will 
have seen itself through its sec-
ond busiest tourist season: the 
holidays. The busiest time of year 
for Greater Williamsburg, how-
ever, is definitely the summer. 
Tourist numbers are lowest in 
the fall and spring, but local busi-
ness owners know and under-
stand the cycle well, so they are 
fully prepared to manage the ebb 
and flow of seasonal business. 
 In fact, when Riordan and I 
spoke in October, she described 
a local population not only un-
concerned about the onset of a 
“slow season,” but eager to get 
its city back. “That’s one thing I 
hear around this time of year,” 
she said. “The locals talk about 
getting our area back because 
it’s not as crowded with tourists.”
 Tourists, though, are ulti-
mately what makes Williamsburg 
as nice a place as it is. “Sometimes 
we’ll be working on an event, and 
a local resident will say, ‘Wow, 
it’s going to make the streets all 
clogged. There will be too much 
traffic,’” Riordan recalled. “And 
I say to them, ‘You know what? 
The next time you’re stuck be-
hind someone who’s clearly from 
out of state and is here visit-
ing, instead of being angry with 
them because you’re having to 
wait at the stoplight an extra 
30 seconds, you should actu-
ally go out and hug that person.”
 Riordan acknowledges 
without hesitation that it’s tour-
ists who are spending the most 
money in the area, which, she 
pointed out, helps to keep tax 
rates lower and helps the area 
grow and prosper. “Everyone 
kind of laughs when I say [to hug 
a tourist], and I’m like, ‘No, I’m 
serious! Have you hugged your 
tourist today?’” Riordan laughed, 
adding, “I’m actually thinking 
of making some bumper stick-
ers for next spring that say that.”
 For more information on 
the Greater Williamsburg COC, 
go to www.williamsburgcc.com.

- Lincoln, NE

Patrick McCabe
Editor-in-Chief

 Healthy, young profession-
als, and a lot of them—must 
be something in the corn.
 Lincoln is the capital of Ne-
braska (named after President 
Abraham Lincoln in 1867), 
and is home to the second-
tallest capital building in the 
U.S. as well as The Univer-

sity of Nebraska Cornhuskers.
 The Lincoln Chamber of 
Commerce was founded in 
1889. Around this same time the 
railroad industry was exploding 
across the country, with dozens 
of railroads traveling through 
Lincoln. Lincoln, like all of Ne-
braska, has long been an agricul-
tural region, heavily involved in 
grain and livestock production. 
So when the Lincoln Chamber 
of Commerce was founded, 
its major task was utilizing a 
growing railway system to en-
sure the viability of the local 
agricultural industry in order 
to expand its reach nationwide.
 The local industry has 
evolved drastically since the 
inception of the chamber. In-
dustries like locomotive manu-
facturing and repair. flour and 
feed milling, and grain storage 
all saw their heyday in Lin-
coln. Today, it’s small business 
that reigns supreme. About 
90% of Lincoln’s 8,000 or so 
employers are companies with 
twenty or fewer employees. 
The chamber of commerce 
currently represents 1,600 
companies and over 300,000 
employees across Lincoln.
 The Lincoln Chamber has 
a broad scope, which makes 
them a pretty exciting organiza-
tion to become involved with. 
They are the umbrella organi-
zation for Lincoln Partnership 
for Economic Development, 
Lincoln Chamber Economic 
Development Corporation, 
Lincoln Chamber Founda-
tion, the Lincoln Convention 
and Visitors Bureau, Lincoln 
Young Professionals Group, 

and Lincoln Specialty Care.
 So, yeah, they’re pret-
ty involved in the area.
 By having a hand in all of 
these groups in Lincoln, the 
chamber is able to help build 
consensus throughout the en-
tire business community and 
make sure that the goals of lo-
cal business owners are con-
ducive to the overall growth 
and betterment of Lincoln.
 Through the economic 
development platforms, the 

chamber is able to help recruit 
businesses to the area that will 
help Lincoln grow—not only 
seeking out businesses in proven 
local industries, but also expand-
ing the capabilities of Lincoln 
by welcoming in new industry.
 Through the convention 
and visitor’s bureau the cham-
ber is able to promote local 
events in Lincoln and encour-
age people to visit. They help 
promote the area for casual 
visitors as well as for business 
meetings and conferences.
 With their young profes-
sionals group, however, the 
Lincoln Chamber really starts 
to flex its muscle. The Lincoln 
Young Professionals Group, 
with more than 900 members, 
is one of the largest YP groups 
in the nation. Not only that, but 
last September the group hosted 
one of the very few YP confer-
ences held in the country. With 
eleven events over six days, the 
YPs were able to attend semi-
nars hosted by several Lincoln-
area Presidents and CEOs.
 Another unique aspect of 
the chamber is its partnership 
with Lincoln Specialty Care. 
From their website: “Formed in 
1988, Lincoln Specialty Care is 
a cooperative effort of the Lin-
coln Chamber of Commerce 
and the Lincoln Medical Com-
munity to promote Lincoln’s 
wide array of medical resources 
to Greater Nebraska and bor-
dering areas of surrounding 
states. Lincoln Specialty Care 
obtains funding through Lin-
coln hospitals, health care facili-
ties, and participating physician 
specialists. Our goal is twofold: 

First, to establish Lincoln as 
the preferred referral center 
for these outlying areas, and 
second, to provide resources 
that facilitate those referrals.”
 By encouraging physicians 
and medical centers to become 
involved, Lincoln Speciality 
Care is able to continue grow-
ing in its service to Lincoln 
and the surrounding areas. So 
much of what chambers do is 
for the benefit of the local busi-
ness community and econo-

my. This is a great example of 
a chamber truly looking out 
for the average local resident.
 Community health and 
well-being should be a goal of 
any area organization. With-
out healthy residents, nothing 
can really be accomplished. 
Luckily for Lincoln, they’re 
a healthy bunch. In October, 
the National League of Cit-
ies recognized Lincoln as one 
of the 16 top-rated communi-
ties among the 454 participat-
ing in the Let’s Move! Cities, 
Towns, and Counties initiative.
 On November 20, Lincoln 
was recognized at an NLC event 
in Austin, Texas. “This recogni-
tion is a testament to the great 
collaborative public health work 
under way in Lincoln,” said Lin-
coln Mayer Chris Beutler. “I 
want to thank our local health 
department for working with 
businesses, educational institu-
tions, health care facilities, non-
profits, and other city agencies 
to keep our residents healthy.”
 By having their influence 
present among so many local 
organizations, and by the area’s 
desire for improvement, you 
can really see the positive im-
pact a chamber can have on a 
city when you look at the Lin-
coln Chamber of Commerce. 
What happens when city resi-
dents and officials come to-
gether for everyone’s benefit? 
You get an increase in overall 
health, a massive influx of new, 
young business owners, and a 
desire to make it keep working.
 For more information on 
the Lincoln Chamber of Com-
merce, visit www.lcoc.com.
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- Myrtle Beach, SC

Carly Morgan
Head Writer

 About ten years ago, the 
staff at the Myrtle Beach Area 
Chamber of Commerce came 
to terms with a crucial real-
ization: the beauty of “and.”
 “For years, we had wrestled 
with our identity,” said Brad 
Dean, President and CEO of the 

Myrtle Beach Area Chamber of 
Commerce. “Are we a chamber 
operating as a conventions and 
visitors bureau? Are we a con-
ventions and visitors bureau 
in chamber clothing?” It was a 
2004 strategic plan that prompt-
ed Dean and his staff to reeval-
uate the chamber’s exact role in 
the community, and they ulti-
mately concluded that their “ex-
act role” was, in fact, two roles.
 In order to best serve the 
community, Dean and his staff 
realized that the Myrtle Beach 

Area Chamber of Commerce 
had to be more than just one 
thing. Dean calls it “celebrat-
ing the beauty of ‘and’,” but 
what it ultimately amounts to 
is working both as a conven-
tions and visitors bureau and 
as a chamber of commerce.
 The Myrtle Beach Area 
Chamber of Commerce has 
about 2,750 members, up from 
1,900 members just ten years 
ago. The biggest industry in 

the area is tourism, which ac-
counts for two-thirds of lo-
cal jobs. But, Dean explained, 
the growth in chamber mem-
bership in the last ten years 
is not actually attributable to 
tourism-related businesses.
 “Most of the growth in 
our chamber has come from 
small, independently owned 
businesses, who have joined 
the chamber for a variety of 
services,” Dean said. With 55 
unique events (and counting) 
each year, the chamber is con-

stantly looking to add programs 
and services that serve all dif-
ferent types of businesses, the 
aim being to deliver impact-
ful results to niches of the lo-
cal business community that 
would otherwise go unserved.
 “I look at it this way,” Dean 
said, “the customer base for 
half of our members is tour-
ists. The customer base for the 
other half of our members is 
other businesses and residents. 

We have to serve both [types of 
businesses] with excellence. We 
can’t lean one way or the other.”
 But a big part of serving 
both with excellence, it turns 
out, has meant focusing on driv-
ing tourism—especially, Dean 
noted, by reaching beyond the 
traditional drive range, and 
growing the shoulder seasons.
 Let’s break that down a bit. If 
you’re anything like me, you’re 
probably wondering: What 
the heck is a shoulder season?
 For a long time, Myrtle 

Beach has been largely a sea-
sonal destination, its peak op-
erating period being between 
Memorial Day and Labor Day. 
So, on a bar graph of local tour-
ism data, there are three major 
spikes for the months of June, 
July, and August, represented 
by tall columns on the graph. 
The reduced tourist turnouts in 
the surrounding months are, as 
you might have guessed, repre-
sented with smaller columns.
 “I’d love to tell you it’s this 
brilliant economic term,” Dean 
laughed, “but the reality is 
that when you look at the line 
graph [of the tourism numbers] 
… it looks like a shoulder, a 
head, and a shoulder.” Hence: 
shoulder season. Growing the 
shoulder seasons means ac-
tively marketing the area as a 
spring, fall, and holiday desti-
nation, which the Myrtle Beach 
Area Chamber of Commerce 
has taken the lead in doing.
 As for extending beyond the 
traditional drive range, that’s 
meant lining up affordable, 
nonstop flight service to the 
area. With only 28,000 residents 
in the city of Myrtle Beach, and 
just over a quarter of a million 
throughout the entire county, 
Dean said that it takes a unique 
recruiting effort to persuade 
airlines to grow in the area. 
 “When airlines look at 
us,” Dean said, “we’re still 
viewed as a small town.” In 
the last ten years, however, 
those at the Myrtle Beach 
Area Chamber of Commerce 
have worked to nearly triple 
the number of non-traditional 
origin markets in the region. 
 “We’ve always had service 
from legacy carriers, like Delta 
and US Airways, from their re-
gional hubs,” Dean explained, 
“but being able to reach out to 
over 30 cities where we now 
have nonstop, affordable flights 
has enabled us to grow tourism 
and indirectly benefit the rest 
of the community as a whole.”
 As tourism has grown, so 

has the local job market. Ac-
cording to Dean, being a sea-
sonal destination means that 
much of the employment base 
is limited to jobs that last just 
a few months out of each year. 
However, the combined effort 
of expanding tourism into the 
“shoulder seasons” and mak-
ing Myrtle Beach a more vi-
able year-round destination 
through increased airline ac-
cess has resulted in a greater 
number of year-round jobs.
 “There’s a natural economic 
lift to the whole community 
when you have more people 
working year-round,” Dean 
said. “You don’t see the seasonal 
unemployment. You see more 
consistent spending patterns. 
… It provides more sustain-
able resources for businesses.”
 Dean added that, regardless 
of whether a business is hiring 
an employee for six months 
or twelve months, that busi-
ness is probably going to invest 
the same amount in training 
that employee. If those train-
ing and development costs can 
be leveraged over the full year, 
it’s more efficient for business 
owners, and therefore a more 
effective economic model.
 The irony of the area’s recent 
growth, however, and perhaps 
the element of the chamber’s 
success of which Dean is most 
proud, is that it ultimately came 
as a result of rather dire circum-
stances: the Great Recession.
 “We were hit with the reces-
sion, and tourism took a hit,” 
Dean said. “And when tour-
ism is the number one industry 
and it takes a hit, everyone feels 
it.” So the Myrtle Beach Area 
Chamber of Commerce dou-
bled down on increasing tour-
ism numbers by working with 
local delegation and the Myrtle 
Beach City Council to create a 
tourism growth initiative that 
provided additional funds for 
promotion and tourism-related 
infrastructure. (One such ma-
jor project, for example, was 

