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Carly Morgan
Head Writer

 On December 17, 2014, 
President Barack Obama for-
mally announced plans to 
“normalize” the United States’ 
relationship with Cuba, and 
to re-establish diplomatic ties 
with the island nation. The an-
nouncement came on the heels 
of Cuba’s release of Alan Gross, 
a sub-contractor for the U.S. 
government, who had been ar-
rested and imprisoned in Cuba 
in 2009 while working to set 
up Internet equipment in Jew-
ish synagogues, as well as 53 
other political prisoners, and 
the United States’ release of 
three jailed Cuban citizens.
 Secret meetings to discuss 
the possibility of normalization 
began taking place between 
U.S. and Cuban officials in Ot-
tawa, Canada as early as June 

2013. When President Obama 
and Cuban President Raul 
Castro spoke on the phone on 
December 16, 2014, the con-
versation constituted the high-
est-level contact between the 
two countries in over 50 years. 
Undoubtedly, the diplomatic 
ice has already begun to thaw.
 But many questions still 
remain regarding the United 
States’ economic relationship 
with Cuba. While President 
Obama can continue to work 
toward alleviating the tension 
between the two countries, his 
hands are virtually tied when 
it comes to arguably the most 
contentious and central com-
ponent of the U.S./Cuba dis-
cussion: the trade embargo.
 The decision to lift the em-
bargo against Cuba lies solely 
with Congress, and there are 
many on Capitol Hill who 
think that undoing any of the 

decades-old sanctions is a big 
mistake. Still, to others, work-
ing toward normalization is 
seen as a new approach to a 
stubborn problem, and an op-
portunity for economic ex-
pansion for both countries.
The Background:
 In recent decades, the re-
lationship between the United 
States and Cuba has been one 
primarily of political discord, 
but it hasn’t always been that 
way. In 1895, Cuba began wag-
ing its third and final military 
effort for liberation from Spain. 
Just over a century removed 
from its own revolution, the 
United States was highly sympa-
thetic to Cuba’s struggle to gain 
independence from an imperial 
power. Consequently, U.S. forc-
es intervened in the Cuban War 
of Independence, thus catalyz-
ing the Spanish-American War.
 After the war, the 1898 Trea-

ty of Paris gave the United States 
temporary control over Cuba, 
which remained under Ameri-
can governance for the next 
four years. Then, in 1902, Cuba 
finally gained the indepen-
dence it had sought for so long. 
 The Cuban government 
went through several regime 
changes over the next few de-
cades, some less democratic 
than others, but the relation-
ship between the U.S. and Cuba 
remained a positive one. The 
U.S. purchased the majority of 
Cuban exports and maintained 
control of the Cuban sugar in-
dustry. By mid-century, Havana 
had become a popular vaca-
tion destination for even the 
most prominent Americans, 
including Ernest Hemingway, 
Fred Astaire, Nelson Rock-
efeller, and Frank Sinatra.
 In 1952, when Fulgencio 

Charlie Wildey
Staff Writer

 For nearly seven years, 
Congress has grappled with the 
decision of whether or not to 
build the Keystone XL pipeline 
that would carry crude oil from 
Canadian tar sands to Ameri-
can refineries. On Tuesday, Feb-
ruary 24, Congress sent a bill 
approving the pipeline’s con-
struction to the White House. 
Within hours, President Barack 
Obama vetoed the bill, leaving 
the pipeline’s fate a mystery.
 The now Republican-con-
trolled Congress passed the bill 
to move forward with construc-
tion of the pipeline on February 
10. The outcome was 270-152, 
with only one Republican vot-
ing against it, and 29 Democrats 
voting in favor of the bill. Origi-
nally proposed in 2008, this 
vote was the eleventh attempt 
by Republicans to advance 
construction of the pipeline.

 Throughout his tenure, 
President Obama has only ve-
toed three bills. This is the 
fewest vetoes by any President 
since James A. Garfield, who 
did not veto any bills during 
his presidency, and in rather 
stark contrast to Obama’s pre-
decessor, George W. Bush, 
who vetoed twelve bills dur-
ing his two terms. But with 
Congress now controlled by 
the GOP, President Obama 
may see fit to begin using this 
executive power more often.
 “Because this act of Con-
gress conflicts with established 
executive branch procedures 
and cuts short thorough con-
sideration of issues that could 
bear on our national inter-

est—including our security, 
safety and environment—it 
has earned my veto,” President 
Obama wrote in his veto mes-
sage regarding the pipeline.
 The Senate attempted to 
override the veto in a vote on 
Wednesday, March 5, despite 
full awareness that they lacked 
the support to do so. The fi-
nal vote was 62-37—five votes 
short of the two-thirds needed 
to override a presidential veto.
 But Republicans still show 
no sign of surrender: “We will 
continue to press for approval by 
attaching an approval measure 
to another bill,” said Senator 
John Hoeven of North Dakota 
in a statement, “perhaps an en-
ergy bill or must-pass appropri-
ations legislation.” Senator Ho-
even is the bill’s chief sponsor.
 The pipeline has become 
a symbolic issue for those on 

both sides of the environmen-
tal debate at large. It is being 
framed as a core issue repre-
senting a broader ecological 
and political discourse, cloud-
ing the facts and overshad-
owing what the decision is 
really about: Does our coun-
try need this pipeline or not?
 Those in favor of moving 
forward with the construction 
of the pipeline point to the num-
ber of engineering and manu-
facturing jobs the project would 
produce: “The president is just 
too close to environmental ex-
tremists to stand up for Ameri-
ca’s workers,” said House Speak-
er John Boehner (R-OH) in a 
statement from his press office.
 But discerning exactly how 

many jobs the project could 
produce proves to be a bit prob-
lematic. A State Department re-
port calls for several thousand 
construction jobs, but these 
jobs would almost all be tempo-
rary. The report estimates that 
the pipeline would create a to-
tal of 42,000 new jobs—a stag-
gering figure indeed, but rather 
misleading when one considers 
that it includes, for example, 
jobs in “arts, entertainment, and 
recreation services,” brought 
on by the projected increased 
spending of pipeline construc-
tion workers, and therefore 
only cursorily related to the 
project itself. As for the num-
ber of permanent jobs created 
by the pipeline, some interpre-
tations of the report estimate 
that number to be as low as 35.
 Supporters of the proj-

(Continued to page 3)

Brianna Clegg 
Staff Writer

 As social media continues 
to assert itself as an essential 
part of a business or organiza-
tion’s identity and network-
ing strategy, it has become in-
creasingly important to have 
employees dedicated to man-
aging that online identity.
 Unfortunately, when an em-
ployee is in charge of managing 
the social media for an organi-
zation, things can sometimes 
get a little sticky if the employee 
makes a career change. The own-
ership of the profile and its con-
nections is not always clear, and 
businesses sometimes struggle 
to retain valuable information.
 The 2011 PhoneDog v. 
Kravitz case was a watershed 
moment in the tug-of-war be-
tween employers and employ-
ees over social media accounts. 
According to the District Court, 
N.D. California, Noah Kravitz 
managed a PhoneDog Twitter 
account under the handle “@
Phonedog_Noah.” After Mr. 
Kravitz left PhoneDog, he re-
fused to relinquish the password 
to the account and changed 
his handle to “@noahkravitz.”
 Mr. Kravitz continued to 
update the account—which 
was still connected to users 
who had begun following him 
when the account was dedi-
cated to PhoneDog updates. 
PhoneDog sued for misap-
propriation of trade secrets, 
claiming that withholding the 
login information was an inap-
propriate use of information 
that led to a loss of revenue.
 The Twitter followers in 
question were no longer re-
ceiving PhoneDog-related 
updates. In fact, Kravitz pro-
moted a PhoneDog competi-
tor on the account. PhoneDog 
also claimed this negatively 
impacted its revenue from ad-
vertisers, as Twitter users were 
no longer being redirected to 
the PhoneDog site, where they 
would see paid advertisements.

 Mr. Kravitz claimed that 
PhoneDog did not take the 
necessary steps to maintain in-
formation secrecy and that the 
password did not contain any in-
herent value. Therefore, it could 
not be considered a trade secret.
 The case was settled out of 
court. But even though the ex-

act outcome of the settlement 
remains unknown, it serves to 
show that employer/employee 
rights are not always clear cut, 
and differentiating between the 
two can sometimes get very com-
plicated, and very expensive. It 
would be much more cost effec-
tive—and it would burn fewer 
metaphorical bridges—to avoid 
any such litigation entirely.
 Since the conclusion of the 
PhoneDog case, businesses 
have often been counseled to 
make social media duties and 
expectations clear when an 
employee is hired. These ex-
pectations should be spelled 
out in the employee’s contract.
 Create work-specific ac-
counts yourself and have em-
ployees use those to promote 
your business, instead of al-
lowing them to use their per-
sonal accounts. If you direct 

your employees to create the 
work-specific account them-
selves, make sure you have the 
password and retain the abil-
ity to alter posts and account 
information. Employees can 
just as easily keep your clients 
updated on new developments 
and promote your business, but 

you’ll have the added bonus of 
a (legal) leg to stand on should 
an employee try to abscond 
with the account information.
 Now, this advice is all well 
and good for social media 
platforms that make it easy to 
separate professional and per-
sonal lives, but what about 
platforms designed to amass 
personal business contacts?
 For example, someone us-
ing LinkedIn may make con-
nections with people and busi-
nesses while employed by a 
certain company, and those 
connections might be part of 
the company’s client list (and 
therefore qualify as “propri-
etary information”). In a case 
such as this, an employer may 
struggle to find the correct 
course of action, should the 
employee leave the company.
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Frank J. Kenny
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 Chambers of commerce  
are beginning to realize that 
no one is on social media to 
be sold to, or to be interrupted 
by marketing pitches. What 
prospective and current mem-
bers want from their time on-
line is to keep up and socialize 
with their friends and family.
 When an organization 
posts mostly promotions and 

other self-serving content, it 
is at best wasting its time and, 
more likely, alienating friends, 
followers, and fans. It certainly 
doesn’t lead to many mean-
ingful conversions (i.e., sales).
 You know, it used to be OK, 
back in the day, to interrupt 
people while they were watch-
ing TV, listening to the radio, 
or reading the news. People 
were fine with that because 
they had little to no control 
over the media they consumed. 
Today, the audience is in com-
plete control, and they know it.
 So what should you do 
instead of self-promoting 
and interrupting people with 
your marketing messages?
 Provide value through 
content marketing. Provid-
ing valuable content, rather 
than interjecting with un-
welcome promotions, will 
be received warmly by your 
prospects and members.
 Valuable content improves 
someone’s life. It could be edu-
cational or informative materi-
al, such as an article that teaches 

your members how to network 
more effectively. It could be a 
video that makes them laugh. 
It could be an image or story 
that inspires and encourages 
them. The list is exhaustive. 
But one thing it doesn’t in-
clude is interrupting people 
with what’s important to you.
 When you consistently cre-
ate or curate valuable content 
and post it to your social media 
platforms, you will find that you 
benefit from an increased public 
awareness of how your cham-
ber serves people. Moreover, 
your followers will gladly share 
your content with their friends, 
effectively becoming promot-
ers for your organization.
 Valuable content gener-
ates more engagement. People 
who are disengaged from your 
chamber are more likely to drop 
their membership, as you know. 
But if you help them under-
stand something, make them 
laugh, or encourage them to 
believe in their dreams, they are 
engaged with you. Some will 
even start to interact with you 

online. It may not be as strong 
as in-person engagement, but 
it sure beats the alternative.
 If you keep engaging with 
your online community effec-
tively, you will find some people 
develop such an affinity for your 
organization that they become 
virtual evangelists for you.
 It all starts with provid-
ing valuable content. Con-
tent marketing creates aware-
ness and leads to engagement. 
But that isn’t all it does.
 Valuable content greases 
the skids for conversion. Pic-
ture this: your prospect is 
scrolling through her Face-
book news feed, interacting 
with friends and family. She 
breezes right past flyers and ads 
and other promotions, look-
ing for posts that are of inter-
est to her. She comes across an 
inspirational quote image from 
your chamber. She agrees with 
the quote and “likes” the post. 
A little while later, she lets out 
a laugh when she sees a funny 
video your chamber shared.
 You can imagine the good-