a Myrtle Beach boardwalk.)
 Dean pointed out that some-
times, working as an advocate 
for the business community can 
be a sensitive issue; what’s best 
for the business community, he 
said, is not always popular with 
local residents. So when the 
Myrtle Beach Area Chamber of 
Commerce kicked off its tour-
ism initiative, the staff wanted 
to be sure that area residents 
also reaped some of the benefits. 
How did they do that, you ask? 
By granting residents the largest 
property tax cut in South Caro-
lina history: a whopping 88%. 
 “This was one program 
where we said, ‘OK, growing 
tourism is going to be good for 
businesses, and it certainly is go-
ing to be able to create jobs. … 
But what about the residents?’” 
Dean explained. “We were able 
to work with the city council 
and our legislative delegation to 
direct a portion of the [tourism 
initiative] funds to a property 
tax reduction … so it was truly 
creating a win-win.” He paused, 
and then added, “And this all 
came as a result of the recession.” 
 But to Dean, this is the very 
essence of his chamber’s work: 
taking on initiatives too big, 
too demanding, and too com-
plicated for anyone else to han-
dle. He said that if anyone else 
were going to do these jobs, the 
chamber might become irrel-
evant, and so he’s happy to take 
on these challenging initiatives. 
 “Sometimes I think cham-
bers are tasked with taking lem-
ons and making lemonade, and 
in [the case of the Great Reces-
sion], we took dire economic 
circumstances … and created a 
win-win situation,” Dean said. 
“It takes perseverance because 
what we do is so big, and vi-
tally important, [and] it rare-
ly happens quickly or easily.”
 For more information on 
the Myrtle Beach Area Cham-
ber of Commerce, go to www.
myrtlebeachareachamber.com. 

- Seneca Falls, NY

Carly Morgan
Head Writer

 Awareness and apathy.
 Those, according to Jeff 
Shipley, constitute the two big-
gest challenges in his cham-
ber’s work of engaging the 
local business community.
 “We have really tried to put 
a focus on testimonials [and] 
referrals,” Shipley said of how he 
and his staff at the Seneca County 
Chamber of Commerce, where 

Shipley serves as president and 
CEO, try to get their chamber’s 
brand and mission out into 
the local business community.
 “It’s certainly easier when 
you have sort of an ‘in’ with 
businesses,” he added. “So we’re 
trying to engage as much of our 
chamber membership as pos-
sible [to be] a conduit for us and 
help open doors.” Which cer-
tainly seems to have helped with 
the awareness issue, as many of 
the chamber’s new members do, 
indeed, come from referrals.
 And some degree of apa-
thy, Shipley said, is to be ex-
pected, because there are only 
so many hours in a day, and 
running a business is no small 
task. “People are ... sitting be-
hind a counter at the cash regis-
ter most of the hours of the day 
and they don’t, frankly, have 
the time to network or find 
new customers,” he explained.
 The Seneca County Cham-

ber of Commerce works to help 
business owners like those de-
scribed by connecting them with 
the community, increasing their 
exposure, and raising the com-
munity’s awareness of all that 
local businesses have to offer.
 “We listen to our mem-
bership,” Shipley said. “Thats 
probably the biggest way we’ve 
been able to overcome that 
challenge. … We are con-
stantly trying to identify the 
pulse of our membership com-
munity; what makes them 
tick; what issues are of par-

ticular importance to them.”
 Located in Seneca Falls, 
New York, the Seneca County 
Chamber of Commerce has 350 
members, ranging in size from 
sole proprietors to multina-
tional corporations. (ITT Cor-
poration has a division located 
in Seneca County.) “We have a 
really diverse mix,” Shipley said, 
“and we really pride ourselves on 
… our ability to help those busi-
nesses of all shapes and sizes.”
 Of the businesses in the area, 
though, the ones for which Sen-
eca County is best known are its 
wineries. Bound to the east and 
west by Cayuga Lake and Sen-
eca Lake, respectively, Seneca 
County is part of what’s known 
as Finger Lakes Wine Coun-
try, which was recently ranked 
an impressive fourth among 
the best wine country desti-
nations in the United States.
 The Seneca Wine Trail is 
nationally acclaimed, and at-

tracts upwards of 500,000 visi-
tors each year. Shipley noted 
that the area’s wineries are also 
an integral component of the 
community’s identity, and a def-
inite source of regional pride.
 In the not-so-distant future, 
however, the area will boast an-
other major tourist attraction: a 
casino. In the November 2013 
election, New York State voters 
passed a constitutional amend-
ment allowing for the construc-
tion of as many as seven Las 
Vegas-style casinos throughout 
the state. Currently, all of New 
York State’s five casinos are lo-
cated on American Indian soil, 
but the passage of the new 
amendment has so far led to the 
undertaking of four major ca-
sino projects, all in different up-
state regions, one of which hap-
pens to be in Seneca County.
 The decision to loosen state-
wide gambling restrictions has 
been a polarizing one through-
out New York State state, but 
the Seneca County Chamber of 
Commerce has been very vo-
cal in its support of the $425 
million project. “We believe 
that [the casino] will create a 
positive economic impact not 
just for our community, but 
for the surrounding region 
as well,” Shipley explained.
 He believes that the casino 
will be a “great catalyst” for im-
proving local infrastructure—
an area, he feels, in need of a 
great deal of improvement. “If 
I had to put my finger on the 
one particular thing that might 
be preventing our area from 
experiencing more growth,” 
Shipley said, “it would be … 
the aging infrastructure that 
we have.” Those at the Seneca 
County Chamber of Commerce 
hope that any related improve-
ments will help attract more 
businesses to Seneca County.
 Advocating for the develop-
ment of a new casino—the es-
timated gambling tax revenue 
of which is nearly $8 million in 
the first year alone—is just one 
part of what Shipley believes to 
be “at the core” of the work he 
and his staff do: advocating for 
the business community. “We 
pride ourselves on being the 

voice of business, and certainly 
helping advocate for issues and 
policies that will improve the 
business climate,” Shipley said.
 The job of the chamber of 
commerce, as far as the Sen-
eca County Chamber of Com-
merce is concerned, is to “con-
nect communities,” a task that 
can take on many different 
forms: connecting local busi-
ness owners with government 
officials through advocacy 
work; connecting the business 
community with local residents 
through marketing and promo-
tional initiatives; and connect-
ing members of the business 
community with each other 
through networking events.
 It is not often that I get to 
experience chamber events 
firsthand, but in early No-
vember, NCR Editor-in-Chief 
Patrick McCabe and I were 
able to do just that when we 
made the hour-long drive out 
to Seneca Falls for an infor-
mational workshop hosted by 
the Seneca County Chamber 
of Commerce. The event fea-
tured motivational speaker 
(and NCR contributor) David 
K. Aaker, IOM, and focused 
on providing attendees with 
new ways to bolster custom-
er service in their businesses.
 “Those are the types of 
events that we put on on a regu-
lar basis, and try to bring those 
topics of most concern … to 
our membership,” Shipley said 
of the seminar. “We try to bring 
… information to the table for 
[our members] for them to use 
and better themselves and their 
businesses.” Aaker’s seminar 
was both engaging and informa-
tive, and everyone present left 
with strategies for improving 
customer interaction that they 
could put to use immediately.
 Overall, Shipley sees the 
work of helping business owners 
as “rewarding the risk-takers”: 
“You know, I had this conver-
sation with somebody just last 
night,” he elaborated, “where we 
were talking about how reward-
ing it is to see good people suc-
ceed in business.” Shipley feels 
that one of the most fundamen-
tal ways to support such peo-
ple is by simply being present.
 “Whenever anyone calls 

or asks me how they can get 
more involved [at the cham-
ber], that’s the first thing I tell 
them to do: show up at a rib-
bon-cutting to reward the risk-
takers,” he explained. “Anyone 
that has the courage to open 
their own business, if they’re a 
sole proprietor or right on up 
to a major corporation, that’s 

taking a risk in our communi-
ty, and it should be rewarded.”
 For more information on 
the Seneca County Cham-
ber of Commerce, go to fin-
gerlakescentral.com/seneca-
county-chamber-of-commerce.

Myrtle Beach, South Carolina Credit: Scott Shawcroft

Seneca Meadows Wetlands Preserve Credit: Kevin Colton
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Content Marketing: The Long and Short of It

Production or Reproduction? That is the Question
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Carly Morgan
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 My dad’s taste in music typi-
fies the genre that is Dad Rock: 
John Mellencamp, The Beach 
Boys, Tom Petty, and, perhaps 
most fittingly, Hall & Oates. 
Masters of the Dad Rock genre, 
Hall & Oates were named the 
most successful rock duo of the 
era by Billboard, having sold 
more than 80 million copies 
of their 21 albums—and prov-
ing that they are so much more 
than the sum of their parts. 
 John Oates once described 
himself as the most famous 
back-up singer in rock and 
roll, as the Hall & Oates songs 
on which he sings lead are few 
and far between. Daryl Hall’s 
voice, on the other hand, fig-
ures prominently throughout 
the duo’s discography, but those 
lead lines just aren’t the same 
when he’s on his own. Both 
have ventured into the territory 
of the solo artist, but neither 
performer’s career has yielded 
anything that matches the suc-
cess of the original duo. Because 
honestly, what could possibly 
be more infectious than “Man 
Eater,” besides, like, the oc-
casional pathogenic microbe?
 When it comes to market-
ing your chamber, you want 
the Hall & Oates of content 
marketing. A Facebook page 
and a Twitter account are 
both great, but just like Oates’s 
many-a backing vocal line, 
they simply aren’t substantive 

enough to stand on their own.
 A beautiful website with 
long blog articles and in-depth 
videos is also important in its 
own right—but just like I’m not 
going to sit through a whole epi-
sode of Live From Daryl’s House 
just because I maybe, admitted-
ly, wouldn’t mind hearing “You 
Make My Dreams,” people who 
aren’t already invested or inter-
ested in your chamber’s brand 
aren’t going to want to scour 
through all sorts of content 
to get a sense of who you are.
 You need a combination of 
both: snappy, accessible short-
form content, and in-depth, 
informative long-form content.
 Your short-form content 
should be quick and easy to cre-
ate, and quick and easy to con-
sume—think Facebook status 
updates, Tweets, Vine videos, 
Instagram photos. It’s the sort 
of online presence to which 
more than one employee can 
help contribute, so hiring extra 
hands to manage social media 
profiles may not be necessary.
 However, let your social 
media profiles fall too far to the 
wayside and their impact will 
decrease precipitously. The turn-
over rate of information on these 
sites is staggering, so the shelf-
life of any given post is limited.
 If you’re not updating with 
some frequency, you are almost 
sure to get lost in the shuffle. 
My mom runs a small busi-
ness, and she posts to their 
Facebook page probably five or 
six times a day, yet I only ever 

come across one or two of her 
daily posts in my news feed.
 Assume that your followers 
are constantly being inundated 
with new content and adjust 
your posting frequency accord-
ingly. Remain conscious, how-
ever, of posting content that 
doesn’t just advertise your very 
existence, but that users are 
likely to find compelling in its 
own right. After all, Oates could 
sing back-up all he wanted, but 
he had to at least stay in key.
 Short-form is also great 
for spontaneity which, in the 
marketing world, breeds trans-
parency—one of the keys to 
establishing trust between 
any business and its cur-
rent and potential clientele.
 For example, something like 
the GoCast mobile video app, 
available through CGI Com-
munications, Inc., allows you to 
record short videos and upload 
them to your website instantly. 
It’s important to keep in mind 
that short-form content is dis-
posable, and can therefore be of 
varying efficacy depending on 
how you use it. It’s most effec-
tive if all of your ever-changing 
short-form content grabs the 
attention of potential members, 
piques their interest in your 
chamber, and drives them to 
your website, thereby paving the 
way to your long-form content.
 Long-form content takes 
more effort and initiative both 
to produce and to consume, 
and should contain all of the 
information not conducive 

to the disposability of short-
form. Your long-form content 
is where you can craft and share 
a narrative of your chamber’s 
history and its role in the com-
munity. This is where you can 
introduce the members of your 
staff, answer frequently asked 
questions, and establish your 
chamber as an expert in busi-
ness promotion, all while es-
tablishing relationships with 
new and potential members.
 Unlike short-form content, 
which will almost always be of 
comparable quality no matter 
who produces it, high-quality 
long-form content might re-
quire some outside help. My 
first writing job was as a blog-
ger for a small marketing com-
pany in Boston. I wasn’t hired 
because my boss wasn’t capable 
of doing the work himself; I 
was hired because churning out 
high-quality long-form con-
tent at a reasonable clip can 
easily become a job unto itself.
 You could also partner with 
a company that specializes in 
video and web content, like CGI 
Communications, Inc., which 
has been working with cham-
bers, cities, counties, and local 
businesses to produce polished 
and professional long-form 
content since 1988. (For more 
information on CGI Com-
munications, Inc. and their 
Community Video Network, 
visit www.cgicompany.com.)
 Another important thing to 
consider when it comes to long-
form versus short-form is ex-
actly whom each one is likely to 
reach. For example, in order for 
John to see your Facebook or 

Twitter updates in his feed, John 
has to already have found your 
profile and subscribed to you; 
or, someone John knows has to 
have heard of you, subscribed to 
you, and chosen to share your 
content with his or her friends. 
It’s a great way to build your rela-
tionship with these existing fol-
lowers (and turn current mem-
bers into brand advocates), but 
may not be the most effective 
way to get found by new people.
 Before my son was born, 
my husband and I had to pick a 
pediatrician. I didn’t know any 
in our area, and was essentially 
starting from scratch. You know 
where I turned to first? Not my 
Facebook or Twitter feeds; I 
went to Google. If I’m looking 
for new or specific informa-
tion, or details on a product or 
service, I’m not going to scroll 
through my Facebook feed un-
til something relevant catches 
my eye, and I’m not looking 
to Twitter to scroll through 
any semi-relevant hashtags. 
 In order to glean the benefits 
of Search Engine Optimization, 
and for your content to show 
up in Google searches, it needs 
to be long-form. Google does 
not display Tweets or status up-
dates, regardless of relevance. 
It is perhaps worth noting 
that Bing, through its partner-
ship with Twitter, has recently 
added Twitter-based features 
that will allow relevant Tweets 
to pop up in search results.
 However, a study conducted 
by comScore, Inc. shows that, 
as of October 2013, Google oc-
cupies a 66.9% share of the U.S. 
core search market, process-

ing nearly 13 billion search-
es a day. Long story short: if 
you’re looking to get found 
through web searches, worry 
about being found by Google. 
 The relationship between 
long- and short-form market-
ing is symbiotic, each one ben-
efiting from the existence of the 
other in different ways: short-
form grabs the attention of 
potential members and drives 
them to your website; your 
long-form content helps estab-
lish a relationship with them.
 Use your long-form content 
to link users back to your social 
media profiles and pages, where 
your short-form content can 
once again be put to use in help-
ing you maintain and continue 
to grow your relationship. Both 
serve unique purposes, and 
both are necessary for reach-
ing as many members as pos-
sible, in the most meaningful 
and memorable way possible. 
 Whenever my dad is in the 
same room as anyone with an 
instrument, his first question 
is always, “Know any Hall & 
Oates?” He doesn’t ask if they 
know Oates’s vocal line from that 
one song, and he doesn’t care to 
hear whatever Hall played on 
the most recent episode of Da-
ryl’s House; he wants the com-
bination of the two. Make your 
chamber’s online presence the 
Hall & Oates of content market-
ing by driving traffic with short-
form and engaging users with 
long-form. You just might end 
up with some of your chamber’s 
greatest hits on your hands.

Alex Ross
Staff Writer

 Benefits include: 401K, 
health care, dental, paid va-
cation, and egg freezing.
 That’s right, egg freezing.
 In recent months, develop-
ments have been made in two 
of the world’s most enormously 
successful companies, offering 
female employees some new and 
arguably surprising benefits.
Both Apple and Facebook made 
headlines in October for offer-
ing oocyte cryopreservation, 
more commonly known as egg 
freezing, for employees’ family 
planning purposes. This bold 
move has people wondering 
whether other corporations and 
companies will be following suit. 
 When combining women’s 
rights issues with business, 
it’s hard to discern whether or 
not the new benefit is one gi-
ant leap forward for woman-
kind, or one giant leap over 
the line of what’s appropriate. 
And, perhaps  more impor-
tantly, what is truly feasible in 

regards to the benefit itself?
 According to an ar-
ticle in Forbes, Facebook 
and Apple’s proposed ben-
efit plans cover the (approxi-
mately) $20,000 procedure.
Much like the inner-workings 
of the female body, the process 
of egg freezing and conception 
thereafter is complicated and 
extremely time sensitive. Ac-
cording to the NYU Fertility 
Center’s website, there is a small 
window in the candidate’s men-
strual cycle during which the 
procedure can be performed. 
The site also states that the pro-
cedure itself only lost the “ex-
perimental” prefix about two 
years ago. (Take that as you will.)
 And while Facebook also 
claims to cover the cost of sur-
rogacy down the line for those 
who choose to take advantage 
of the benefit, there are many 
loose ends that such an incen-
tive may leave untied. As many 
of us learned back in junior 
high, a lot goes into creating a 
baby. So, with the egg extrac-
tion and freezing procedure, 

at some point, the eggs must 
wind up in the womb of the 
candidate or the womb of a 
surrogate. If you think that 
sounds costly, you’re right. 
 Elective egg freezing costs 
approximately $10,000 for 
preliminary testing, medi-
cation, monitoring, and the 
freezing itself. Egg Storage: 
$500-$800 per year. Egg thaw, 
fertilization, and embryo trans-
fer: approximately $5,000.
Now, given the proposed 
$20,000 benefit, the major-
ity of the services will be com-
pletely covered should the 
candidate decide to carry the 
embryo herself in the future. 
 Looking further down the 
line, however, women who de-
cide not to put their eggs to 
use until they’re post-meno-
pause may decide to turn to 
surrogacy. Surrogacy ser-
vices can cost anywhere from 
$100,000-$500,000 according 
to Circle Surrogacy, LTD. 
 All numbers aside, though,  
this benefit has promised to be 
a great stride for feminism. Em-

ployers affording women more 
options for family planning 
looks, on paper, like a great idea, 
perhaps even an infallible one. 
And there is a good chance that 
this plan will prove to be just as 
great in practice as it is in theory. 
Advancing technologies and in-
creasing support and awareness 
behind the modern feminism 
movement could prove to gar-
ner a good amount of support. 
 But there is also a chance 
that the benefit plan would 
be better left on paper. 
If things go well, will this ben-
efit become the new normal 
for companies? If this benefit 
becomes the new normal for 
companies, will it become the 
new normal for employees?
 *Samantha, a 22-year-old 
employee of a Fortune 500 com-
pany weighed in on the subject:
“At first glance it seems like a 
good benefit because egg freez-
ing is quite costly,” she said.  
“However, I think women 
might not take into consider-
ation the complications that 
can come from choosing this 
route and delaying more nat-
urally-timed family planning.”

Samantha shares a view with 
many critics of the benefit, 
who argue that there are com-
plications that can arise not 
only from the procedure, but 
from the candidate as well.
 Since the announcement 
of the benefit, critics have ar-
gued that offering such a ben-
efit may pressure women into 
delaying childbearing in order 
to please employers, or even 
in order to keep their jobs. If 
this does become a benefit that 
women are either pressured 
into, or choose to utilize en-
tirely of their own volition, will 
it change the course of nature? 
Will there be a ripple effect?
 In our society, full-time 
employees spend the majority 
of their time in the workplace. 
This particular benefit seems 
to be a sort of remedy for the 
“work-to-live vs. live-to work” 
quandary. Benefits are in place, 
of course, to benefit employees, 
and for the most part, they do 
exactly that. When left up to 
the discretion of the female em-
ployees themselves, this benefit 
could be a great opportunity. 
But given the social stigma 

against taking time off in the 
workplace, it could also become 
an unwanted pressure to post-
pone family planning in order 
to be more productive at work.
 Women are not just on this 
earth to be productive. Women 
are also not just on this earth to 
be reproductive. Today’s work-
ing women strive every day to 
find a balance between their 
careers and their personal lives, 
and if executed properly, this 
healthcare benefit could be a 
revolutionary step for wom-
en’s health and women’s rights. 
However, the possible emo-
tional toll on candidates may 
be enough to stifle the ben-
efit’s growth and popularity. 
In short, the debate boils 
down to this: To be pro-
ductive, or to be reproduc-
tive? That is the question. 

Digital Currency
because nobody owns it, the 
whole system has what Boring 
calls a “radical transparency” 
to it that our current financial 
system does not. Bitcoin al-
lows consumers to exchange 
money with one another for 
free, or for a nominal fee. By 
eliminating the third-party in-
termediary, this technology 
allows users to essentially cir-
cumvent the entire banking 
system. And that, Boring said, 
is what makes decentralized 
digital currency so potentially 
disruptive, and therefore so at-
tractive to regulatory agencies.
 “Money transmission is 
highly, highly regulated on 
the state and federal level, and 
Bitcoin dabbles in that space,” 
Boring said. “But this is a very 
new technology, and frankly 
many people, even those in the 
industry, are still developing 
it.” She maintains that foisting 
regulatory restrictions writ-
ten for traditional, brick-and-
mortar banks and financial 
institutions upon a technol-
ogy still in its nascency could 
stymy industry innovation.
 “When the Internet was first 
created ... it wouldn’t have made 
sense to put telecomm legis-
lation and regulations on the 
Internet, [especially at a time 
when] we had no idea what the 
Internet was going to be,” Bor-

ing explained. “So when we look 
to regulate [Bitcoin], we need 
to be very careful that we’re ... 
appreciating the technology.”
 Prior to the Chamber of 
Digital Commerce, there was 
no central, authoritative source 
for information on Bitcoin and 
other digital currencies. “You 
can’t call the Bitcoin headquar-
ters,” Boring said. “So this or-
ganization [i.e., the Chamber 
of Digital Commerce], we are 
the authority and the source 
of information for lawmakers 
[and] public policy makers.”
 The Chamber of Digi-
tal Commerce operates out of 
Washington, DC, as its primary 
focus is with the federal govern-
ment. Currently, several federal 
agencies and departments are 
engaging the digital currency 
industry for various reasons, 
and Boring wants to be there to 
offer information and guidance 
wherever it might be required. 
 “You have the Commodities 
Futures Trading Commission,” 
Boring explained. “They’re 
looking at Bitcoin as a com-
modity, and they’re looking at 
asserting jurisdiction from that 
angle. You also have the IRS 
saying, ‘Bitcoin is property,’ 
and providing guidelines on 
how to treat Bitcoin and digi-
tal currency for tax purposes.” 
Boring also mentioned the 
Consumer Financial Protec-
tion Bureau’s interest in digital 
currency, as well as the Security 
and Exchange Commission, 