Remove the Friction Between Your Members and Services will building up here, post by 
post. You aren’t trying to sell 
her anything. You are grow-
ing a relationship by inform-
ing, entertaining, and inspir-
ing her. This goes on for a 
while, building know, like, 
and trust with this prospect.
 Then one day, you post an 
article on the value of in-person 
networking. She clicks the link 
on her mobile device and it takes 
her to your site (which isn’t mo-
bile optimized). She has to try 
to navigate the screen by pinch-
ing and squeezing. She looks for 
membership information so she 
can more effectively network, 
but the “Join Now” button is 
nowhere to be found. Oh, there 
it is; it’s not a button, but a tiny 
little link on a tiny little screen.
 She manages to click on it 
(not easy) and is taken to a page 
where the chamber wants field 
after field of information filled 
out (also not easy to do on a mo-
bile device). She gets frustrated, 
then a little angry. “Why is this 
so hard?” she asks herself. “I just 
want them to take my money. I 
want to network. But their site 
is so old school and difficult 
that it isn’t worth the hassle. I 

will do this when I get to my 
laptop at work,” she tells herself.
 But then one thing leads 
to another and she forgets. 
The prospect never converts 
because the chamber allowed 
friction to enter the picture.
 Friction stands in 
the way of conversion.
 Do me a favor. Grab your 
phone right now and try to join 
your chamber. Or register for 
an event. Or renew your mem-
bership. If your site isn’t mobile 
optimized or a responsive de-
sign, you know what you need 
to do. Remove the friction.
 The formula is surpris-
ingly simple. Provide a lot 
of value, build the relation-
ship, and then make it easy 
for your members to join, re-
new, and register for events.

Frank is the founder of The Chamber 
Focus Show and the Chamber Pros 
Community. He is a former chair of the 
Chamber Division of the Association 
of Washington Business and former 
Washington State Chamber of Com-
merce Executives board member. He 
has a degree in finance and an MBA. 
Reach Frank at FrankJKenny.com.

Wading in Member Waters: How Deep is Your Value Pool?

Tomorrow’s Innovations Begin Today

Melynn Sight
Carol Weinrich Helsel
Contributing Writers

 Do you remember when 
you learned to swim? Perhaps 
a lifeguard warned you to stay 
in shallow water for safety, and 
to avoid the deep end. While 
good advice for those learn-
ing to swim, it’s not such good 
advice for chamber of com-
merce executives—even those 
new to the job and just learning 
to “swim” in chamber waters.
 The problem with the shal-
low end is that chamber servic-
es and offerings stand on their 
own, with little connection to 
how relevant they are to the 
member. This is more important 
today than ever before, as rising 
waters of change in chamber 
management create new chal-
lenges. We spoke with three 
chamber executives to ask about 
changes and delivering value to-
day. Overwhelmingly, we heard 
that the days of businesses join-
ing the local chamber simply to 
support their community are 
gone. Chambers must prove 
their worth to each member 
if they hope to remain viable.
 Tracey Osborne, Presi-
dent of the Overland Park 
(KS) Chamber of Commerce, 
recalls when she first got into 

the chamber business: “People 
believed chamber membership 
was something you did to give 
back to the community. There 
was no question about involve-
ment or serving on a com-
mittee. Today, members view 
chamber affiliation as an in-
vestment and expect a return.”
 Lisa Long, President of the 
Harrison Co. (IN) Chamber 
of Commerce, agrees: “It used 
to be, when the economy was 
strong, businesses joined the 
chamber to support the com-
munity. After the 2008 reces-
sion, the dynamic changed. 
[Businesses] can no longer 
justify membership with-
out receiving some signifi-
cant business value in return.”
 Age is also a factor. “We’re 
seeing a changing dynamic 
within generations,” says Long. 
“Millennials engage very dif-
ferently than their long-seat-
ed counterparts. If a cham-
ber program doesn’t show 
immediate value and make 
a relevant connection to the 
member, they won’t engage.”
 While it appears there is a 
shift in how to engage mem-
bers, the executives with whom 
we spoke generally agree that 
the core value of chamber 
membership remains consis-
tent: fostering connections 

that create business success 
(and that put people to work).
 “Our issues are very much 
the same: improving the educa-
tion and health of our workforce, 
and investing in infrastructure,” 
says Kelly Brough, President and 
CEO of the Denver (CO) Metro 
Chamber. “What has changed, 
however, is that our sense of ur-
gency on these issues is greater.”
 We next asked our execu-
tives about what strategies they 
needed to adopt in order to 
provide value that were new or 
different from past strategies.
 “We have to be more sub-
stantive in our interaction 
with members and to be bold 
in our goals and vision,” says 
Brough. “These two strate-
gies underline everything we 
do now. Our events focus on 
weighty issues.” The strategy 
has paid off: member ratings 
pertaining to chamber rele-
vance and member satisfaction 
have significantly improved 
over the past three years.
 “An immediate return” is 
what Overland Park members 
are seeking, according to Os-
borne. “Members expect im-
mediate value through their ad-
vertising or expo participation. 
They look at their own bottom 
line versus the overall bottom 
line of the community economy.”
 The Harrison Co. Chamber 
recognized the need for a par-
adigm-shift in how it provides 
services. “We used to offer events 
and opportunities we thought 
were of value to members,” says 
Long. “Now we start by asking 
our members what they value 
and build events around that.”
 Focusing on what mem-
bers really want (versus what 
we think they need) is part of 
wading into deeper waters. The 
shallow end of the value pool 
includes the basics: advocacy, 
networking, programs, and 
training. These are the so called 
“member benefits” you believe 

resonate with your members.
 In terms of the “value pool,” 
the area of medium depth is 
where chamber members and 
staff have a significant meeting 
of the minds. Here, members 
help to develop a unified value 
message based on what they 
need most, and what you do 
best. To develop the right mes-
sage, you need to know what 
your members worry about.
 Many chambers survey 
members about specific pro-
grams—asking what they like 
or for feedback on past events—
to shape new programs and 
activities. While this is a start, 
it is still avoiding the deep 
end where chambers can un-
cover and deliver real value.
 To move into the deep end 
of the value pool, you have to 
really know your members—
including segments within the 
membership—and what each 
one needs to be more success-
ful. Ask about their business 
problems and worries. Ask 
what will make a difference 
to their business success. The 
Denver Metro Chamber uses 
focus groups to identify the top 
issues in addressing future eco-
nomic success. “We created a 
five-year plan which tackles the 
most challenging issues we face 
in Colorado,” says Kelly Brough.
 Harrison Co. took a similar, 
structured approach to iden-
tify and create a value proposi-
tion for the chamber, using in-
put from representatives of all 
member segments. “The pro-
cess helped our board identify 
what we really needed to focus 
on,” says Lisa Long. “Not just to 
attract or retain members, but 
to add value to the community.”
 While being an asset to the 
community is important, at-
tracting and retaining members 
is an imperative goal in a com-
petitive business environment. 
Aside from organizations with 
similar objectives (e.g., “Main 

Street” associations and ethnic-
ity-specific groups), chambers 
face competition from indus-
try associations responding to 
highly specific member inter-
ests. For example, a real estate 
association might advocate for 
a narrow property-related issue, 
while the local chamber might 
save its resources for address-
ing broader business issues.
 While most chambers in-
vite cooperation and collabo-
ration, it is critical to define 
and promote your chamber’s 
unique value to the commu-
nity. Which brings us back to 
finding out where “what your 
members need most” inter-
sects with “what you do best,” 
and then selling that value.
“We listen more than we talk,” 
says Tracey Osborne. “This al-
lows us to prove our value first 
and sell membership later.”
 The Harrison Co. Cham-
ber publicly launched its value 
message in October 2013, fol-
lowing strategic planning and 
a member survey. Backing up a 
broad value statement (“Grow-
ing Your Business and Har-
rison County Together”) are 
“proof points” that focus on 
advocacy, information, and re-
sources. (See the full message 
at www.harrisonchamber.org.)
 Aside from the market-
ing aspect, the value mes-
sage shapes how the chamber 
handles its activities. “We have 
redefined events to carry that 
value to members,” says Long. 
“It helps our board respond to 
requests for support from orga-
nizations that view the chamber 
as a ‘catch-all’ for community 
activities. If the request does not 
fit into our value proposition, 
we say you need to find another 
group,” she continued. “We’ve 
gone from being an event plan-
ner to having a substantial lead-
ership place in the community.”
 Asked about impact on 
membership, Long reports 
that sixteen months after the 
launch, she can’t say it has im-
pacted the number of members, 

but it has impacted the qual-
ity of the member relationship. 
“Our members really under-
stand what the chamber can 
do for them and the specific 
value we offer,” she explained.
 Once in the deep end of the 
value pool, avoid treading water 
just to stay afloat. Continue to 
dive deep in order to stay on top 
of changing issues and member-
ship trends. The Overland Park 
Chamber does this by voluntari-
ly going through the U.S. Cham-
ber of Commerce accreditation 
process. “It’s not about hanging 
the plaque on the wall,” says Os-
borne. “It’s about being forced 
to really analyze what we do.”
 “What you do” should in-
clude continuing to strengthen 
the ways you deliver value to 
members. It should also include 
communicating about how 
you deliver that value. Remind 
members and give examples 
of how you help them over-
come everyday obstacles and 
move their business forward.
 If your board and staff can-
not easily answer the ques-
tion, “What’s the chamber’s 
value?” (and answer the same 
way), it’s time to wade into 
the value pool. Once there, 
we think you will find the wa-
ters quite inviting, making it 
easy to dive into the deep end.
 Goggles anyone?

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.

Lucas Potter
Staff Writer

 People say “necessity is the 
mother of invention,” but I’m 
not sure that’s always true. Or 
at least, I’m not sure that’s al-
ways the entire story. I would 
agree that necessity often sparks 
scientific innovation, but true 
progress comes from how that 
spark is nurtured; how it is de-
veloped; and whether or not 
it is given an environment in 
which it can grow and thrive. 
The environment to which 
I am referring is, of course, 
one of scientific research, as 
rigorous research is the ba-
sis of scientific advancement. 
 Be it technological gadgets 
designed to make everyday 
life easier, or medical break-
throughs that will save lives, sci-
entific advances are immensely 
important to humankind.
 According to Jeremy Meh-
ta, a Physics PhD candidate at 

Binghamton University, federal 
funding for scientific research is  
important because it constitutes 
“an investment that has proven 
to produce some of the most 
groundbreaking studies and de-
velopments this world has seen.” 
Federally funded research has 
led to countless innovations, 
from the launching of com-
munications satellites (GPS, 
for example) and the inven-
tion of the Internet, to the  de-
velopment of   MRI technol-
ogy and the ingenuity behind 
the Human Genome Project.
 However, creating and 
maintaining an environment 
in which research can thrive 
requires a lot of effort and a 
lot of funding. And, unfor-
tunately, the federal funding 
that this research receives is 
in perpetual danger of drastic 
reduction. Money is perhaps 
the most important resource 
in research and development, 
and without it, progress will in-

evitably stall. Without adequate 
funding, the advancement of 
the human race will also stall.
 You may be asking yourself, 
“But why should chambers of 
commerce care about scientific 
research? What does research 
have to offer to the business com-
munity? Why should we focus 
our lobbying efforts on securing 
federal funding for research?”
 The truth is, chambers can 
also benefit immensely from 
the fruits reaped by scien-
tific research. Along with the 
aforementioned quality-of-
life improvements brought on 
by scientific advances, cham-
bers also stand to glean sig-
nificant economic benefits 
from their implementation.
 Chambers and people in 
the United States need to begin 
seeing scientific research not 
as an expense, but as an invest-
ment in the future. As reported 
by the United States Depart-
ment of Commerce’s Advisory 
Committee on Measuring In-
novation in the 21st Century 