which has already prosecuted 
two different companies in “the 
digital currency ecosystem.”
 Boring is adamant that any 
regulations applied to digital 
currency must be applied deli-
cately, and only after those writ-
ing the laws have gained a com-
prehensive understanding of 
the potential impact of this new 
technology on the global econ-
omy. Part of the case for Bitcoin 
is the belief that it could grow 
the global economy by provid-
ing financial services to people 
in emerging markets who might 
not have access to a bank. That, 
however, might be a bit further 
down the road. One of the areas 
in which Bitcoin could have im-
mediate impact, though, is with 
small business owners looking 
to curb their banking expenses.
 “There’s huge implication 
for small businesses,” Boring 
said. “For example, by accept-
ing Bitcoin, you’ll find that 
your transaction costs come 
down significantly.” This is be-
cause Bitcoin is both cheaper 
and faster than debit and credit 
cards. “When you [pay with] 
your credit card, between the 
time you swipe your card as a 
customer and the time the mer-
chant gets paid, there are at least 
nine steps that have to happen 
between your bank and the mer-
chant bank,” Boring explained. 
“And every step along the way, 
that’s a service that somebody 
is offering, so there are fees 
tacked on. It can take weeks for 

a merchant to actually get paid.”
 Unlike joining a credit card 
network (which carries a mem-
bership fee), creating a Bitcoin 
wallet is completely free and can 
be done in a matter of minutes. 
With Bitcoin transactions, funds 
are transferred immediately, 
and the average transaction fee 
is a flat four cents. That, Boring 
said, can amount to potentially 
immense savings for merchants.
 So far, there are 73,000 mer-
chants around the world ac-
cepting Bitcoin—Dell, Expedia, 
Overstock, and Wikipedia are 
some of the bigger ones. But 
Bitcoin is far from the point of 
replacing existing government 
currencies. Jerry Brito, a lead-
ing industry expert, explains in 
an interview on the VICE pod-
cast that fiat currency has three 
functions that essentially define 
it as currency: it can be used to 
store value; it can be used as a 
unit of account; and it can be 
used as a medium of exchange. 
Bitcoin, he contends, really only 
has one of those uses covered, 
and that’s functioning as a me-
dium of exchange. Its price vol-
atility is a big part of what has so 
far kept Bitcoin from becoming 
a practical alternative to fiat cur-
rency in the other two realms.
 Which brings us to what 
might be the general public’s 
biggest criticism of Bitcoin: the 
price fluctuates. It fluctuates a lot.
 At the time of press, the 
weighted market price for a 
single bitcoin is $330.25. In 

November 2013, Bitcoin hit 
its highest price to date: a 
whopping $1,242 per coin. Six 
months ago, the price of one 
bitcoin hovered around $600.
 The value of Bitcoin is de-
termined entirely by market de-
mand, which means that when 
demand increases, so does the 
price per unit; when demand 
falls, price follows. The entire 
Bitcoin market totals about ten 
billion dollars, which is actu-
ally quite small, so a single bit-
coin exchange has the poten-
tial to greatly affect the market 
value. Bitcoin is not subject 
to inflation, because the total 
number of bitcoins is fixed at 
21 million. This makes their 
market value completely im-
pervious to the inflation and/
or price manipulation that so 
often affects the value of other, 
government-backed currencies.
 But, according to Boring, 
if price volatility is your con-
cern, there’s an easy solution: 
services like BitPay and Coin-
base will convert Bitcoin into 
US dollars at the moment of 
transaction. These services al-
low merchants to accept pay-
ments in Bitcoin without hav-
ing to subject themselves to 
the currency’s price volatility.
 Boring concedes that the 
average household still proba-
bly has no idea what a bitcoin is, 
but she expects that to change 
in the not-so-distant future. “In 
the 90s, companies needed an 
Internet strategy. Today, com-

panies need a digital currency 
strategy,” Boring said, adding 
that the companies that are the 
earliest adopters of digital cur-
rency will be the ones who ul-
timately benefit the most. “If 
you look back at the Internet, 
the companies that were able 
to integrate [the Internet] into 
their business platform early 
on, ended up being successful.”
 She pointed to Blockbuster 
as an example of a company 
that failed to adopt the technol-
ogy of the time and, as a result, 
quickly faded into obsolescence. 
Boring hopes that the Cham-
ber of Digital Commerce will 
be a valuable resource to busi-
nesses as they navigate these 
new technological advances.
 “Over the past couple of 
years, there’s been a lot of mis-
information and miscommu-
nication [regarding Bitcoin] … 
and a lot of that is because there 
was no reliable place to go to 
ask people about the technol-
ogy,” Boring said. “We [at the 
Chamber of Digital Commerce] 
understand the industry in and 
out and can help provide reli-
able and accurate information 
for people who are interested 
and looking to get involved 
with this [new technology].”
 For more information on the 
Chamber of Digital Commerce, 
visit www.digitalchamber.org. 

(Continued from page 1)



Glenn Shepard
Contributing Writer

 People use the term “socio-
path” loosely, but it’s no laugh-
ing matter. Mental health ex-
perts estimate that as many as 
one out of every 25 people in 
the U.S. is a sociopath. That’s 
over twelve million people, and 
it means there’s nearly a 100% 
chance that you know one. They 
can be your employees, board 
members, or even your spouse.
 The problem is that 
they’re extraordinarily good 
at deception, so they can 
spend their entire lives fly-
ing under the radar and fool-
ing everyone around them.
 Contrary to common be-
lief, most are not serial killers or 
societal misfits that can’t keep 
a job. Many are “high func-
tioning sociopaths” who are 
quite successful. They surround 
themselves with minions who 
are spellbound by their charm 
and wouldn’t doubt, question, 
or suspect them of anything.
 In no specific order, here 
are a few of the tell-tale signs:
 1. They exploit others for 
their own personal gain (e.g., 

Olivia A. Viterna
Staff Writer

 As this series comes into its 
third and final act, two ques-
tions remain: what can we do 
to help our community’s young 
professionals eliminate stu-
dent debt? And is this rising 
epidemic a chamber issue?”
 Although the answers to 
these questions remain disput-
ed, one fact still stands: student 
debt is increasing at an alarming 
rate as students continue to bor-
row money they can’t pay back. 
 According to an article by 
Phil Izzo in The Wall Street Jour-
nal, 2014 college grads will owe 
an estimated average sum of 
$33,000 in student loans—near-
ly double the amount borrowers 
had to pay over twenty years ago. 
Izzo argues that this amount 
will only get higher as more 
and more students continue to 
borrow money to pay for their 
tuition: “The good news for the 
Class of 2014 is that they likely 
won’t hold the title of ‘Most In-
debted Ever’ very long. Just as 
they took it over from the Class 
of 2013, the Class of 2015 will 
probably take it from them.” 
 Izzo concludes that the 
problem may have something to 
do with the fact that wage earn-
ings and debt aren’t moving in 
the same direction: “From 2005 
to 2012, the average student loan 
debt has jumped 35%, adjusting 
for inflation, while the median 
salary has actually dropped 
by 2.2%.” These startling sta-
tistics leave us young profes-
sionals looking at our bank 
statements wondering “Will I 
ever get out of college debt?” 
and, most importantly, “Was I 
doomed from the beginning?”
 Although the current stu-
dent loan crisis looks dire, 
chambers across the U.S. are 
working together with their 
members to solve this epidemic 
and provide students and grad-
uates with the financial plan-
ning and resources they need 
to reduce their student debts. 
 The Greater Philadelphia 
Chamber of Commerce is leav-
ing quite a mark on young pro-
fessional networks everywhere. 
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Use a Mission Moment Ten Ways to Tell If You Supervise—
or Are Married to—a Sociopath

Young Broke Professionals:
Generation Debt

Bob Harris, CAE
Contributing Writer

 “The chamber meet-
ing is called to order.” 
 After the announcements, 
directors get down to the busi-
ness of advancing the cham-
ber mission. Or do they?
 The board is responsible for 
advancing their chamber’s mis-
sion even in the face of distrac-
tions: a myriad  reports, updates, 
and concerns about operations; 
somebody asking about lunch; 
a few directors apologizing 
for leaving early. This doesn’t 
sound like a meeting strategi-
cally focused on its mission.
 The IRS designates ex-

empt status based on the sub-
mission of a statement of pur-
pose. To highlight the mission, 
it repositioned it to the front 
of Form 990, the chamber’s 
annual information return.
 In a white paper, the agency 
wrote that nonprofit organiza-
tions should regularly review 
their statements. A clearly ar-
ticulated mission, adopted by 
the board of directors, serves 
to explain and popularize the 
purpose and guide its work. 
The mission addresses why 
the organization exists, what it 
hopes to accomplish, and what 
activities it will undertake, as 
well as where and for whom.
 Here’s a convincing way 
to increase awareness of the 
mission: At the start of ev-
ery meeting create a few min-
utes for a “Mission Moment.”
 The board chair reminds 
directors of the mission as 
the meeting is called to order. 
Then he or she provides ex-
amples of how the chamber’s 
work has resulted in posi-
tive outcomes—for instance, 
improved business prosper-
ity or regulatory successes.
 A more powerful mission 
moment is inviting a testi-
monial from a person, bene-
factor, or member who has 

been helped by the chamber.
 Be mindful, however, to 
avoid “Mission Creep,” which 
comes as a result of losing fo-
cus and drifting away from 
purposeful dialogue. The mis-
sion should frame nearly every 
discussion at board meetings.
 There are several ways to 
keep the mission in front of the 
board. Display the statement 
on the boardroom wall and at 
the bottom of meeting agendas. 
Some meetings are started by 
asking directors to recite the 
mission. When name tent cards 
are used, one side should dis-
play the director’s name and 
the other side (facing the direc-
tor) should include the mission.
 To check whether or not 
chamber board meetings are 
mission-centered, read a re-
cent set of minutes. How many 
of the words from the mission 
appear in the minutes? Too of-
ten minutes simply show that 
the board convened, listened 
to reports, and adjourned.
 Be resourceful in pro-
moting the missionv state-
ment. The work of the board 
will be more powerful when 
it is framed by the mission.

Bob Harris, CAE, provides non-
profit governance tips and tem-
plates at www.nonprofitcenter.com.

theft and embezzlement). 
They’ll also exploit others just 
for their own personal grati-
fication, even when there’s no 
material gain (e.g., intentionally 
being late just to keep others 
waiting, or lying just to feel like 
they got away with something).
 2. They have a callous dis-
regard for the rights and feel-
ings of others, so cheating, 
lying, and stealing are accept-
able means to an end for them.
 3. Despite their insensi-
tivity to others, they’re high-
ly sensitive to criticism and 
prone to emotional outbursts.
 4. They’re incapable of love. 
They may act loving to get what 
they want, but they can’t actually 
feel love for anyone else because 
they’re completely self-serving.
 5. They’re incapable of feel-
ing gratitude, guilt, remorse, 
empathy, shame, and sym-
pathy for anyone other than 
themselves. A University of 
Wisconsin study found ab-
normalities in the brain that 
may be responsible for this.
 6. They tend to be highly 
intelligent and are good liars.
 7. They always have to 
win, from simple arguments 
to competing in business.
 8. No matter how hurtful 
or damaging their actions may 
be to you, they don’t apolo-
gize (unless they see some 
benefit to them for doing so).
 9. Because they feel un-
bound by social norms, they’ll 
do things that seem bizarre to 
you—but they’re great at ra-
tionalizing whatever they do.
 10. They’re very charis-
matic. This is key because this 
charisma is how they get peo-
ple to let their guards down. 
Because they’re so “charm-
ing and disarming,” most 

people are completely oblivi-
ous to their secret double life.
 If you’re like most people, 
you probably have a name and 
face in mind. Do NOT, however, 
confront someone you suspect 
of being a sociopath about your 
suspicions. Because they’re so 
incredibly manipulative, they’ll 
make it look like you’re the one 
who’s mentally ill. They’ll also 
turn others who are gullible 
enough to fall for their Sven-
gali-like charm against you.
 These are severely damaged 
and highly dangerous people. 
Because there is no known 
cure, the best advice from men-
tal health experts is avoidance.
 If you work for a sociopath, 
you’ll be well served to find an-
other job. If you supervise a so-
ciopath, watch them like a hawk 
until the day they decide to leave 
you, or you decide to “free them 
up for other opportunities.” 
They might be good workers, but 
they won’t be good employees.
 And what if you’re married 
to one? Seek counseling with a 
licensed therapist immediately. 
Go alone and find out if your 
suspicions are correct, and then 
decide where to go from there.
 While there is no known 
cure for sociopathy, knowing 
what to look for can make your 
life a lot easier. At least you’ll 
know you’re not crazy when you 
see the behavior no one else sees.

Based in Nashville, Tennessee, Glenn 
Shepard is a professional speaker and 
internationally recognized author-
ity on managing problem employees 
and eliminating deviant behavior in 
the workplace. He’s the bestselling au-
thor of six books and over 400 pub-
lished articles. His company provides 
accredited seminars for chambers 
at no cost. More free resources are 
available at www.glennshepard.com.

Chamber member, chairman, 
and CEO of U.S. Liability Insur-
ance Group, Thomas P. Nerney, 
is helping students and young 
professionals pay off their stu-
dent debts by taking out a cer-
tain percentage of their pay-
stubs and submitting it to their 
colleges’ financial aid offices. 
 In June of 2014, Nerney 
published an article on GPCC’s 
website titled “Businesses, Help 
Ease Student Debt,” where he 
details USLI’s “college-help” 
initiatives currently in place for 
students in the local area: “At 
USLI, we implemented a col-
lege-help qualified educational 
assistance plan (per Section 
127 of the IRS Code of 1986). 
This plan helps students from 
a dozen area colleges and uni-
versities interning with us to 
pay down their student loans.” 
 According to Nerney, this 
program also helps under-
graduates who currently have 
federal or private loans in de-
ferment: “We direct a portion 
of their hourly wages toward 
paying down their deferred 
debt. Over four years, a stu-
dent could earn up to $21,000 
tax-free to repay student loans.” 
The objective of this plan is to 
decrease loan principles ear-
ly, so students have a better 
chance of reducing their over-
all cost of tuition and paying 
it off before their late twenties. 
 In his article’s conclusion, 
Nerney encourages other busi-
ness owners in the Greater 
Philadelphia area to copy this 
program as well, as he believes 
it will benefit both parties: “By 
decreasing their loan princi-
pals, students win by reducing 
or eliminating future loan pay-
ments, and we as a corporate 
community win by reducing the 
indebtedness of this generation.” 
Although this program is help-
ing students still attending col-
lege, it significantly impacts 
the student debt problem, and 
its successful implementa-
tion inspires others to won-
der how we can use this same 
program to help post gradu-
ates pay off their loans too.
 If the USLI is taking out a 
portion of an intern’s hourly 

wage to pay off deferred debt, 
couldn’t businesses who are em-
ploying recent college graduates 
do the same? Better yet, couldn’t 
this be an alternative to a young 
professional’s 401K plan?
As we all know, a 401K is a re-
tirement savings plan offered 
by employers, which ultimately 
helps employees save and invest 
in their financial futures. Like 
the “college-help” program USLI 
is offering interns, the 401K ac-
cumulates its wealth by taking 
a pre-taxed amount out of your 
bi-weekly (or weekly) paycheck. 
In some cases, companies will 
match the amount coming 
out of your paycheck, thereby 
doubling your 401K’s worth. 
 My question in this third 
and final article is this: what if, 
instead of using that money for 
retirement, young profession-
als used that money to pay off 
their student loans? To expand 
on this question, what if young 
professionals between the ages 
of 21-35 had the option of apply-
ing for a 401K or a student-help 
savings program? This would 
not only decrease the amount of 
college graduates going into de-
ferment, but it would also pro-
vide young professionals with 
the necessary financial resourc-
es they need to make a perma-
nent dent in their student loans. 
Grads would be able to make 
consistent payments and reduce 
their loans significantly, and if 
companies decided to match 
this sum (similar to a 401K), 
there may actually be a solu-
tion to this student loan crisis. 
 Whether student debt is a 
chamber issue or not, the suc-
cess of USLI’s college-help 
programs proves how effec-
tive a chamber and its mem-
bers can be when they stand 
by their promise to help 
their future leaders succeed. 
In concluding this article, I 
leave you with these thoughts: 
we all know the importance of 
a 401K and saving for the fu-
ture, but what if we can’t afford 
to live in the present because 
our student loans keep piling 
up? Wouldn’t it be better to 
pay off our debt early and then 
save for the future? Shouldn’t 
there be an alternative?

Patrick McCabe
Editor-in-Chief

 When you think of the type 
of people you love to find out 
are chamber staff members, 
what attributes do those peo-
ple have in common? They’re 
dedicated; they’re compas-
sionate; they’re intelligent, in-
novative, and, most impor-
tantly, personable. They know 
how to be a team player, but 
they also know how to lead.
 I’ve had the pleasure of 
working with David K. Aaker 
since 2012, and the above de-
scribes him to a tee. I could 
have gone further, but then 
this article would never end.
 For those of you that have 
never had the pleasure of 
meeting, or maybe have never 
even heard of, Mr. Aaker, let 
me tell you a bit about him.
 Aaker is an internation-
ally recognized motivational 
keynote speaker and trainer in 
customer service, leadership, 
and communication. From 
1981 to 1994, he was the execu-
tive director of the Palmdale 
Chamber of Commerce, and 
from 1995 to 2004, he was the 
president & CEO of the Palm 
Springs Chamber of Com-
merce. He also serves as the 
vice chairman of the Indian 
Planning Commission for the 
Sovereign Nation of the Agua 

Caliente Band of Cahuilla Indi-
ans in Palm Springs, California.
 Aaker is a 1989 graduate of 
the USCOC Institute for Or-
ganization Management, so he 
knows a thing or two about the 
importance of having a well-
oiled organizational machine.
 He’s been a tremendous 
friend of the National Cham-
ber Review since its inception, 
and continues to keep me in 
the loop regarding his activi-
ties. So when he was going to 
be traveling to Upstate New 
York in November to meet with 
several area chambers of com-
merce, he asked me to come 
and see what he does best.
 On Monday, Novem-
ber 10, Aaker invited me to 
an event hosted by the Sen-
eca County Chamber of Com-
merce in Geneva, NY. He 
presented his world-famous, 
two-hour workshop “Gain-
ing a Competitive Advantage 
Through: Customer Service.” 
The event was attended by more 
than 100 chamber members.
 In the workshop, he told 
stories about past customer 
service experiences, provided 
in-depth tools and ideas for 
handling customers better, and 
lead a brainstorming session 
for customer service ideas we 
can all use in the work place.
 On the following Wednes-
day, November 12, I was in-

vited to an event hosted by the 
Greece Chamber of Commerce 
in Greece, NY, but featured 
staff members from sixteen 
Rochester, NY-area chambers 
of commerce. The workshop, 
“Chamber University,” pre-
sented two different topics to 
help your organization grow: 
“Maximizing Service to Mem-
bers” & “Recruiting Qual-
ity Board Members and Staff ”.
 David taught the group 
many lessons for handling dif-
ficult board members, im-
proving the overall quality of 
your board, and why that’s all 
so important to begin with. 
(You’ll have to inquire about 
the seminar for more details!)
 I couldn’t recommend that 
enough. Mr. Aaker’s stories, 
personality, experience, and 
motivation would be helpful to 
any chamber, regardless of your 
current status. It was an honor 
to be invited, and I certainly 
learned a lot. Aaker & Associ-
ates, and David K. Aaker him-
self, both get the National Cham-
ber Review seal of approval.
 For more informa-
tion on what his presenta-
tions and workshops can 
provide for your chamber, 
visit www.davidkaaker.com.

David K. Aaker: Motivator, Entertainer, Chamber All-Star

Exec. Dir. of The Seneca County COC Jeff Shipley, Seneca County COC Mark Benjamin, and David K. Aaker, IOM 
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1st QUARTER 2015 UPCOMING EVENTS:
If you have important events coming up in April, May & June of 2015,
e-mail submissions@chambereview.org to submit them for our next issue!
January
-Bemidji Chamber of Com-
merce, Bemidji, Minnesota: 
First Day Snowshoe (Jan 1). Start 
the new year off with a snow-
shoe through our winter won-
derland! Meet at the park office 
at 10 am and we’ll head out to 
explore the park. Call ahead to 
reserve free snowshoes for kids 
or adults, or bring your own! 
Afterward we’ll warm up in the 
Visitor Center with hot choco-
late, coffee, and treats! Dress 
warmly and wear sturdy boots.

-Fallbrook Chamber of Com-
merce, Fallbrook, California: 
The Retreat at Pala Casino Re-
sort Spa (Jan 3-4). Two bliss-
ful days of rest, relaxation, 
and rejuvenation in support 
of City of Hope’s mission to 
prevent and cure cancer. Envi-
sion a gorgeous backdrop, full 
moon, and a spectacular team 
of yoga instructors, present-
ers, vendors, and musical en-
tertainment as you meet and 
mingle with attendees from 
all over Southern California.

-Denver Metro Chamber of 
Commerce, Denver, Colorado: 
Trout Tank (Jan 8). Join us in 
January for the first tria-nnual 
Trout Tank, a free evening pitch 
event where Colorado entrepre-
neurs will pitch their businesses 
to a panel of lenders. We’ll kick 
off the night with five-minute 
presentations from the busi-
ness owners, followed by ques-
tions from the lenders. Guests 
are welcome and should regis-
ter in advance to reserve a seat.

-Spooner Area Chamber of 
Commerce, Spooner, Wis-
consin: Jack Frost Festival 
(Jan 10). Ice pond hockey, 
ice fishing contest, antique 
snowmobile show, bonfire 
& marshmallow bar, bloody 
mary bar, turkey bowling, kids 
games, snowshoe sprints, hot 
drinks, minnow races, chili 
& ribs contests, and more!

-Colonie Chamber of Com-
merce, Latham, New York: 
Increase Sales in 2015 … 7+ 
Strategies to Increase Sales and 
Profits This Year (Jan 14). Join 
Lorraine Ferguson, award win-
ning Sandler Training profes-
sional, speaker, and business 
executive for a rock’n, sock’n 
briefing of what the best of 
the best are doing to make 
2015 a smashing sales success. 
Leave with a “hotlist” of strate-
gies that will have an immedi-
ate impact on you, and your 
salespeople. It will be time and 
money well spent. Guaranteed.

-Apalachicola Bay Chamber 
of Commerce, Apalachicola, 
Florida: The 5th Annual Oyster 
Cook-Off to benefit the Apala-
chicola Volunteer Fire Depart-
ment will be held on Saturday, 
January 17, 2015. The Friday 
evening event will be a preview 
of the oyster-related silent auc-
tion items, along with a sam-
pling of the Apalachicola Bay’s 
tasty bivalves 6:00-8:00 pm. The 
actual cook-off on Saturday will 
start at 12 noon, Judging and 
Bands starts at 2:00. Contestants 
are encouraged to enter with 
their favorite recipe. All forms of 
oysters will be available to taste: 
raw, steamed, fried. Other food 
items and refreshments will 
be available for purchase also. 
The day’s activities will include 
live music and dancing perfor-
mances. More information will 
be posted soon at www.oys-
tercookoff.com, and the event 
can be followed on Facebook.