Economy, economic growth 
in the United States is fuelled 
largely by scientific innovation.
 The research that our tax 
dollars supports is a means of 
growing the economy through 
innovation and, eventually, re-
turning those investment dol-
lars back to us in the form of 
increased economic prosper-
ity and improved quality of life. 
 The main duty of cham-
bers of commerce is to culti-
vate a healthy business climate 
for their membership. Just as 
federal funding is instrumen-
tal in creating an environ-
ment conducive to scientific 
research and advancement, 
chambers of commerce are 
instrumental in fostering an 
environment in which their 
members can thrive. These two 
environments are more closely 
linked than you might expect.
 As evidenced by the Depart-
ment of Commerce’s study, one 
of the best things chambers can 
do to promote a more favorable 
business climate is to promote 

a more favorable scientific cli-
mate. One of the best ways to 
promote that favorable scientif-
ic climate is to support federal 
funding for scientific research.
 So now that we’ve estab-
lished the importance of sci-
entific research, innovation, 
and chamber support thereof, 
you may be wondering what 
you and your chamber can do 
to help. One organization that 
is lobbying the Senate for in-
creased funding for research 
is the Business for Federal Re-
search Funding Coalition, 
spearheaded by the Greater 
Boston Chamber of Commerce. 
This coalition is made up of 
several chambers across the 
country, all of which recognize 
the importance of federal re-
search funding and are taking 
steps to ensure that it continues.
 Among them are some pret-
ty large and influential chambers 
from all over the country. Ex-
amples include the Los Angeles 
Area Chamber of Commerce, 
the Seattle Metropolitan Cham-

ber, the Denver Metro Chamber, 
the Greater Austin Chamber, 
and the Manhattan Chamber.
 The coalition works to se-
cure federal research fund-
ing “across several areas [such 
as] the National Institutes of 
Health, the National Science 
Foundation, NASA, and the De-
partments of Agriculture, De-
fense, Energy, and Homeland 
Security” by lobbying Congress 
and raising public awareness 
of the importance of scientific 
research. To learn more and/
or get involved, contact Erin 
Trabucco, Senior Policy Advi-
sor for the Business for Federal 
Research Funding Coalition, 
at (617) 557-7344 or etra-
bucco@bostonchamber.com
 Federal funding for scien-
tific research is immensely im-
portant, not only for the eco-
nomic growth of the United 
States, but also for the prosperi-
ty of the human race. Now, your 
chamber can be a part of the 
effort to sustain and increase 
funding for scientific research.
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Do Social Media Platforms Own Your Online Business Identity?

Cathi Hight
Contributing Writer

 Although it’s important 
to spend time acquiring new 
members and integrating 
them into our “community,” 
it’s equally important to find 
ongoing ways to engage them. 
We all know that member en-
gagement is linked to reten-
tion. Let’s explore what influ-
ences engagement in this stage 
and how to improve upon it.
 The definition of member 
engagement is more broad than 
just “participating in events.” It 
also includes open rates of e-
mails and e-newsletters; web 
site visits; clicking on links; 
responding to surveys and 
polls; participating in commit-
tees, councils and task forces; 
volunteering; and connecting 
through social media platforms. 
Although tracking levels of 
member engagement can be dif-
ficult depending on organiza-
tional resources (e.g., time, staff, 

technology), the more those 
numbers can be monitored and 
influenced, the greater the like-
lihood of higher retention rates 
and increased member loyalty.
 The most common 
challenges organizations 
face in this stage include:
•  Lack of technology or re-
sources to document, track, 
and monitor engagement levels
•  Lack of time for members to 
engage more, due to their own 
resource constraints
•  Member apathy for, or 
indifference to, engaging on a 
consistent basis
•  Difficulty identifying and 
agreeing on the definition of 
“engagement”
•  Quantifying and tracking 
engagement through non-
registered activities or social 
media interactions
 Best Practices for the 
Engagement Stage #1: Cre-
ate circles of engagement 
that influence member in-
volvement. Some examples:

•  “Birds of a feather flock to-
gether”: Provide opportunities 
for members with similar needs 
and/or interests to interact, 
work on shared goals, and share 
best practices. These opportu-
nities include special interest 
groups (e.g., Women’s Coun-
cil, Young Professionals Group, 

Solo-Entrepreneurs or Industry 
Roundtables) who interact face-
to-face or virtually through so-
cial media groups, task forces, 
and committees or councils.
•  Networking or business ex-

Increase Engagement Levels as a Retention Strategy

Glenn Shepard
Contributing Writer

 In 1960, a psychologist 
named Douglas McGregor 
published a book titled The Hu-
man Side of Enterprise. In it, he 
proposed two theories on hu-
man nature in the workplace.
 Theory X assumes that the 
average human is like the TV 
character Homer Simpson on 
The Simpsons. It states that peo-
ple: have an inherent dislike for 
work and will avoid it whenever 
possible; must be coerced, con-
trolled, directed or threatened 
with punishment to get them 
to achieve organizational objec-
tives; prefer to be directed and 
do not want responsibility; have 
little or no ambition; and seek se-
curity above all else. According 
to Theory X, people will work 
just hard enough not to get fired.
 Theory Y assumes that the 
average human is more like the 
Energizer Bunny. It states that: 
work is as natural as play and 
rest; people will exercise self-
direction if they are committed 
to the objectives; people seek 
responsibility and are not lazy.
 Regardless of which theory 
you subscribe to, it’s an irrefut-

able fact that working hard is 
a learned behavior. It’s some-
thing that must be taught to us 
by an authority figure in our 
lives, just as we’re taught how 
to tie our shoes and drive a car.
 Just as good work hab-
its can be learned, they can 
also be unlearned. There 
are three common barriers 
that de-motivate previously 
highly motivated employees.
 The first barrier is the man-
ager. Even the most seasoned 
and highly-educated manager 
can become an impediment 
to an employee’s performance 
through everything from The 
Peter Principle, to microman-
aging, to not understanding 
how the different generations 
expect varying levels of supervi-
sory involvement. For example, 
a survey from Robert Half In-
ternational and Yahoo HotJobs 
found that 60% of workers in 
their twenties want to hear from 
their boss every single day. This 
is an extension of having grown 
up with Helicopter Parents, who 
were heavily involved in every 
aspect of their kids’ lives. This in 
stark contrast to the fiercely in-
dependent Gen. X, who grew up 
with much less parental involve-
ment and, consequently, came 
to be known as “Latchkey Kids.”
 The second barrier is a bad 
compensation structure, which 
manifests itself in several ways. 
One is “salary compression,” 
which is the narrowing over 
time of the pay differential be-
tween people in the same or ad-
jacent jobs, such as an engineer 
and a senior engineer. Another 
is “salary inversion,” which oc-
curs when a new junior person 
is hired at a salary that exceeds 
that of a senior person at a high-
er rank. Another is across-the-

board raises. Nothing says, “We 
don’t appreciate you” to high 
performers like giving them 
the same raise as the slacker 
in the cubicle next to them.
 The third barrier is the 
employee. Ways that other-
wise outstanding employees 
contribute to their own per-
formance problems range 
from perfectionism to an in-
dustrial psychology principle 
called the Hawthorne Effect.
 So how does one remove 
these performance barriers 
to ensure optimal  employee 
productivity? Stay tuned for 
my next column to find out.

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 
author of 6 books and over 500 pub-
lished articles. His company provides 
accredited management & leadership 
seminars for universities and cham-
bers of commerce. More resources are 
available at www.glennshepard.com

When Your A-Game Employees Bring Their B-Game to the Job

change opportunities: Many 
members enjoy meeting with 
other members to promote their 
businesses or to build stronger 
professional connections. Pro-
vide opportunities (both face-
to-face and virtual) for mem-
bers to meet these needs on a 
24/7 basis. Recognize that not 
all members can take advantage 
of face-to-face opportunities 
due to their own resource con-
straints, but still have a need to 
connect with other members.
•  Leverage social media plat-
forms to engage, educate, and 
promote members: Social me-
dia platforms, such as Facebook 
and WordPress, allow orga-
nizations and their members 
to share information, connect 
with others, and promote one 
another. Volunteers, leaders, 
and staff can facilitate this pro-
cess to ensure that activity is 
consistent and that all inquiries 
and concerns are addressed. 
(We offer additional engage-
ment strategies as an important 
component of a retention plan 
in our Member Retention Kit, 

Section IV, Strategic Direction: 
Where Do We Go from Here?)
 Best Practices for the En-
gagement Stage #2: Collect 
feedback from members on a 
regular basis. Some examples:
•  Conduct an annual member-
ship survey: collect feedback 
on the organization’s strategic 
direction; benefits and services; 
current and emerging needs; 
and loyalty levels. Using an 
online survey tool allows for 
reminders to be sent electroni-
cally, results to be compiled and 
analyzed, and visual charts to 
be displayed. If response rates 
are not high, consider collect-
ing feedback through inter-
views and focus groups as well. 
(We offer tips for testing for loy-
alty as an engagement strategy 
in our Member Retention Kit.)
•  Conduct periodic polls on 
specific topics: Offer short polls 
on your website to get a pulse 
from members on specific top-
ics like web site features, current 
advocacy initiatives, or indus-
try/community concerns. Share 
the results with members so 

they can compare their perspec-
tives to those of other members.
 Best Practices for the 
Engagement Stage #3: 
Monitor member engage-
ment levels. An example:
•  Run engagement reports pe-
riodically: leverage the power of 
the membership management 
database by entering engage-
ment data and running reports 
to identify high, medium, and 
low engagers. Thank highly-en-
gaged members and recognize 
their loyalty, and target lower-
engaged members monthly 
who may be at risk of attrition.

Cathi Hight is president of Hight tPer-
formance Group and has over 20 years 
experience in performance improve-
ment. She helps organizations build 
sustainable futures, improve processes, 
increase productivity, and develop 
staff & member loyalty. Hight Perfor-
mance Group is the developer of the 
Member Retention Kit. Cathi may 
be reached at (512) 354-7219 or e-
mail: cathi@hightperformance.com.

ect also argue that it would 
help decrease America’s de-
pendence on foreign oil.
 On the other hand, envi-
ronmentalists who oppose the 
pipeline argue that its ecologi-
cal risks are more dangerous 
than any potential benefits. 
Though construction of the 
Keystone XL pipeline would 
certainly represent a defeat 
for the environmental move-
ment as a whole, those who 

oppose the pipeline’s construc-
tion insist that it would have 
more than just symbolic effects.
 “It’s a very real pipeline,” 
said Susan Casey-Lefkowitz 
of the Natural Resources De-
fense Council in an inter-
view with NPR. “It’s carry-
ing a huge amount of dirty 
oil, if it gets built. It’s going to 
cause expansion of tar sands.”
 One of the risks cited by op-
ponents is the inherent danger 
of the pipeline itself, which car-
ries with it the possibility that 
it may break. Forbes contribu-

tor James Conca writes that, 
historically speaking, corporate 
infrastructure like this is rarely 
maintained, and leaks are al-
most guaranteed at some point 
in the pipeline’s future. Adding 
to the potential detrimental im-
pact is the fact that the material 
that the pipeline would trans-
port contains not only the crude 
oil, but also a mixture of toxic 
chemicals necessary for the 
tar sands extraction processes.
 Potentially still more signif-

icant than the pipeline itself is 
the impact of the tar sands. Ac-
cording to a study by Stanford 
University, the crude oil from 
tar sands is as much as 22% 
more carbon-intensive than 
other fuels. The Sierra Club 
reported that the mining of 
tar sands produces three times 
more carbon emissions than 
conventional oil extraction.
 Another factor likely to in-
fluence the future of the pipe-
line debate is the recent decline 
in global oil prices. The price 
of oil has dropped approxi-

mately 50% since June of last 
year (according to Reuters), and 
while those prices have risen 
slightly as of late, industry ana-
lysts predict they will fall again.
 Most analysts point to an 
increase in supply (due in part 
to the return of Libyan oil to 
the market), and a decrease in 
demand (caused by the slowing 
European and Chinese econo-
mies) as factors contributing 
to the slump in the price of 
oil. While it is difficult to pre-
dict future oil prices, oil majors 
have already announced tens 
of billions of dollars worth of 
cuts in exploratory spending.
 With diminished global de-
mand and the decreased value 
of oil, there is less economic 
incentive to harvest and refine 
oil from tar sands, let alone 
invest in the new infrastruc-
ture of the pipeline to trans-
port the product. It remains to 
be seen exactly what kind of 
an impact the price of oil will 
have on the national discus-
sion surrounding tar sands.
 Despite the strong support 
for the pipeline among some 
members of Congress, there 
are also those who support 
President Obama’s decision to 
veto. “This veto tells the world 
that our nation takes seriously 
the planetary crisis of global 
warming and that we will not 
support legislation that would 
let a Canadian oil company 
ship some of the dirtiest oil on 
the planet across the United 
States,” said Senator Bernie 
Sanders (I-VT) in a statement.
 The final decision remains 
in President Obama’s hands, 
who says he will wait until the 
State Department has deter-
mined the extent of the impact 
the Keystone XL Pipeline would 
have, both positive and negative, 
before taking further action.

Evaluating the Keystone XL Pipeline
(Continued from page 1)

Current Alaskan Pipeline Credit: cleantechies.com

Brianna Clegg
Staff Writer

 We’ve all seen them in our 
newsfeed, then forced a puff of 
air out of our noses in a con-
descending scoff, maybe rolled 
our eyes. I’m talking about 
those privacy statuses on Face-
book, the ones that generally 
go a little something like this:
 “Better safe than sorry. As of 
January 3rd, 2015 at 11:43 a.m. 
eastern standard time, I do not 
give Facebook or any entities as-
sociated with Facebook permis-
sion to use my pictures, infor-
mation, or posts, both past and 
future. By this statement, I give 
notice to Facebook it is strictly 
forbidden to disclose, copy, dis-
tribute, or take any other ac-
tion against me based on this 
profile and/or its contents. …”
 While you may feel slightly 
embarrassed for doing so, you 
briefly consider copying and 
pasting the text into your own 
status bar. At least someone is 
thinking about their privacy 
and how their private infor-
mation is being disseminated, 
right? (Though you do recog-

nize that it’s a stretch to attach 
the word “private” to any in-
formation posted to an audi-
ence that includes, say, that 
girl you knew in fourth grade 
but had forgotten about until 
she sent you a friend request.)
 At this point, you decide it 
is best if you just keep scroll-
ing so you don’t have to think 
about it anymore. Well, it is 
time to stop scrolling. As the 
development of our business 
identities moves online, it is 
important that we understand 
our rights to our digital con-
tent. Chambers of commerce 
and their member businesses 
need to own their identities.
 While the hype that spurs 
posts like the one above—the 
kind that say social media sites 
are stealing the rights to your 
original content—is blown out of 
proportion, the answer to usage 
rights can be tricky. With infor-
mation on the Internet so read-
ily available, you want to be sure 
that the carefully crafted image 
of your organization or busi-
ness remains uniquely yours.
 Understand that you do 
own the rights to the content 
you post. As soon as you create 

it, you own the creative rights 
to it. However, in posting that 
content on a social media site, 
you also “sign” a contract with 
Facebook/Twitter/Instagram 
etc, specifically giving them the 
right to infringe on your rights.
 What contract, you ask? The 
one with all the terms, condi-
tions, and data policies that 
you were asked to read when 
you joined the site, and that 
you agreed to when you clicked 
“Sign Up.” At this point, there is 
nothing you can do or say (or 
copy and paste to your time-
line) to negate that agreement. 
Your choices are either to ac-
cept a website’s terms, or not use 
the site at all. In short, you may 
own your content, but you told 
Facebook/Twitter/Instagram 
they were allowed to use it.
 In the grand scheme of 
things, most of us probably 
have nothing to worry about 
in terms of having our intel-
lectual property sold by social 
media platforms for profit. You 
won’t have to worry about your 
competitors buying your pro-
motional material from Face-
book and using it themselves.
 It is widely accepted that 

social media can have a sub-
stantial positive effect on an 
organization and, when man-
aged correctly, any associ-
ated risks can be minimized. 
Should social media platforms 
ever decide to sell user con-
tent to third parties, it would 
come with immediate, poten-
tially platform-ending backlash.
 Think of Instagram as the 
cautionary tale here: when their 
updated privacy policy caused 
users to worry that their pho-
tos would be sold to third par-
ties, the response was so swift 
and strong that they changed 
the language in the new policy.
 Often, social media sites use 
any information and content 
gathered from our profiles to 
personalize ads and maintain 
account security. For example, 
Facebook’s privacy policy al-
lows them to connect your 
posts with paid advertisers to 
bolster the advertisement. In 
this case, the content used is still 
associated with your account.
 An aside on cookies: social 
media platforms as well as many 
other sites use cookies to track 
data. Cookies are small bits of 
data stored on your device by 

a website. I know; I was disap-
pointed that they didn’t come 
in fun flavors like snickerdoo-
dle and chocolate crinkle, too.
 Cookies are the reason you 
are able to stay logged in to your 
social media accounts even af-
ter closing your browser, and 
are able to make use of auto-fill 
and password-save functions. 
Cookies are also the reason you 
start getting handbag ads on 
Facebook after Googling wom-
en’s purses. (Haven’t we all had 
careless Internet searches come 
back to haunt us in this way?)
 There are multiple types 
of cookies, and this has been 
a very truncated explanation 
of their uses. I would highly 
encourage you to do some re-
search in order to better un-
derstand them. Cookies are 
used all over the Internet, and 
while some come with individ-
ual privacy concerns, the fact 
is that cookies are often essen-
tial to maintaining site security.
 Some people may be per-
turbed by the idea that their 
public posts can be used in ads 
and promotions on the pages 
of other users, but they have to 
weigh the benefits of the ser-
vice against any potential harm.
 Does your organization 

benefit from being able to up-
date followers on new events or 
deals? Does the increased web 
presence and opportunities for 
customer reviews bring in more 
potential members/customers? 
In my personal opinion, the ben-
efits far outweigh the risks when 
you appropriately manage the 
information you make available.
 Always carefully consider 
the type of information you 
share. If you are less bothered 
by the potential for social me-
dia to make money from per-
sonalized ads and more both-
ered by your lessened control 
over what info is shared with 
whom, consider changing the 
information you post or re-
stricting your privacy settings.
 You should only share in-
formation with public privacy 
settings if you do not care how 
frequently and far the informa-
tion is disseminated. Making 
your privacy settings too strict, 
however, may negate some of 
the benefits of having a business 
page on a social media platform, 
so it is best to only post things 
you don’t mind being shared.
 Just remember, you do own 
your identity, but as always, be 
careful about how you present 
yourself.
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Boulder City Chamber of Commerce
-Boulder City, Nevada

Patrick McCabe
Editor-in-Chief

 When you’re a chamber of 
commerce executive, facing a 
challenge is as second nature 
as waking up in the morning. 
It’s just part of your daily rou-
tine: get to the office; grab a 
cup of coffee; face an extreme 
challenge. But when you’re a 
controlled-growth community 
with limited resources in the 
shadow of one of the country’s 
most notorious tourist destina-
tions, you have to find creative 
ways of facing these challenges.
 Jill Rowland-Lagan has 
been the Boulder City Cham-
ber of Commerce CEO since 
2001. In that time, she has seen 
her membership grow from 180 
to 425—and that’s with only 
600 total Boulder City busi-
ness licenses. When you talk 
about saturation, it doesn’t 
get much better than 71%.
 Boulder City gained inde-
pendence as its own municipal-
ity in 1960. At that time, there 
was no alcohol or gaming in 
Boulder City, so the forefa-
thers had a lot of decisions to 
make about how they wanted 
their new city to operate. They 
decided to allow alcohol, but 
to continue to prohibit gam-
ing. Boulder City is still the 
only municipality in Nevada 
that does not allow gaming.
 The forefathers had seen 
their neighbor Las Vegas grow 
tremendously during this time, 
and saw what can happen to 
a city and its resources when 
you have a constant influx and 
departure of large groups of 
people. For these reasons, they 
instituted a controlled-growth 
ordinance. … But what does 
that mean? Basically, it means 
that the city cannot grow by 
more than 4% in any given 
year. To give  you an idea of 
how it’s working: Boulder City 
hasn’t grown by more than 1% 
in each of  the last 10-15 years, 
according to Rowland-Lagan.
 The ordinance plays a large 
role in determining what the 
chamber can and can’t do. If 
the size of the city is kept un-
der control, then the local 
business community can only 
grow so much. This, in turn, 
keeps the number of potential 
chamber members to a mini-
mum. But Rowland-Lagan uses 

that to her advantage by going 
outside the area for business 
types that aren’t represented di-
rectly in Boulder City. “We are 
not controlled by any demo-
graphic boundaries, so we have 
quite a few Vegas and Hender-
son members,” she explained.
 For example, there aren’t 
any car dealerships in Boulder 
City, so what does the cham-
ber do? They approach a dealer 
in Las Vegas and say, ‘Hey, a 
lot of our city’s residents have 
purchased cars at your dealer-
ship, how would you like to 
get involved in our chamber to 
increase your presence here?’
 In a city where everyone 
knows each other, it’s all about 

member involvement and en-
gagement. “Get feedback, and 
make sure you do a follow-up 
on different suggestions they 
have so they feel valued,” Row-
land-Lagan said. “We want 
to make sure that the sugges-
tions, the ideas, the things that 
are important to [members], 
that we respond to [them] 
when needed and when pos-
sible.” Rowland-Lagan believes 
that area business people are 
supportive of the chamber be-
cause they know the chamber  
is 100% supportive of them.
 How does the chamber pri-
oritize their involvement? “It 
takes a lot of care to make sure 
that you are a part of all the 
non-profits, a part of what’s im-
portant to them, a part of our 
different businesses. By getting 
in their shops and understand-
ing what it is they do, it makes 
it real easy for you to share that 
information,” Rowland-Lagan 

said. “[Y]ou keep your staff, 
board members, and city lead-
ers involved … so they under-
stand what their community 
has to offer, because then they 
become an advertisement, a 
walking billboard, per se, be-
cause they’re advertising what’s 
going on in their community.”
 With a paid staff of only two 
people, the Boulder City Cham-
ber of Commerce relies a lot on 
volunteers. Thankfully, there is 
no shortage: the chamber has a 
waiting list of people who want 
to serve as office volunteers 
and board members. For that, 
Rowland-Lagan is very grateful.
 This desire for involvement 
stretches beyond the business 

owners. The chamber pro-
motes local pride for the whole 
community. “[T]he shop lo-
cal concept is taken to the nth 
degree,” Rowland-Lagan said. 
“Your neighbor right next door 
owns a business, so make sure 
that you’re shopping there be-
cause it then makes it viable 
for him to remain here as a 
resident and business owner.”
 When she says “the nth de-
gree,” that’s not hyperbole, and 
a program between the Boul-
der City Chamber and the fifth 
grade class at Martha P. King 
Elementary School proves that 
much. “We bring the kids into 
the downtown [area] every 
Christmas,” Rowland-Lagan 
explained. “The fifth grade 
teachers have created a cur-
riculum where they have the 
kids actually fill out a job ap-
plication [and] do a resume. …
 “Once they get a job and 
they earn income, they go back 