-Sacramento Metro Chamber of 
Commerce, Sacramento, Cali-
fornia: Sacramento Business 
Review – 2015 Economic Fore-
cast (Jan 21). Your best guide 
to Sacramento’s economy. This 
year’s Economic Forecast pro-
gram will be hosted at Sacra-
mento State as an afternoon of 
information sharing followed 
by a networking reception.

-Greater Miami Chamber of 

Commerce, Miami, Florida: 
2015 Transportation Summit 
(Jan 22). Join the Exhibitor’s 
Showcase for a chance to feature 
your company to the communi-
ty interested in advancing pub-
lic transportation. The summit 
will feature a keynote address 
by Mayor Carlos A. Gimenez, 
breakout sessions, and oppor-
tunities to interact with com-
munity leaders and transporta-
tion professionals. Your Greater 
Miami Chamber of Commerce 
will be hosting the Exhibi-
tor’s Showcase for this event.

-Chicagoland Chamber of 
Commerce, Chicago, Illinois: 
Success EDU – Employment 
Trends for 2015 (Jan 28). Kick 
off the New Year by joining us 
for an interactive discussion on 
the state of labor and employ-
ment in 2015. David Ritter, a 
partner at Barnes & Thorn-
burg LLP with 30 years of ex-
perience handling labor and 
employment matters nation-
wide, will lead the discussion.

-Tucson Hispanic Chamber of 
Commerce, Tucson, Arizona: 
Trade Mission Trip to Guay-
mas, Sonora (Jan 28-30). Join 
us for our Trade Mission Trip to 
Guaymas! We will be touring the 
Port of Guaymas, manufactur-
ing facilities and meeting with 
business leaders. Open to the 
public – passport required. We 
leave 8am on Wed, Jan 28th and 
return at 5p on Fri, Fri Jan 30th. 
Price includes transporta-
tion, two night hotel stay, all 
meetings and most meals. 

-Greater Dade City Cham-
ber of Commerce, Dade City, 
Florida: Annual Kumquat Fes-
tival (Jan 31). Come and enjoy 
the unique, quaint and family 
fun of “old Florida” during our 
Annual Kumquat Festival® in 
historic downtown Dade City—
it’s one of a kind! The Greater 
Dade City Chamber of Com-
merce has established a flagship 
event that celebrates everything 
that makes the Dade City area 
unique, while encouraging visi-
tors to participate in the fun! 
Since the nearby town of St. Jo-
seph was already known as the 
Kumquat Capital of the World, 
the Chamber of Commerce 
decided that this little fruit 
with a funny name could be 
the focus of an annual festival.

-Sedona Chamber of Com-
merce, Sedona, Arizona: The 
10th Annual Sedona Marathon 
Event, presented by Northern 
Arizona Healthcare, will be 
held on Saturday, January 31, 
2015. The Sedona Marathon 
Event will feature four dis-
tances sure to take your breath 
away: 5K, 10K, Half, and Full 
Marathon. This scenic race at-
tracts athletes from around 
the globe to enjoy Sedona’s red 
rocks up close and personal. “If 
the scenery doesn’t take your 
breath away, the hills will!” 
Visit sedonamarathon.com.

February
-Lee’s Summit Chamber of 
Commerce, Lee’s Summit, Mis-
souri: Recess for Success (Feb 
3). Speaker: Ben Seidel, Ignit-
ing Business; Topic: Search 
Engine Optimization (SEO for 
Small Businesses). What good 
is a website that looks good but 
can’t be found easily on search 
engines? Learn basics of website 
SEO in this interactive semi-
nar presented by Igniting Busi-
ness. The seminar will cover 
how search engines index and 
rank websites and what you can 
do to improve. We will also be 
discussing key indicators for 
evaluating a quality SEO com-
pany. You’ll walk away from 
this seminar with tangible 
takeaways that you can start 
implementing immediately!

-Ruidoso Valley Chamber of 
Commerce, Ruidoso, New 
Mexico: “Lincoln County Day 
in Santa Fe” Reception (Feb 4). 
The Ruidoso Valley Chamber 
of Commerce (RVCC) Board of 

Directors and Staff would like to 
encourage all Chamber mem-
bers and Village businesses to 
join us in representing the voice 
of our community at the Cham-
ber’s annual “Lincoln County 
Day in Santa Fe” on February 
4, 2015. There will be a Cham-
ber hosted Reception with Leg-
islators at 5 pm at The Inn and 
Spa at Loretto. Business leaders 
from Lincoln County, Ruidoso, 
and Ruidoso Downs will be in 
attendance to address specific 
issues affecting local commerce 
and business and to initiate 
dialogue with respective legis-
lators. The Chamber’s top pri-
ority is to represent our mem-
bership by making our voices 
heard and to be certain the leg-
islators recognize the needs 
of our Village and County.

-Greater Newburyport Cham-
ber of Commerce, Newbury-
port, Massachusetts: Pennie’s 
Annual Oyster Fest at Starboard 
Gallery (Feb 7). Mark you cal-
endar for the fourth annual 
Pennies for Poverty Oyster Fest 
at Starboard Galley on Satur-
day, February 7, from 5:30 to 7 
pm. Donations of $10 accepted 
at the door. Oysters served as 
fast as they can be shucked. 
Come out on a cold Febru-
ary night to be with friends 
and neighbors. Cash bar. This 
event is held on the same night 
as the Art Association’s open-
ing. Walk next door to the Art 
Association after enjoying oys-
ters and socializing at the Fest.

-Okeechobee Chamber of 
Commerce, Okeechobee, Flor-
ida: Cupid’s Corner Shopping 
Event (Feb 7). We had such a 
GREAT turnout last year we 
are doing it again! If you love to 
shop, you don’t want to miss the 
Cupid’s Corner holiday shop-
ping event on Saturday Feb-
ruary 7, 2015. There will be a 
Personal Shopper available to 
assist those who are not sure 
what to get that special person.

-Bayfield Chamber of Com-
merce, Bayfield, Wisconsin: 
20th Annual Apostle Island 
Sled Dog Race (Feb 7-8). Up to 
60 sled dog teams hailing from 
Ontario to Oregon are expected 
to participate in the 20th annual 
Apostle Islands Sled Dog Race 
(AISDR), held Saturday, Febru-
ary 7 and Sunday, February 8, 
2015. This energy-filled event 
draws approximately 5,000 visi-
tors over the course of the week-
end. This unique experience 
is open to spectators on both 
days and is not to be missed!

-Whitefish Chamber of Com-
merce, Whitefish, Montana: 
20th Annual Smash ‘n’ Bash 
International Hockey Tourna-
ment at Stumptown Ice Den 
(Feb 7-9). This elite interna-
tional tournament will feature 
four Canadian teams and four 
U.S. teams. Sparwood, British 
Columbia; Fernie, British Co-
lumbia; Bawlf, Alberta; Calgary, 
Alberta; Bozeman, MT; White-
fish, MT; and two teams from 
Missoula, MT. Free admission. 

-Lake Chelen Chamber of 
Commerce, Chelan, Washing-
ton: Red Wine and Chocolate 
in the Lake Chelan Wine Val-
ley (Feb 7-15). Celebrate the 
month of love with artisan 
wine & chocolate pairings. For 
two weekends in February, the 
Lake Chelan Wine Valley hums 
with couples on romantic re-
treats and friends gather for a 
much needed winter getaway. 
Our tasting rooms fill with 
smiling faces and the sound of 
surprised delight at each taste 
of red wine and chocolate.

-South Carolina Chamber of 
Commerce, Columbia, South 
Carolina: 5th Annual Manufac-
turers Conference (Feb 11-13). 
In order to sustain the success of 
manufacturers, the South Caro-
lina Chamber of Commerce 
is pleased to announce the 5th 
Annual Manufacturers Confer-
ence: Leading the Way, present-

ed by McNair Law Firm, P.A. 
South Carolina’s manufactur-
ing community is the founda-
tion of our state’s economy, and 
the South Carolina Chamber 
works each day to ensure that 
it profits and grows. This year’s 
conference focuses on a vari-
ety of issues including finance, 
workforce development, en-
ergy, export, permitting, health 
care and labor, and much more. 
Conference topics will be strate-
gic in nature with statewide and 
nationally recognized speakers.

-Greater Newport Chamber of 
Commerce, Newport, Oregon: 
38th Annual Newport Seafood 
& Wine Festival (Feb 19). The 
last weekend of every February, 
the central Oregon coast resort 
town of Newport swells to well 
over 17,000 visitors coming 
to the festival for a weekend 
of wine, wonders in the culi-
nary world, seafood, and arts 
& crafts. Over 35 food vendors, 
24 crafters, and 85 wineries will 
be found at this enormous fest. 
You must be 21 years or older 
to attend this event. You must 
also show valid picture ID or 
you will not be able to enter the 
event. The site is handicapped 
accessible and smoke free, with 
a special outdoor smoking 
area. Limited parking is avail-
able at the facility for a fee, and 
shuttle buses will run for FREE 
from Newport, and a shuttle 
schedule and map will be avail-
able on the Chamber’s website.

-Paradise Area Chamber of 
Commerce: Ice Festival (Feb 
26-March 1). Join us this week-
end to celebrate ICE! Don’t 
miss the opportunity to win 
the ICE Fishing Contest, join 
the ICE Sculpture Contest, 
ICE Skate, attend the ICE Swap 
Meet, Sled Dog Rides, and oh 
yea, if we get the kinks worked 
out we even hope to have a 
Polar Plunge. Are you game? 

-Punta Gorda Chamber of 
Commerce, Punta Gorda, Flor-
ida: 5th Annual Pub Crawl (Feb 
28). The 5th Annual Pub Crawl 
in downtown Punta Gorda is 
looking to have hundreds of 
participants help by bringing 
canned goods to the event. 10 
am you will sign in & donate 
your food item at Ice House Pub. 
Pub Crawlers will receive a t-
shirt and a Coolie Cup, there are 
eight stops along the way, some 
with live music. Special rates at 
downtown hotels and good fares 
from local cab companies will 
be available and free parking in 
downtown garage. If you’d like 
more information go to www.
puntagordapubcrawl.com or 
call Mike Colgan 239-872-1171 
or Nick Berry at 941-628-4800

March
-Hilton Head Island-Bluffton 
Chamber of Commerce, Hilton 
Head Island, South Carolina: 
Hilton Head Island Seafood 
Festival (March 1-7). The 8th 
annual Hilton Head Island Sea-
food Fest, hosted by the David 
M. Carmines Memorial Foun-
dation and presented by fork-
andfun.com is set to take place 
Sunday, March 1, 2015 through 
Saturday, March 7, 2015. March 
1, 3-7pm: Hilton Head Island 
Seafood Fest Kick-off Party 
(Hudson’s). March 2, 6:30pm: 
Chef Collaboration 7 Course 
Dinner with Clayton Rollison 
of Lucky Rooster Kitchen + Bar 
and Patrick Ward of Hudson’s 
Seafood House on the Docks 
(Lucky Rooster Kitchen + Bar). 
March 2-6, 3-5pm: Lowcoun-
try Seafood Experience on the 
Water (Boat leaves from docks 
at Hudson’s). March 7, 12-7pm: 
Hilton Head Island Seafood Fest 
will take place at Shelter Cove 
Community Park. The family-
friendly event features area res-
taurants/chefs serving up sea-
food specialties and other tasty 
cuisine, live entertainment, a 
Kids Zone, a silent auction, fa-
mous crab races, and more.