and deposit it into the school’s 
bank. They continue the lesson 
and understand that when you 
get paid, you have to pay your 
taxes. Taxes go into helping the 
bigger picture. When you have 
money you can now go out and 
purchase things locally. … So 
they really start to understand 
the big picture and the cycle of 
that dollar and how it impacts 
their life.” The chamber even 
put together a coupon book for 
students to use in local shops.
 Rowland-Lagan says that 
exercises like this one gives stu-
dents an understanding of the 
importance of shopping local; it 
teaches them about  “the cycle of 
the dollar,” and how their local-
ly-spent dollars go toward fund-
ing things  like public safety ser-
vices and roadway maintenance.
 “And the kids love it,” she 
added. “Part of their grade is 
… to have receipts to show ev-
erything that they withdrew 
from the bank. … They make 
sure that they’ve balanced their 
checkbooks, and then they have 
to write an essay on the expe-
rience. So their grade is based 
on this very, very fun experi-
ence, but also really teaches 
them about how their dollar 
helps ... the overall econom-
ic strength of Boulder City.”
 This is an event that’s been 
going on for fifteen years, which 
proves what a close relationship 
the chamber has with the rest 
of its community. But this isn’t 
the only event that businesses 
and residents get excited for ev-
ery year. From spring through 
fall,  Boulder City hosts several 
events, fairs, and festivals, and it 
all starts with Spring Jamboree. 
The fest, like many in Boulder 
City, features an arts and crafts 
area, but Spring Jamboree con-
sists of a lot more. According to 
Rowland-Lagan, “[W]e also do 
a car show, entertainment, an 
antiques show, a rock and gem 
show, a carnival area; so it’s re-
ally a family festival that’s right 
during that fun time when the 
weather’s getting nice and ev-
erybody wants to be outside.”
 But it isn’t all just festival 
and event planning in Boulder 
City. In fact, the chamber is in 
a position where they’re need-
ed to do far more. “[W]e wear 
four hats at this chamber,” said 
Rowland-Lagan. Not only is 
the Boulder City Chamber the 
local economic development 
agency, but it is also the conven-
tion and visitors bureau, and is 
responsible for bringing tour-
ism in and running the city’s 

welcome center. “We represent 
business in government and try 
to pay attention to what hap-
pens at the legislative session, 
to what’s happening at our local 
government level,” Rowland-
Lagan continued. “I think that 
this helps bring the support of 
our businesses because they re-
alize we are doing a lot. When 
they can see that the return 
on their investment is coming 
back directly, they know they’re 
contributing to a bigger part.”
 One of the biggest chal-
lenges faced by Boulder City 
is being the only area in the 
state that doesn’t have gaming. 
That has always been a chal-
lenge for the city. Now that the 
state is pushing toward diver-
sity for their entire economy, 
Boulder City has become a 
road map to how that can be 
achieved throughout Nevada.
 “We have so much land,” re-
marked Rowland-Lagan. “We 
have 240 square miles of land, 
thoughtfully designed for the 
purpose of protecting us from 
the sprawl of the Las Vegas 
and Henderson area. … Much 
of the municipality’s cash flow 
comes from land leases. Most 
of those leases come from the 
five different solar companies 
that we have here in the area.” 
Acoording to Rowland-Lagan, 
the state as a whole is working 
to reduce its dependence on 
gaming and mining, and has 
identified renewable energy as a 
viable economic alternative.  
 Being the home of the 
Hoover Dam, Boulder City is 
certainly no stranger to this 
endeavor. “[B]eing the insti-
gator of hydro-electric in the 
state, and then growing into 
the solar … Boulder City re-
ally is a huge contributing 
factor to the state’s ability to 
claim [the renewable energy] 
sector,” Rowland-Lagan said.
 As the state continues to 
grow and change, one of the 
biggest concerns for the Boul-
der City Chamber is the up-
coming creation of Interstate 
11, a new highway that will be 
a direct route from Phoenix 
to Las Vegas. This will allow 
for easier, more direct travel 
into Las Vegas, which is re-
ally great for the state; how-
ever, Boulder City runs the risk 
of being completely bypassed.
 “We’re trying to be proactive 
versus reactive,” said Rowland-
Lagan. “We created the tourism 
commission. It is specifically 
designed to advertise and brand 
the name ‘Boulder City’. … 

We’ve spent the last six years in-
fusing $100,000 a year in adver-
tising just to Las Vegas to create 
that repeat customer. We’ve been 
working on mitigating any neg-
ative impact to our businesses.”
 A part of that branding en-
deavor resulted in a win for 
the chamber when they ap-
proached the state legislative 
council about the creation of 
a specialty license plate for 
Boulder City. Said Rowland-
Lagan, “[T]he plate itself has 
the [Hoover] Dam on it, and it 
really helps us advertise. … It’s 
a sense of pride, and to have 
something that iconic that we 
now have on close to 5,000 
vehicles, that’s pretty excit-
ing, and something this cham-
ber worked pretty hard for.”
 With their hands in so 
many baskets, and with a tight-
knit community that scrutinizes 
every decision made, the key 
to success for the Boulder City 
Chamber is simple: open com-
munication with members. “I 
love the days we recieve positive 
feedback,” said Rowland-Lagan. 
“When business owners are let-
ting you know you’ve done the 
right thing, you are headed in 
the right direction, and when 
they give you great suggestions 
or ideas that you sit back and go, 
‘Oh, I never thought about that. 
Let’s try to make that happen.’
 “They’re constantly evolv-
ing,” she continued. “They 
know what they need to make 
their business work … So be-
ing able to be out there with 
them, to listen to their ideas … 
those are great days where your 
mind gets going and you’re just 
chomping at the bit to get back 
and get that program instigated. 
Those are good days for us.”
 The ultimate happiness, 
though, is seeing the peo-
ple of Boulder City enjoying 
their home town. “When it’s 
a warm, beautiful day, and all 
the patios are full, and people 
are walking up and down the 
street,” says Rowland-Lag-
an. “Those are good days.”
 For more information 
on the Boulder City Cham-
ber of Commerce, visit www.
b ou lderc i t ychamb er.com.

The Mike O’Callaghan-Pat Tillman Memorial Bridge, Hoover Dam

-Princeton, NJ

Carly Morgan
Head Writer

 The Princeton Regional 
Chamber of Commerce repre-
sents the business sector of cen-
tral New Jersey. But where, ex-
actly, is Central New Jersey, you 
ask? Well, it’s probably easiest to 
start by ruling out where it isn’t.
 Central New Jersey is not the 
capital region (that’s Trenton), 
and it isn’t up north (with cities 
like New Brunswick and Pater-
son). Unless, of course, you’re 
talking to someone from Cape 
May, in which case Central Jer-
sey is actually North Jersey, and 
North Jersey is … wait, what?
 “You have to sort of live 
in Jersey to understand it,” 
laughed Peter Crowley, Presi-
dent and CEO of the Princeton 
Regional Chamber of Com-
merce. “The old joke is, ‘Which 
[highway] exit are you off?’”
 Building a collective busi-
ness identity for a region al-
ready so nebulously defined 
would be difficult enough on its 
own. Adding to that challenge, 
however, is the fact that Central 
Jersey also happens to be sand-
wiched between two major met-
ropolitan hubs, neither of which 
is necessarily short on a person-
ality and identity all its own.
 “There’s no major newspa-
per in New Jersey; there’s no 
major television station,” Crow-

ley explained. “So if you’re more 
northern, you tend to link with 
New York [City]; you tend to 
follow New York newspapers 
and sports teams. If you’re more 
southern,” he continued, “you 
tend to follow Philadelphia 
[newspapers and sports teams].” 
Which leaves Central Jersey 
to define, embody, and repre-
sent the middle of the state, as 
the people in Central Jersey 
don’t have the same affiliation 
with neighboring cities that 
one might find in the northern 
or southern parts of the state.
 Even the makeup of the 
Central New Jersey market-
place is something uniquely its 
own. The teeming markets of 
the New York City metropolis 
permeate the state’s northern 
border, while the Philadelphia-
focused south has a markedly 
less dense marketplace. Cen-
tral Jersey, according to Crow-
ley, brings yet another distinct 
marketplace into the picture, 
which really is remarkable, 
considering the entire state 
is only about 170 miles long.
 Crowley explained that 
some parts of the Central Jer-
sey marketplace are quite 
dense: Princeton-Mercer 
boasts a large number of busi-
nesses, while Somerset has a 
large stake in the pharmaceu-
tical market. Then there are 
places like Hunterdon which 
are, by contrast, more rural.
 The Princeton Regional 

Chamber of commerce, which 
was established in 1959, first 
started as a small business 
group in downtown Princeton, 
but has since grown to be the 
largest chamber in Central New 
Jersey. As such, it is the job of 
Crowley and his staff to meet 
the many and varied needs of 
businesses in Central New Jer-
sey’s diverse marketplace, while 
simultaneously helping to es-
tablish a collective identity for 
the region, separate from that 
of its northern and southern 
counterparts. This is undoubt-
edly a tall order, and Crowley 
recognized early on that a suc-
cessful Central Jersey cham-
ber was going to have to look 
a little different than the tradi-
tional chamber. So he reimag-
ined the entire chamber model.
 A little backstory: Crow-
ley came to the Princeton Re-
gional Chamber of Commerce 
six years ago. Prior to that, his 
career was in banking: he spent 
twenty years on Wall Street 
with Citibank before opening 
his own bank in 2006. The Bank 
of Princeton, of which Crowley 
was the founder and served as 
President and CEO for three 
years, ultimately became the 
fastest-growing de novo bank 
in the state of New Jersey.
 When it came to run-
ning a bank, Crowley knew 
what worked. When he moved 
into the world of cham-
ber work, he brought all that 

he had learned with him.
 The Princeton Regional 
Chamber of Commerce has 
taken what Crowley calls “a cor-
porate approach” to delivering 
chamber services. The Princ-
eton Regional Chamber is treat-
ed as a holding company and 
overall brand, under which the 
chamber staff has built separate 
businesses out of chamber pro-
grams. Their Conventions and 
Visitors Bureau, for example, 
or the Women In Business Al-
liance—those are both part of 
the chamber, but they run sepa-
rately. They each have their own 
executive committee, their own 
chair, their own volunteers, even 
their own logo. There are cur-
rently six unique business mod-
els running as part of the Princ-
eton Regional Chamber (others 
include an independent busi-
ness alliance, a Young Profes-
sionals group, an International 
Global Opportunities group, 
and a Real Estate Business Alli-
ance), but Crowley hopes to see 
that number continue to grow.
 “Those six businesses that 
we’ve built have really been 
very impactful to our organi-
zation,” Crowley said. “What 
we had found was … people 
[were joining] the chamber. We 
have 1,100 members. [But] we 
weren’t reaching them all. We 
were getting them to renew, but 
they weren’t telling us, ‘We’re 
really getting value out of our 
membership.’” In order to recti-
fy that, the chamber staff turned 
to those in the best position to 

help: the members themselves.
 In order to better reach 
all of their members (which, 
by the way, Crowley and his 
staff refer to as “clients,” as it is 
Crowley’s belief that “you work 
harder to keep a client’s sup-
port” than you might to keep a 
member’s support), the staff at 
the Princeton Regional Cham-
ber of Commerce divided the 
region’s market into eight dif-
ferent segments. Then, they 
approached each segment in-
dividually, and asked if they 
would like to develop programs 
against their own markets. 
All accepted enthusiastically.
 “That has absolutely stim-
ulated the growth of this re-
gion,” Crowley said. He pointed 
specifically to the Real Estate 
Business Alliance to exem-
plify the role these businesses 
have played: “You now have 
commercial property manag-
ers who may join [the cham-
ber] but never know what to 
do, getting involved with resi-
dential real estate managers, 
getting involved with people 
who see the real estate busi-
ness as important to them.”
 Another integral com-
ponent of the change Crow-
ley brought to the Princeton 
Regional Chamber of Com-
merce has to do with mea-
suring chamber efficacy. “We 
changed our strategy,” Crowley 
said. “We measure everything.”
 He’s not kidding: the Princ-
eton Regional Chamber of 
Commerce staff tracks all of its 

programs. They look at atten-
dance, visibility, ROI; they look 
at all numbers on a quarterly ba-
sis to help them hone different 
components of the chamber’s 
five-year plan. And, if numbers 
are good, the staff is bonused.
 “When I came in [to the 
chamber], I brought very much 
of a corporate overview to what 
was a member organization,” 
Crowley explained. “It’s very 
much the banking model that I 
learned at Citibank and brought 
over here.” So far, it seems to 
be working: in Crowley’s six 
years as President and CEO, the 
Princeton Regional Chamber 
of Commerce has grown from 
a half-million dollar organiza-
tion, to one valued at just under 
1.3 million dollars. Membership 
has also more than doubled, 
growing from 500 in 2009, to 
the chamber’s current 1,100.
 For Crowley, part of his and 
his staff ’s mission is to change 
the way business owners see a 
chamber of commerce. “We’re a 
business partner,” he said. “We 
want to be their business part-
ner. We don’t want to be some-
thing [business owners] join 
and just put on their logo and 
say they’re part of the chamber.” 
So far, it looks like Crowley and 
his staff are well on their way 
to accomplishing exactly that.
 For more information on 
the Princeton Regional Cham-
ber of Commerce, visit www.
princetonchamber.org, or call 
609-924-1776 and ask for Peter.

Princeton Regional Chamber of Commerce
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-Salem, Oregon

Carly Morgan
Head Writer

 Right now, the Salem Area 
Chamber of Commerce is in-
volved in a public/private part-
nership with a major project un-
derway: creating a new technical 
high school for the students of 
the Salem-Keizer School Dis-
trict. The district is a big one—
the second-largest in the state 
of Oregon, in fact—and it’s full 
of students who will someday, 
hopefully, come to play a role 
in Salem’s private sector growth.
 The new tech school, slated 
to open this fall, will have pro-
grams in residential construc-
tion and commercial manu-
facturing. But Jason Brandt, 
President and CEO of the Sa-
lem Area Chamber of Com-
merce, says that the number of 
programs available to students 
through the school will ex-
pand every year, until there are 
ten different ones in operation.
 What’s particularly interest-
ing about Salem-Keizer’s Ca-
reer Technical Education Cen-
ter, however, is in the details 
of its construction: the school 
is housed in a former manu-
facturing facility, which mil-
lions of dollars in donations 
from a private philanthropist 
has allowed to be retrofitted 
and renovated into a 120,000 
square foot, state-of-the-art, 
workforce training facility. As 
such, the Career Technical Edu-
cation Center serves as the ar-
chetypal manifestation of the 
type of work pursued by the 
Salem Area Chamber of Com-
merce: planning for the fu-
ture by drawing upon the past.
 When it comes to looking 

Salem Area Chamber of Commerce
to the past for inspiration, the 
Salem Area Chamber of Com-
merce has a long one from 
which to draw upon. First es-
tablished as the Board of Trade 
in 1884, the chamber’s history 
spans a whopping 130 years. 
Currently, the Salem Area 
Chamber of Commerce boasts 
1,270 members, and sees an an-
nual growth of about two per-
cent. As the chamber grows, its 
staff is constantly looking for 
ways to help prepare their lo-
cal private sector for the future.
 And part of planning 
for the future, according to 
Brandt, means investing in lo-
cal schools. “I can’t empha-
size enough the importance of 
building as strong of a relation-
ship as possible with your local 
public school district,” he said in 
a recent phone interview. “For 
us [at the chamber], we enjoy 
probably as close of a working 
relationship [with the school 
district] as you could have.”
 Brandt believes that the re-
lationship his chamber has with 
the Salem-Keizer School Dis-
trict is a testament to the area’s 
public education officials. He 
says that they’re not overly-bu-
reaucratic, and that they’re will-
ing to be “nimble and flexible” 
and consider things from dif-
ferent perspectives, all of which 
has contributed to the success 
of the Salem Area Chamber of 
Commerce’s Ready To Learn—
Ready To Work partnership.
 Ready To Learn—Ready To 
Work helps prepare local stu-
dents for success in the private 
sector by affording them access 
to things like job shadows, in-
ternships, workplace tours, and 
classroom presentations. The 
Salem Area Chamber of Com-
merce helps coordinate these 

opportunities, and also hosts 
a yearly event that brings hun-
dreds of students to the down-
town convention center to 
participate in mock interviews 
with chamber business people.
 “It’s all about getting these 
students access to what it’s like 
out there in the real world: what 
jobs look like; what opportuni-
ties look like; why businesspeo-
ple are passionate about what 
they do,” Brandt explained. But, 
he added, it’s also about look-
ing at past decisions to help up-
and-coming workers make the 
best decisions for their future.
 “In our education system 
as a whole in this country, the 
best theme to embrace is that 
nothing changes if you change 
nothing,” Brandt said. “If we 
continue to operate as a coun-
try in educating our students 
as if nothing has changed 
technologically, or as if noth-
ing has changed as it relates to 
Baby Boomer succession plan-
ning, then we’re accepting a 
status quo that will ultimate-
ly leave devastating impacts 
on our country’s economy.”
 The role of the Salem Area 
Chamber of Commerce in fa-
cilitating that change is also 
embodied in the Inspire Foun-
dation, which is the chamber’s 
official charitable arm. Under 
the umbrella of the Inspire 
Foundation, the chamber op-
erates its Leadership Salem 
program, which Brandt de-
scribed as a “traditional adult 
community leadership devel-
opment” entity; the Leader-
ship Youth program, specifi-
cally geared toward high school 
juniors and seniors; and the 
Young Professionals program.
 Brandt believes all three of 
these groups are vitally impor-
tant to the region’s economic 
future, as they help build men-

toring relationships among 
members of the community 
that cross generational divides, 
and allow the new generation 
of Salem workers to learn from 
those who came before them.
 “When you open the door 
to mentorships, you open the 
door to professional relation-
ships with people you other-
wise would not meet,” Brandt 
said, speaking to his point that 
a mentoring relationship gives 
people access to experiences 
that would otherwise remain 
inaccessible. And, he added, 
in building these relation-
ships, “you’re going to learn 
more about yourself. You’re go-
ing to learn more about your 
community, and you’re go-
ing to learn from the mistakes 
that other people have made, 
so maybe you don’t have to 
make those mistakes yourself.”
 With the needs of the pri-
vate sector constantly changing, 
and the wave of Baby Boomers 
currently moving toward retire-
ment, those at the Salem Area 
Chamber of Commerce believe 
it is their job to help ensure that 
the next generation of workers 
has the skills necessary for filling 
the jobs available to them, and is 
equipped to meet the demands 
of maintaining a robust local 
economy. Brandt believes that 
any community is only as strong 
as its leadership base, and that 
chambers of commerce “need 
to be in the business of develop-
ing more [community] leaders 
so that the private sector voice 
is alive and well for the future.”
 Meanwhile, the Salem Area 
Chamber of Commerce is al-
ways looking for ways of rein-
venting past models for cham-
ber success. Their “shop local” 
program, Buy In The Mid-
Valley, is a reinterpretation of 
a tried and true model: when 

consumers purchase their Buy 
In The Mid-Valley discount 
cards, a portion of those funds 
will be donated to whatever area 
nonprofit the consumer choos-
es to support. So, consumers are 
happy, chamber businesses gain 
extra visibility, and local non-
profits reap some of the rewards 
of the chamber’s marketing ef-
forts. Brandt says it’s his cham-
ber’s way of turning a traditional 
win-win situation into a “win-
win-win,” he laughed, “a triple-
win, I guess you could say.”
 The member outreach 
mechanisms of the Salem Area 
Chamber of Commerce are a bit 
old-fashioned, too: the cham-
ber publishes a monthly print 
newspaper, Business Voice, to 
help keep members abreast of 
all that’s happening in the lo-
cal business world. It’s so old-
school, it almost goes right 
back around to feeling new 
again. Brandt says it’s a nice 
way of giving back to members, 
too, since not all of their news 
makes it into the local paper; 
this affords businesspeople an-
other opportunity to see their 
names in print. And, I mean, 
come on—will that ever get old?
 Probably not any time soon, 
as Brandt says that members 
really appreciate the gesture. 
“We still find that print has 
its place in our community,” 
he explained, “and that there’s 
certainly value tied to hav-
ing member names in print.”
 Of course, he added, main-
taining a print publication is not 
without complications. Printing 
a newspaper isn’t exactly cheap 
(I can attest to that, too), and ad 
space in print publications can 
be a bit of a tough sell, meaning 
that, sometimes, you feel lucky 
just for having broken even. 
Brandt believes, however, that 
the ability to incur the added 

expense of a print publication 
serves to enhance the chamber’s  
credibility, and that as long as 
member feedback remains as 
positive as it has been in the 
past, he and his staff will contin-
ue to make consistent publica-
tion of Business Voice a priority.
 With so many aspects of 
the private sector in a constant 
state of growth and evolution, 
the Salem Area Chamber of 
Commerce exemplifies the fact 
that sometimes, the most effec-
tive changes aren’t always the 
most drastic, and that evolution 
doesn’t always require one to 
reinvent the wheel. Some things 
just work, and will continue to 
work even as their surroundings 
change. Which is pretty much 
how Brandt feels about cham-
bers of commerce in general.
 “Some people are worried 
about the relevance of cham-
bers as technology continues 
to make itself known, and so-
cial media continues to prolif-
erate,” he explained. “But I just 
don’t think there will ever be 
anything that takes the place of 
in-person connectivity between 
business owners. Chambers of 
commerce, in my opinion, have 
an incredible future ahead of 
them.” He paused momentarily, 
and then added, “So, if there are 
chamber executives that are get-
ting discouraged, I want to en-
courage them and let them know 
that I think the future is going to 
be very bright for our industry.”
 For more information 
on the Salem Area Cham-
ber of Commerce, visit 
w w w. s a l e m c h a m b e r. o r g .

-Melfa, Virginia

Lucas John Potter
Staff Writer

 The sun is shining. Tour-
ists are everywhere. Clams 
and oysters are plentiful. 
Summer is a good time on 
the Eastern Shore of Virginia. 
 The Eastern Shore of Vir-
ginia is a beautiful, 70-mile 
peninsula on the Atlantic coast. 
Surrounded by water, it is bor-
dered by the Atlantic Ocean on 
its eastern side and by the Ches-
apeake Bay on its western side. 
 During the summer, tour-
ists flock to the Eastern Shore 
for its beautiful beaches, its 
fun outdoor activities, and its 
delicious seafood. It truly is 
a bustling summertime com-
munity, and at the heart of its 
summer economy is the Eastern 
Shore of Virginia Chamber of 
Commerce in Melfa, Virginia. 
 The Eastern Shore of Vir-
ginia Chamber was founded in 
1953 when Charles Russell con-
vinced 50 area businesses of the 

importance of banding together 
and supporting one another. In 
the 62-year interlude between 
then and now, the Eastern Shore 
of Virginia Chamber has grown 
tenfold to almost 500 members. 
I spoke with Executive Director 
Jean Hungiville to learn more 
about the area and what drives 
business on the Eastern Shore.
 Summer life on the Eastern 
Shore revolves around tour-
ism, outdoor fun, and seafood, 
and that is also true for busi-
nesses on the Eastern Shore. 
According to Hungiville, these 
are the primary industries rep-
resented in the  ESVA Cham-
ber. While the chamber has 
members from many different 
industries, tourism and sea-
food are the two largest. Bed 
and breakfasts, restaurants, 
small shops, charter boats, and 
all varieties of outdoor activity 
stores all benefit from the in-
flux of tourists in the summer. 
 The seafood industry 
is booming in the summer, 
which sees several seafood 
festivals all over the area. Ac-

cording to Hungiville, the best 
oysters and clams come from 
the Eastern Shore of Virginia’s 
many aqua farms. From “sea-
side” oysters plucked from the 
Atlantic Ocean, to “bayside” 
oysters from the Chesapeake 
Bay, the Eastern Shore’s sea-
food is the best of the best!
 Outdoor sports and activi-
ties abound in summertime at 
the  Eastern Shore! Whether you 
like seaside boat tours or walks 
along the beach, the Eastern 
Shore has got what you want! 
Whether you like to watch birds 
or catch fish, you can do both 
at the Shore. If you like kayak-
ing through salty marshes, or if 
cycling is more your speed, the 
Eastern Shore is the place for 
you. In fact, this spring will see 
the annual Le Tour de Shore cy-
cling event, a bicycle ride along 
the Eastern Shore. There are four 
routes of varying lengths that 
ride through quaint towns filled 
with beautiful scenery. What’s 
more, a portion of the proceeds 
go to the Eastern Shore Coali-
tion Against Domestic Violence.