-Lake County Chamber of 
Commerce, Lakeport, Cali-

fornia: 28th Annual Cleak 
Lake Team Bass Tournament 
(March 1). 28th Annual Clear 
Lake Team Bass Tournament, 
co-hosted by the Lake County 
Chamber & Konocti Vista Ca-
sino. This year entry fee is $200 
for a team of 2 fishermen and 
includes Big Fish! If you have 
never fished this tournament 
please call the number listed be-
low or (at a later date you will 
be able to print out application 
from this website). All applica-
tions must be completed and 
signed by both fishermen and 
paid for to be issued a number. 
Since we are now into the week 
of the tournament, please call 
707-263-5092 if you can not 
get to our office in person to 
sign-up. The public is invited to 
come to the weigh-in on Satur-
day & Sunday at 3pm at Konocti 
Vista Marina. Awards ceremo-
ny is at 5pm at Konocti Vista 
Casino in the banquet room. 

-Lockhart Chamber of Com-
merce, Lockhart, Texas: 2nd 
Annual Lone Star Grand Prix 
(March 2-3). Join us in Lock-
hart for the 2nd Annual Texas 
Lone Star Grand Prix. Approxi-
mately 250-300 racers will be 
here from all over the United 
States, South America and Mex-
ico. They will race through the 
streets of our Downtown Square 
at speeds of 100 miles per hour.

-San Francisco Chamber of 
Commerce, San Francisco, Cali-
fornia: 2015 CityBeat Breakfast- 
It’s All About Talent (March 4). 
Join over 1,000 business leaders 
at the March 4 CityBeat Break-
fast to hear from distinguished 
speakers addressing one of the 
Bay Area’s greatest economic 
challenges: attracting and re-
taining a qualified workforce. 
In addition, you’ll receive the 
results of the highly-anticipated 
annual CityBeat Voter Poll as 
well as learn about the Cham-
ber’s 2015 advocacy agenda. 
CityBeat brings you two Cali-
fornia visionaries whose roles 
directly impact workforce de-
velopment: Bernard J. Tyson, 
Chairman and Chief Execu-
tive Officer, Kaiser Perman-
ente and Timothy P. White, 
Chancellor, California State 
University. Additional speak-
ers will be announced shortly.

-Key Largo Chamber of Com-
merce, Key Largo, Florida: 
WoofStock, a Day of Peace, 
Paws, and Music (March 7). 
MarrVelous Pet Rescues at 
Founders Park, MM 87 B/S 
– Islamorada, FL. Bring your 
dog out for the pet event of 
the season “WoofStock, A Day 
of Peace, Paws & Music”. En-
joy dock diving, lure coursing, 
music, food, woofstock mer-
chandise and giveaway goodie 
bags. Held at Founders Park, 
MM 87 the event starts at 10:00 
a.m. and lasts until 6:00 p.m. 
For more information on this 
event please call 305-453-1315.

-Destin Area Chamber of Com-
merce, Destin, Florida: 8th 
Multi-Chamber Business Expo 
& Taste of Okaloosa County 
(March 12). For the 8th year, 
the chambers of commerce in 
Okaloosa County are partner-
ing to bring their members 
the biggest marketing and net-
working opportunity around: 
the Multi-Chamber Business 
Expo & Taste of Okaloosa 
County. Join us, along with the 
Greater Fort Walton Beach and 
Niceville Valparaiso Cham-
bers of Commerce, on March 
12, to see the latest and great-
est our area businesses have 
to offer. The event is free and 
open to the public. For details, 
please contact Events Coor-
dinator Suzy Nicholson Hunt 
at suzyhunt@DestinChamber.
com or (850) 837-2711 x2.

-San Clemente Chamber of 
Commerce, San Clemente, Cal-
ifornia: San Clemente Mixolo-
gist Competition (March 19). 
As your San Clemente Cham-
ber of Commerce is committed 
to continually striving to mar-
ket San Clemente and mem-
ber businesses, the Chamber is 
hosting a The 11th Annual “San 
Clemente Mixologist Competi-
tion,” a contest among area res-
taurant bartenders to see who 
has the best tasting original 
drink. Bartenders select their 
favorite “homemade” drink, 
which will be judged by a se-
lect group of local dignitaries, at 
Inka Mama’s Peruvian Cuisine, 
821 Via Suerte, SC on Thursday, 
March 19th at 3:00 p.m. The 
winner’s specialty drink will 
then be adopted by participat-
ing restaurants as the official 
San Clemente drink. Chamber 
members are invited to attend 
and watch the bartenders as 
they mix their specialty drink 
and then present their bever-
age for judging. Ticket price for 
members to attend is $25.00 per 
person – Prospective members 
$35.00. This event includes hors 
d’oeuvres and a sampling of the 
presented libations. Unfortu-
nately, due to space limited, the 
Chamber will only be selling 
approximately 30 tickets. Tick-
ets will be sold on a first come, 
first serve basis. You must call 
or come by the Chamber of-
fice. Tickets will not be sold at 
the door. The event is from 3:00 
p.m. until 5:00 p.m. Restaurant 
participation was open to mem-
ber restaurants only, as another 
opportunity for our members 
to market their businesses.

-Yountville Chamber of Com-
merce, Yountville, California: 
Yountville LIVE! (March 19). 
Combining the very best in 
music, food, and wine with the 
small-town lifestyle and sophis-
ticated ambiance of Yountville. 
Yountville Live is the ultimate, 
luxury getaway event, featuring 
exclusive performances from 
some of today’s hottest record-
ing artist, exquisite foods from 
world-class restaurants and 
award winning chefs, and a 
unique variety of some of Napa 
Valley’s most celebrated winer-
ies. This super-luxe weekend is 
the perfect combination of pre-
mium entertainment and epi-
curean experiences with all of 
the luxury and sophistication 
that the Napa Valley has to of-
fer, for guests who appreciate 
the art of living well through 
discovery and exploration.

-Coronado Chamber of Com-
merce, Coronado, California: 
30th Annual Salute to the Mili-
tary Ball (March 28). Coronado 
enjoys a special relationship 
with our neighbors at Naval 
Base Coronado and appreciates 
our United States Military Ser-
vicemembers and their fami-
lies. Since 1985, the Coronado 
Chamber of Commerce has 
hosted the Salute to the Mili-
tary Ball to recognize those who 
serve and sacrifice on our behalf 
in the name of freedom. One of 
the most important highlights 
of the evening is the annual 
recognition awards, the Harry 
T. Jenkins Memorial Award 
and the VADM James & Sybil 
Stockdale Community Service 
Award. The Harry T. Jenkins 
Award emphasizes Honor, In-
tegrity and Commitment. The 
Stockdale Award recognizes a 
military couple who best ex-
emplify the selfless service and 
dedication to the Community, 
the Military, and the Country. 
Your generosity allows the lo-
cal Militaryto attend this Black 
Tie social event at the Hotel del 
Coronado’s Grand Ballroom as 
our guests. Please join us as we 
express our grateful apprecia-
tion and support of our Military.

Due to responses from the last issue we’ve decided to get 
rid of the business of the month Section in favor of adding 
more great ideas to our upcoming events list. We think 
this section is a great opportunity to get inspiration from 
other chambers for fresh event ideas you can bring to 
your community. As always, we encourage you to submit 
event ideas to submissions@chamberreview.org. Just 
make sure they’re events taking place in the next quarter!
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Innovation, Status Quo, and The Group
 Her dream still had life. 
It would be discussed around 
town, she hoped. The commit-
tee members and board would 
get excited about the future di-
rection of the chamber. “This 
could still work,” she thought.
 But it only got worse. Sta-
tus Quo was relentless. It 
turned out that almost every-
one was skeptical of chang-
ing the chamber. “If it isn’t 
broken, don’t fix it,” they said.
 The naysayers badly want-
ed to kill her idea before it got 
out of hand. “It is too much, 
too soon, too big, too scary,” 
they said. Even her friends 
started talking behind her 
back about her wanting to do 
this for herself rather than the 
chamber and the community.
 Some said she was reckless. 
Others said she was selfish and 

arrogant. Some questioned, 
“Who does she think she is?” 
There were whispers about find-
ing someone else who would 
just leave well enough alone.
 These voices and whis-
pers had reached the board 
members. It looked like Status 
Quo had won. But then, our 
hero stumbled across an un-
likely resource, one that didn’t 
even exist a few years ago.
 Status Quo didn’t know 
about this new ally that Inno-
vation found. The resource was 
her online peers, colleagues, 
and the experts in the industry, 
gathered together as The Group.
 The Group had gath-
ered together virtually, qui-
etly, and unbeknownst to 
the slow moving Status Quo.
 It had wisdom and offered 
guidance. Innovation found 
inspiration and encourage-

ment from The Group. She dis-
covered others going through 
the same struggle she faced 
against Status Quo. They un-
derstood her and her situation.
 The Group coalesced around 
her, mentoring and guiding her. 
Members of The Group shared 
modern best practices and 
practical advice. Status Quo 
was tough, but, they assured 
her, he could be defeated if she 
were patient and stuck it out.
 Be brave, they told her. 
“Act with integrity and qui-
et determination,” they 
said. “We are with you.”
 Our hero embraced the 
counsel of The Group. She act-
ed patiently and wisely, biding 
her time and staying positive 
in her thoughts and actions.
 And, after a long and quiet 
struggle, Status Quo, who ap-
peared to be unbeatable in the 

beginning, began to weak-
en. Some of the whisperers 
had moved on to whisper on 
other topics. Several naysay-
ers had retired or moved on.
 Innovation, after long per-
severance, saw her opening, her 
chance to bring her vision into 
reality. “It just might work now 
that the winds have shifted,” 
she thought. Now was the time.
 A final battle ensued—Inno-
vation against the forces aligned 
with Status Quo. It wasn’t easy. 
But with the 
help of The 
Group, In-
n o v a t i o n 
s u c c e e d e d 
against the 
Status Quo.
 T h e 
c h a m b e r 
and commu-
nity prospered 
and everybody 
lived happily 
ever after. Except 
Status Quo. He 

moved on, dejected and bruised, 
to harass the next organization 
trying to adapt to new realities.
 The moral of the story? In-
novative chamber professionals 
want what’s best for the chamber 
and community. But the status 
quo is a powerful force against 
change. If chamber pros try to go 
it alone, to change things for the 
better, they will almost certain-
ly run into violent opposition.
 They will most likely lose the 
battle unless they have 

a group of wise 
mentors to turn 

to. With the 

Carly Morgan
Head Writer

 From the outside, Cocoa 
Cinnamon maybe doesn’t look 
like much. Once a run-down gas 
station, Cocoa Cinnamon is now 
one of the most popular coffee 
shops in Durham, North Caro-
lina and was recently voted Best 
Coffee Shop in Indy Week, one 
of the area’s local publications.
 The storefront features two 
garage doors that open to an 
awning-covered patio and a 
distressed brick edifice that 
screams “abandoned” perhaps 
more than it does “coffee shop.” 
Inside, though, the work of lo-
cal artists adds charm and char-
acter from, quite literally, the 
floor (designed by local painter 
Heather Gordon) to the ceiling.
 On the Cocoa Cinnamon 
blog, owners Areli Barrera de 
Grodski and Leon Grodski de 
Barrera list, among the shop’s 
achievements since its 2012 
opening, “Initiated a space for 
first loves, dissertation defenses, 
book deals, chance meetings, 
friends old and new.” Under 
“What We Do,”  their website 
reads, “Cocoa Cinnamon strives 
to be a vessel for discourse.”
 Which is why Cocoa Cin-
namon perfectly exemplifies 
what Casey Steinbacher means 
when she uses the term “third 
place.” Steinbacher, who is the 
President and CEO of the Dur-
ham Chamber of Commerce, 
describes third places as “places 
not where you live, not where 
you work, but where you col-
lide; where you congregate.”
 She believes that it’s an array 
of cool, funky third places that 
brings Millennials and Gen.-
Xers to Durham, and it’s that 
pool of young talent that has 
proven vitally important in turn-
ing around local economies like 
that of Durham, North Carolina.
 Once a main hub for both 
tobacco and textile manufac-
turing, Durham is right in the 
heart of a predominantly ag-
ricultural region. The city’s 
downtown is still home to all 
sorts of factories and ware-
houses, where the region’s 
abundant crops were manu-
factured into consumer-ready 
products. (The first textile mill 
ever to produce denim was, in-
cidentally, located in Durham.)
 But as the twentieth cen-
tury progressed, these pro-
duction endeavors became 
less and less economically 
viable: textile manufactur-
ing began moving off-shore 
where labor was cheaper, and 
the decline of the tobacco in-
dustry resulted in fewer manu-
facturing-related investments.
 The last textile mill in Dur-
ham closed in 1986, and the last 
tobacco manufacturing opera-
tion moved out of Durham in 
1999. Those were both changes 
that, according to Steinbach-
er, left a significant portion of 
the Durham economy in flux.
 Fortunately, though, the lo-
cal economy was equipped with 
some resilience in the form of 
the Research Triangle Park, 
which happens to be one of the 
largest research parks in the 