 Perhaps one of the most 
interesting draws of the  East-
ern Shore, however, is Wal-
lops Island. Wallops Island is 
a new NASA launch facility 
situated in the northern part 
of the Eastern Shore’s seaside. 
Wallops launches research bal-
loons, sounding rockets, NASA 
Aircraft, and even missions to 
the International Space Sta-
tion all throughout the year.
 In addition to offering 
countless fun opportunities for 
tourists and visitors, the Eastern 
Shore of Virginia also boasts 
an excellent support system 
for its local business owners in 
the Eastern Shore of Virginia 
Chamber of Commerce. “Our 
mission is to serve, promote, 
and connect the businesses and 
communities of the Eastern 
Shore of Virginia,” Hungiville 
explained. “We live that ev-
ery day.” You’re in good hands 
if you are a business owner 
on the Eastern Shore, as serv-
ing members is a way of life 
for Hungiville and her staff.
 Hungiville says the cham-
ber carries out its mission by 
“increas[ing] exposure to po-
tential customers” through 

various means of communica-
tion. “Our Essentials Magazine, 
the essential guide to living on 
ESVA, lists all of our members 
and has advertising opportuni-
ties,” she explained, adding that 
the chamber also   sends out 
email blasts, offers monthly net-
working events, and promotes 
members and activities on the 
local radio station by host-
ing Chamber Chat every other 
Wednesday for half an hour at 
lunchtime. The chamber also 
offers business seminars with 
guest speakers to help busi-
nesses grow or solve problems.
 That’s not to say, however, 
that the job comes completely 
without its challenges. It is a 
busy and unpredictable job, and 
with modern technology chang-
ing at such a rapid pace, it can be 
tough to stay relevant. Engaging 
hundreds of business owners 
across several generations and 
keeping them involved in the 
organization is vital. But in the 
end, it is a worthwhile endeavor 
for Hungiville: “There is no best, 
or worst, day[at the chamber] 
... and that’s the beauty of this 
job! We wear multiple hats and 
they are different every day.”

 I’ve told you all the wonder-
ful opportunities the Eastern 
Shore of Virginia has to offer 
to visitors and business own-
ers alike. I’ve told you about 
the excellent recreational ac-
tivities, the phenomenal food, 
and business opportunities. 
But I think Hungiville summed 
the area up perfectly when she 
said: “The Eastern Shore of Vir-
ginia’s business community is, 
without a doubt, the hardest-
working, most supportive com-
munity ... in this county. The 
family roots run deep in all 
types of businesses and com-
munity service, and will keep 
the Eastern Shore a very special 
place for generations to come.”
 For more information 
on the Eastern Shore of Viri-
gina Chamber of Commerce, 
visit www.esvachamber.org.

Eastern Shore of Virginia Chamber of Commerce

-Brea, California

Carly Morgan
Head Writer

 When the Brea Chamber of 
Commerce was founded in Brea, 
California back in March 1913, 
the tagline for the city was, “The 
land of oil, oranges, and op-
portunity.” Now, 100 years later, 
Brea Chamber of Commerce 
President and CEO Heidi Gal-
legos says that still holds true.
 Well, except maybe for the 
part about the oranges. “The 
orange fields have kind of dis-
appeared,” Gallegos said with 
a chuckle. “But we still have 
the oilfields, and there’s still 
plenty of opportunity in Brea.”
 The Brea Chamber of Com-
merce’s recent centennial cele-
bration gave those at the cham-
ber a chance to revisit some of 
the chamber’s history, and to 
look back on its role of foster-
ing the environment of eco-
nomic growth and opportunity 
so characteristic of the south-
ern California community.
 “[The way] a lot of chambers 

Brea Chamber of Commerce
start,” Gallegos explained, “is lo-
cal business folks seeing a need, 
pulling together, and creating an 
organization that is the voice of 
business.” Now, the Brea Cham-
ber of Commerce serves as ex-
actly that to its 400 members.
 The Brea Chamber of Com-
merce is currently in a growth 
period, and Gallegos believes 
that to be a reflection of her 
and her staff ’s commitment to 
listening to members and pro-
viding the services that they 
want. A big component of what 
members are looking for, she 
said, is greater opportunity 
for face-to-face interaction.
 “[Members] are asking for 
more networking events,” Gal-
legos explained. “Network-
ing sometimes has a negative 
connotation, but it’s actually 
relationship management. It’s 
building those connections, be-
cause people want to do busi-
ness with those they know and 
trust, whether it’s a Fortune 
500 company or a small busi-
ness with two employees.” Ac-
cording to Gallegos, putting 
together networking events for 

chamber members means fa-
cilitating the types of introduc-
tions that help business people 
meet the client base or other 
business owners that can help 
support their own business.
 But another integral com-
ponent of how the Brea Cham-
ber of Commerce serves its 
members is on the legal front: 
Gallegos makes it a priority 
to keep abreast of any changes 
or developments in Califor-
nia State law, ensuring that 
she remains fully equipped for 
addressing the needs of busi-
nesses, both small and large.
 “The charge of the cham-
ber is to stay on top of current 
legislation as it relates to busi-
ness,” Gallegos explained, add-
ing that HR issues in particular 
tend to “pop up all the time” in 
Sacramento. Whether the issue 
at hand is a mandate on plastic 
bag use, or an increase in taxes 
and fees, or legislation looking 
to change the model of em-
ployee compensation, Gallegos 
makes sure to stay informed so 
she can, in turn, keep members 
informed—a particularly valu-
able service for small businesses 
operating with few employees. 

“They don’t all have the [re-
source] capacity to be able to 
know all that’s going on in Sac-
ramento,” Gallegos said. “We 
can be that conduit for them.”
 In helping to foster a 
healthy and business climate, 
the Brea Chamber of Com-
merce has also broadened its 
scope to help meet the needs of  
some of its community’s most 
vulnerable members: U.S. mili-
tary veterans returning (and 
re-acclimating) to civilian life.
 Brea has a sizeable veteran 
population, with some whose 
military service dates all the 
way back to World War II. And, 
in recent years, the community 
has had an influx of veterans just 
recently returning from Iraq 
and Afghanistan. I asked Gal-
legos what accounts for the vet-
eran presence in Brea—is there 
a base nearby or something?—
but none of the traditional ex-
planations seemed to apply.
 “I really don’t know [what 
accounts for it],” Gallegos said. 
“The nearest base is Camp 
Pendleton, and that’s probably 
100 miles away.” She believes it 
ultimately comes down to the 
fact that Brea is just a really nice 

place to settle down and raise 
a family: “During the day, this 
place hustles and bustles, but 
at night it really is a tight-knit, 
family-oriented community.”
 The Brea Chamber of Com-
merce makes itself available to 
veterans and families of veter-
ans, to help in the process of re-
joining the workforce in as many 
ways as they can. For instance, 
the chamber has a partner-
ship with Working Wardrobes, 
which helps get returning veter-
ans the type of dress clothes ap-
propriate for the business world.
 Gallegos believes that help-
ing veterans get back on their 
feet is beneficial for everyone 
involved, as it puts veterans on 
track to reintegrate into a life-
style completely different from 
that to which they have grown 
accustomed; it provides sup-
port to family members who 
may be trying to aid a loved 
one in his or her return to civil-
ian life; and it means that the 
area’s talent pool is enhanced 
by the addition of these military 
veterans. “They are very desir-
able employees,” Gallegos said. 
“They obviously have a very 
strong work ethic. But it is a 

transition, and so we need to be 
here to support [that process].”
 The Brea Chamber of Com-
merce’s veteran outreach efforts 
are a recent development, spear-
headed by Gallegos about a year 
ago (right around the time she 
came into her current executive 
position at the chamber). Her 
motivation was a simple one, but 
also a great one: she saw a need 
in her community, and she filled 
it. She says the project remains a 
work in progress, but that she’s 
pleased with the impact it’s 
had on her community so far.
 For more information on the 
Brea Chamber of Commerce, 
visit www.breachamber.com.
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(Continued from page 1)
Batista seized power, his regime 
had the support of Washing-
ton (despite his rule by mili-
tary junta). Then, in 1959, Fi-
del Castro led a rebellion to 
overthrow Batista’s regime, and 
assumed power. Castro went 
on to establish Cuba, a mere 
90 miles off the Florida coast, 
as the first Communist state 
in the Western Hemisphere.
 From the very start of his 
presidency, Fidel Castro dem-
onstrated a penchant for au-
thoritarian rule by having 
thousands of his opponents ei-
ther imprisoned or executed. 
In his first year as president, 
Castro orchestrated the larg-
est uncompensated seizure of 
American property by a for-
eign government in the history 
of the United States when his 
regime nationalized $1.8 bil-
lion worth of American-owned 
land and capital. Finally, Cas-
tro fully secured his position 
as an American adversary by 
establishing strong diplomat-
ic ties with the Soviet Union.
 Dwight D. Eisenhower, 
president at the time of Cas-
tro’s assumption of power, re-
sponded to the Castro-led coup 
by signing a partial embargo on 
exports to Cuba, and closing the 
U.S. embassy in Havana. These 
sanctions were later fully enact-
ed under Eisenhower’s presiden-
tial successor, John F. Kennedy.
 At first, the sanctions 
seemed poised to exact a heavy 
toll. But instead of leaving Cuba 
to flounder without American 
trade, Castro instead forged 
an even stronger relationship 
with the Soviet Union, hop-
ing that trade with them would 
compensate for the trade Cuba 
had lost with the United States.
 And so began perhaps 
the ugliest period of the U.S./
Cuba relationship. The 1961 
Bay of Pigs Invasion, an effort 
by the U.S. to overthrow Cas-
tro, was not only unsuccessful, 
but downright embarrassing; 
the 1962 Cuban Missile Cri-
sis, which ensued when Cas-
tro allowed the Soviet Union 
to place nuclear missiles on 
Cuba, marked the closest brush 
with nuclear warfare in the 
history of the United States.
The Embargo & Cuba Today:
 The United States’ embargo 
against Cuba, having survived 
eleven presidential administra-
tions, remains the most endur-
ing trade embargo in modern 
history. The rationale behind 
its imposition was a seemingly 
straightforward one, rooted in 
traditional wisdom of cause 
and effect: place the people 
of Cuba in a strong enough 
economic chokehold, make 
it clear that their only option 
for relief is overthrowing the 
Castro regime, and the people 
will be forced to cooperate.
 The embargo has almost al-
ways been couched as part of a 
human rights campaign: Fidel 
Castro was an oppressive tyrant, 
and while he stripped the people 
of Cuba of such basic rights as 
freedom of speech and assem-
bly, his regime was also known 
to use arbitrary detention and 
public repudiation as means of 
harassment and intimidation.
 But the Castros are still in 
power. Oppressive or not, there 
was never any revolutionary 
coup d’état like the one the em-
bargo was expected to catalyze. 
(And that’s even after the Clin-
ton administration’s efforts to 
make U.S. policy toward Cuba 
even more extreme with the 
1996 Helms-Burton Act, which 
extended the trade embargo to 
include any foreign companies 
doing business with Cuba.)
 Due to ailing health, Fidel 
Castro relinquished authority 
to his younger brother Raul in 
2008, but so far, that’s where 
any “regime change” starts and 
ends. In its more than fifty-year 
lifespan, the embargo against 
Cuba has exacted a heavy eco-
nomic toll without achieving 
its intended political results.
 Enacted unilaterally by the 
United States, the embargo 
against Cuba has been con-
demned nearly unanimously by 
the United Nations every year 
for the past 22 years (its only 