world. The Research Triangle 
Park is home to more than 190 
companies, including IBM, Mi-
crosoft, Lenovo, and Intel. 80% 
of the park is located in Durham 
County, with the rest of the park 
in neighboring Wake County.
 Without the Research Trian-
gle Park, the economic future of 
Durham would have looked a bit 
more uncertain, if not generally 
bleaker, as manufacturing faded 
from the economic landscape.
 But even with the Research 
Triangle Park, the shifting eco-
nomic landscape left the city 
of Durham in need of a seri-
ous facelift. Much of the area’s 
manufacturing sites were long 
abandoned, the rundown fa-
cilities virtually obsolete and 
(seemingly) useless, but still 
steadfastly scattered through-
out the downtown region. 
 “Manufacturing wasn’t done 
in the typical industrial parks,” 
Steinbacher said of the city’s 
past production methods. “We 
have millions of square feet of 
tobacco and textile warehouses 
that sit right smack in the central 
core … of downtown Durham.”
 The changing local econo-
my also brought with it a need 
to start attracting new, young 
talent, capable of seeing the 
city’s transformation through 
to a new economic era. Turns 
out, there existed identical 
means to both ends: renovate 

the abandoned factories down-
town and turn them into af-
fordable apartments and offices.
 “I would love to tell every-
body it was a very intentional 
strategy to try and repurpose 
a lot of the space,” Steinbacher 
said, laughing. The reality of 
the situation, though, is that it 
was all kind of a happy accident.
 The downtown revitaliza-
tion began when the Capitol 
Broadcasting Company, a me-
dia company owned by Raleigh 
resident James F. Goodmon, 
bought the Durham Bulls. (Yes, 
those Durham Bulls.) After pur-
chasing the team, the Goodmon 
family worked with the city to 
build the Bulls a new stadium, 
which was completed in 1994.
 Once that was done, the 
same family started buying 
some of the old, abandoned to-
bacco warehouses around the 
stadium and converting them 
into more functional spaces—
what Steinbacher calls “live/
work/learn/play environments.”
 “While that was going 

on,” Steinbacher explained, 
“a lot of the entrepreneurial 
activity started to find Dur-
ham, because a lot of that old 
[manufacturing] space, while 
abandoned and ugly, was very 
cool and hip to young entre-
preneurs. So they started to 
discover it at the same time.”
 Steinbacher said that it 
wasn’t until about six or sev-
en years ago, though, that the 
Durham Chamber started to 
get involved with helping to 
shape the entrepreneurial en-
vironment by using that space 
to appeal to young, up-and-
coming talent and help acceler-
ate the area’s economic growth.
 Now, Steinbacher estimates 
that there are between 200 and 
300 startups currently operat-
ing in Durham. “They’re hard 
to quantify,” she said of the busi-
nesses. “They move around, and 
they grow and expand really fast.”
 They have also completely 
changed the face of business 
in downtown Durham. The 
old tobacco and textile mills, 
once millions of square feet 
that had been essentially left 
to the elements, are now mil-
lions of square feet of office 
space: according to Steinbach-
er, the downtown area is 95% 
leased for Class A office space.
 “As early as twenty years 
ago, it was almost the oppo-
site,” Steinbacher said. “You 

had trees growing up through 
the roofs of buildings. Now 
we have a 95% occupancy 
rate, and we have about three 
and a half million square feet 
of space currently proposed 
[and] going through approvals 
for construction. We have five 
hotels under construction in 
downtown Durham right now.” 
 And then, Steinbacher 
perfectly summarized exactly 
what the past several years have 
meant to the area: “Entrepre-
neurialism and our whole cre-
ative class have totally recre-
ated downtown Durham.” In 
fact, she added, Durham, North 
Carolina is “a textbook example 
of the creative class initiative.”
 “Creative class.” That’s be-
come a sort of buzzword in re-
cent years, especially for those 
in the chamber business. Origi-
nally coined by urban stud-
ies theorist Richard Florida, 
the “creative class” is a group 
of educated workers serving 
as the driving economic force 
in many post-industrial cities. 

Workers of the creative class 
are, among many other things, 
writers, musicians, college pro-
fessors, marketing and advertis-
ing professionals, architects, en-
gineers—and, more often than 
not, they’re also Millennials.
 While the creative class pro-
vides the foundation for any 
knowledge-based economy, 
the foundation of the creative 
class is turning out to be the 
modern-day cohort of 18 to 34 
year-olds—otherwise known 
as Gen. X-ers and Millennials.
 “We spend a lot of time in 
talent recruitment and talent 
development as part of our eco-
nomic development activities,” 
Steinbacher explained. And 
so far, these efforts seem to be 
working: Duke University, for 
example, is located in Durham. 
Peruse the Duke Alumni Asso-
ciation’s member directory and 
you’ll find that the single most 
popular location for Duke alum-
ni is New York City; the sec-
ond, Washington, D.C.; and the 
third, Durham, North Carolina.
 “A vast majority of [the ar-
ea’s young residents] are univer-
sity students that went to col-
lege here, went off and did their 
stint somewhere else, got that 
under their belt for five years, 
and have now moved back to 
be part of the rebirth of Dur-
ham,” Steinbacher explained.
 Part of what draws these 
young professionals back might 
have something to do with the 

city’s relatively low cost of liv-
ing. According to Forbes, the 
cost of living in Durham is 
0.1% below the national aver-
age, compared to 30.2% and 
24.3% above the national av-
erage in New York City and 
Washington, D.C., respectively.
 Durham offers many of the 
same benefits as a large, metro-
politan area, but without all of 
the associated living expenses. 
Which is great, but would end 
up being all for naught were 
people not willing to come 
see the area for themselves.
 And that’s exactly where 
the Durham Chamber of 
Commerce really shines.
 “You can’t just run an ad 
and say, ‘Durham is a great 
place. Come to Durham,’” 
Steinbacher said. “You have to 
play in the circle that [your tar-
get demographic] plays in, too, 
so that they trust the people 
that are telling them that this 
is the space and it’s really cool 
and you ought to come here.”
 Which is exactly the aim 

of the Bull City Startup Stam-
pede, a competition run by the 
Durham Chamber of Com-
merce in conjunction with the 
American Underground that 
endeavors to show, rather than 
tell, young entrepreneurs ex-
actly what the area has to offer.
 The premise is this: the Dur-
ham Chamber of Commerce in-
vites start-ups to apply to come 
try Durham free for 60 days. 
“The idea being,” Steinbacher 
said, “that we know you’ll like 
it here so much, you’ll want 
to stay.” So, the chamber staff 
rented an old bank building for 
60 days, created a webpage, and 
started advertising on LinkedIn, 
primarily targeting people that 
had gone to college in North 
Carolina but had since relocated.
 “We got thousands of hits,” 
Steinbacher said. The Durham 
Chamber of Commerce re-
ceived over 100 applications, 
and the campaign was so suc-
cessful that they have now run 
it three separate times. Those 
three installments of the com-
petition netted 36 unique start-
up companies, 26 of which re-
main in downtown Durham to 
this day, two years after the fact.
 The Durham Chamber of 
Commerce sponsored another 
competition recently where they 
gave away the world’s smallest 
office—or, as they called it, the 
“Smoffice.” The Smoffice, a mere 
200 square feet in size, was in 
the front window of a Durham 

coffee shop. In 2013, the Smof-
fice giveaway won the title of 
Best Unconventional Project 
at the International Chamber 
of Commerce World Cham-
bers Federation Competition.
 The winner of the Smoffice 
was provided an office, a desk, 
a laptop, free wifi, and a condo 
in downtown Durham for six 
months. “If you’re a startup,” 
Steinbacher explained, “you 
don’t need tricked out office 
space. What you need is high-
speed Internet access and access 
to the network of people that 
will make you successful.” And 
when your office is in a coffee 
shop, she added, “all you need 
to do is turn your chair and 
you’re looking at that network 
of people.” The Durham Cham-
ber of Commerce received over 
100 video applicants for its 
Smoffice, which also generated 
coverage for the chamber in 
publications like the Wall Street 
Journal and the New York Times.
 What all of this—from the 
downtown building renova-

tions, to the Bull City Startup 
Stampede, to the World’s Small-
est Office—ultimately amounts 
to is the multi-faceted approach 
that the Durham Chamber of 
Commerce has taken to cre-
ate a space that people not only 
want to work in, but also want 
to live in. Steinbacher and her 
staff saw their city’s potential 
for becoming an entrepreneur-
ial hub, and they helped lever-
age that entrepreneurialism 
into a total economic transfor-
mation of downtown Durham.
 “Statistics clearly show 
that people nowadays choose 
where they’re going to live first, 
and then find a job,” Stein-
bacher said. “So making your 
community the kind of place 
where people want to live is re-
ally important … and the jobs, 
believe it or not, will follow.”
 That’s what makes places 
like Cocoa Cinnamon so inte-
gral to the economic vitality of a 
city like Durham, North Caro-
lina. Steinbacher believes that 
the talent she and her chamber 
hope to attract is looking for 
very specific things in a home-
town: they want affordable 
urban experiences; access to 
cultural outlets; walkable down-
towns. “Companies look for 
where the talent is,” she said, “so 
you have to create an environ-
ment in which the talent wants 
to live. … Really understanding 
what they value and spending 
the infrastructure inside your 
community, I think, is really 
important to get them there.”
 What Durham is also an ex-
ample of, though, is the fact that 
creating an environment that 
appeals to young professionals 
does not have to mean re-cre-
ating your entire city. “Innova-
tion” is something that many 
chambers and municipalities are 
striving to embrace and embody 
as local economies throughout 
the country shake of the last re-
maining relics of their industri-
al pasts and start competing in a 
more modern, knowledge- and 
technology-driven economy—
but innovation doesn’t have 
to mean complete overhaul.
 “I think what makes us dif-
ferent,” Steinbacher said, “is that 
we’ve used all of our built envi-
ronment to create opportunities 
where you can collide with oth-
er people in other industry sec-
tors to take whatever it is you’re 
working on to the next level … 
[and] we are very intentional 
about playing in the ecosys-
tem that allows that to happen 
organically.” For the Durham 
Chamber of Commerce, that’s 
meant looking at abandoned 
facilities downtown and see-
ing a place for people to come 
live, work, play, and collide; it’s 
meant turning what could have 
been a major economic decline 
into an opportunity for rein-
vention without gratuitous re-
creation. The Durham Cham-
ber of Commerce has helped 
transform their cities economy 
from an agricultural production 
capitol in decline into a cre-
ative, entrepreneurial hub not 
by merely working with what 
they have, but by actively har-
nessing every resource at their 
disposal and making it work 
toward economic revitalization.

Modern-Day Manufacturers: The Creative Class

help of your peers, colleagues, 
and industry experts, you can 
change things for the better. 
In the end, you grow, and your 
chamber and community win.
 If you are an innovator and 
want to be part of The Group, 
join us at www.facebook.com/
groups/ChamberOfCommerce.

(Continued from page 1)

Durham, North Carolina Credit: James Willamor
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