supporters in the most recent 
vote being the U.S. and Israel).
 During the Cold War years, 
the issue of whether or not 
to trade with Cuba was more 
black and white, given Cuba’s 
relationship with the Soviet 
Union. But now, the situation 
is perhaps a bit more nuanced, 
and undoubtedly warrants 
more careful consideration 
than its survival through 
eleven presidencies suggests 
it’s been given in the past.
What Happens Now?
 So far, the Obama admin-
istration has accomplished 
most of what the president’s 
authority will allow: travel to 
Cuba is easier now than it has 
been in decades, though tour-
ism is still prohibited. (Trips to 
Cuba still must fall into at least 
one of twelve categories—e.g., 
educational, religious, and hu-
manitarian—but the criteria 
for having a trip qualify ac-
cordingly have been relaxed.)
 American travelers can now 
bring Cuban goods back into 
the country with them (as long 
as it’s less than $400 worth), 
and restrictions on remittanc-
es have also been eased. The 
U.S. even has plans to reopen 
its Havana embassy (closed 
since 1961) in the near future.
 It’s important to note, also, 
that even with the embargo, 
transactions between the U.S. 
and Cuba are far from nonex-
istent. For example, since 2011, 
the U.S. has been the second-
largest food supplier to Cuba, 
after the two countries formed 
an ambivalent agreement on 
humanitarian grounds in light 
of all the damage caused to 
Cuba by Hurricane Michelle.
 Certain medicines can also 
be exported, but in the case of 
both food and pharmaceuticals, 
the United States requires Cuba 
to pay upfront, and in cash for 
any imported goods. But free 
trade with Cuba can only hap-
pen with congressional ap-
proval, and it’s unclear whether 
or not Congress will prove in-
clined to make that allowance. 
Republicans, although in con-
trol of both the House and the 
Senate, are divided on the is-
sue, while House Democrats 
and Independents are in favor 
of normalizing the relationship. 
 Americans, by and large, 
would also like to see trade 
and travel restrictions lifted: a 
December 2014 poll conduct-
ed by CBS News found that 
54% of Americans are ready 
for a more open relationship 
with Cuba. The United States 
Chamber of Commerce is 
also in favor of normalization.
 Among members of the 
U.S. populace, those in stron-
gest opposition to normaliza-
tion are the older generations 
of Cuban-Americans who fled 
the country during the earlier 
years of Castro’s reign. Promi-
nent dissenters in the politi-
cal sphere include Speaker of 
the House John Boehner (R-
OH), Senate Majority Leader 
Mitch McConnell (R-KY), and 
2016 presidential hopefuls, 
Senators Marco Rubio (R-FL), 
Ted Cruz (R-TX), and former 
Florida governor Jeb Bush (R).
 Those in favor of lifting the 
embargo against Cuba point 
to the potential for economic 
gains on both sides. Conversely, 
those opposed contend that the 
U.S should not give up on try-
ing to ensure a future of dem-
ocratic freedom in Cuba, and 
that lifting the embargo effec-
tively negates the single most 
important bit of leverage the 
U.S. has at its disposal in try-
ing to compel more humanitar-
ian ruling practices and behav-
iors from the Castro regime.
Weighing Both Sides:
 Economically impover-
ished, and with a population size 
comparable to that of the state 
of Ohio, Cuba simply does not 
pose the same military threat 
that it did back in the days of the 
Soviet Union, when Cuba’s rela-
tionship with the communist su-
perpower first prompted Eisen-
hower to take punitive action.
 The embargo against Cuba, 
in today’s world, is not at all in 
keeping with contemporary for-
eign policy, as the United States 

does do business with coun-
tries like China, Vietnam, and 
Russia—countries in ideologi-
cal opposition to our capitalist 
democracy, but otherwise not 
a direct military threat. The 
countries that currently have no 
ties to Washington are the sort 
of “no-brainers” that Cuba was 
when aligned with the Soviet 
Union: North Korea and Iran, 
for example, both of which ac-
tively engage in antagonizing 
the United States and could pose 
real threats to national security.
 The embargo against Cuba 
is supposed to be the main 
prong of attack in an effort to 
improve the quality of life and 
enhance the civil liberties of the 
Cuban populace. But with that 
as its end-goal, the embargo 
starts to seem inherently hyp-
ocritical: by stymieing trade, 
the embargo has had a hand in 
keeping the Cuban population 
in a state of perpetual destitu-
tion, thereby inflicting the most 
harm upon those for whom 
it’s purported to advocate.
 Considering the issue 
strictly from an economic per-
spective, the solution seems 
less ambiguous than it might 
in other contexts. The United 
States Chamber of Commerce 
and the American Farm Bureau 
are both proponents of easing 
tension between the United 
States and Cuba and making it 
easier for Cuba to buy Ameri-
can goods, as is the Human 
Rights Watch (a telling indica-
tor of the embargo’s inefficacy 
in enhancing civilians’ rights). 
 The U.S. Chamber of 
Commerce estimates that 
the U.S. misses out on $2 bil-
lion in annual trade by not 
doing business with Cuba.
Freer trade with Cuba would 
open up a brand new mar-
ket for many U.S. businesses, 
especially those in the tele-
com, construction, agricul-
ture, and tourism industries.
 Perhaps even more impor-
tant, however, is the fact that 
the United States isn’t alone in 
its potential for economic gain 
from trade with Cuba. Today, 
annual Cuban merchandise 
exports to the U.S. amount to 
zero, but the Peterson Institute 
for International Economics 
estimates that this figure could 
reach as high as $5.8 billion, 
should the two countries be able 
to trade freely with each other.
 For a nation whose people 
can barely earn living wages, 
that seems like it could be a 
rather compelling prospect—
and isn’t the ability to earn 
enough money to support 
yourself and your family a “hu-
man rights” issue all its own?
 Which brings us to the 
challenge of reconciling the 
economic benefits with the 
perceived humanitarian costs 
of lifting the embargo against 
Cuba. Some would argue that, at 
this point, the economic damage 
caused by the embargo is more 
harmful to the Cuban popu-
lace than any damage inflicted 
by the graying and increas-
ingly-insolvent Castro regime.
 The embargo effectively en-
sures that the people of Cuba 
remain stuck in time, isolated 
and poor, without affordable 
food, certain medicines, and 
the technological infrastructure 
necessary for joining the rest of 
the Western world in the Digital 
Age. Right now, instead of com-
pelling the Cuban populace to 
overthrow its government, the 
United States is instead posi-
tioning itself as a scapegoat for 
the Castro regime: “Look at all 
of the things you can’t have be-
cause they won’t trade with you.”
 Such scapegoating makes 
the embargo look particularly 
nefarious when one considers 
the fact that many nations are 
willing to trade with Cuba, re-
gardless of whether or not the 
Castros’ ironclad grip on pow-
er ever abates. Cuba has found 
other, more accessible trade 
partners in light of the U.S. trade 
embargo, and they aren’t ex-
actly countries whose business 
we would mind undermining.
 For example, Cuba has re-
lied heavily on trade with Ven-
ezuela in the past, although 
the volatility of the Venezu-

elan economy has made that 
dependency less viable in re-
cent years, and Raul Castro 
has already begun the process 
of lessening that relationship.
 Cuba’s efforts to avoid bear-
ing the full brunt of the Ameri-
can embargo has also led the 
country to rely heavily on Rus-
sia for trade. And currently, 
Cuba’s primary trade partner 
(and largest creditor) is China, 
meaning that for all the Unit-
ed States’ talk of wanting to 
see Cuba’s communist regime 
overthrown, our policy of dis-
engagement and inaction has 
actually just opened the door 
for yet another superpower to 
swoop in and exert its influ-
ence on Cuba and its people. 
The difference being, of course, 
that this particular superpower 
also happens to be communist, 
and its presence will likely do 
little to inspire the same appe-
tite for democracy that our em-
bargo was supposed to ignite.
 There is also the concern 
that trading with Cuba would in 
fact do very little to help a people 
governed by an authoritarian, 
communist regime: nearly all 
trade transactions would have to 
go through the government, so 
the people who would stand to 
gain the most from these trans-
actions would be the ones al-
ready living in relative affluence.
 It’s this concern, however, 

that I believe brings us back to 
the question of international 
influence. When Raul Castro 
took over in 2008, he passed a 
handful of economic reforms 
that increased opportunities 
for non-state employment, and 
subsequently began to move 
the private sector out of the 
state of dormancy in which 
Fidel Castro’s economic poli-
cies had forced it to remain.
 While private sector growth 
has been slow, and although 
most of the Cuban economy is 
still state-owned, this certainly 
looks like an effort on the part of 
the Cuban government to move 
away from the extremism of its 
authoritarian past. Meanwhile, 
the countries with which Cuba 
ends up dealing most closely are 
arbiters of the very status quo 
that the United States claims to 
want to see Cuba abandon. Per-
haps these changes on Cuba’s 
part should be rewarded by al-
lowing greater opportunity for 

free trade, and not by continu-
ing to hinder Cuba’s economic 
growth with the “all or nothing” 
mentality that maintaining the 
embargo would seem to betray.
 When these travel and trade 
sanctions were first imposed, 
Cuba was forced to lean hard-
er on the Soviet Union, thus 
strengthening the island’s rela-
tionship with a prominent and 
powerful U.S. adversary. Now, 
in 2015, the results of the trade 
embargo are glaringly similar: 
Cuba is once again forced to 
lean harder than it otherwise 
would on nations ardently ad-
versarial to the United States. 
And, as we have also seen, with 
Cuba just ninety miles from the 
Florida shoreline, relationships 
like that can get really ugly, 
really quickly for the United 
States, regardless of our level 
of (dis)engagement with Cuba.
 The most popular argument 
against lifting the Cuba embar-
go is one of the United States’ 
commitment to freedom: if we 
trade with Cuba under the Cas-
tros, the United States is prov-
ing itself less than committed 
to a free and democratic Cuba. 
Also, it may seem perhaps a lit-
tle foolhardy to relinquish our 
one major bargaining chip in 
negotiations with Cuba, when 
whoever comes into power after 
the Castros could prove even 
more oppressive than his pre-
decessors. (Cuban Vice Presi-
dent Miguel Diaz-Canel is the 
heir apparent, but if Cuba con-

tinues on its current trajectory 
toward economic liberaliza-
tion, it could also mean greater 
demand for democratization. 
That could effectively spell the 
beginning of the end for any 
relic of the Castro regime, and 
adds an element of mystery to 
the future of Cuban politics.)
 Although the United 
States did promise to do all in 
its power to bring a free and 
democratic Cuba into fruition 
(the Helms-Burton Act actu-
ally states that until Cuba holds 
free and fair elections, the em-
bargo isn’t going anywhere), 
decades of the same policy 
without any of the intended 
results might suggest that it’s 
time for a different approach.
 In the world of international 
trade and finance, it is a general-
ly accepted truth that sanctions, 
be they diplomatic, economic, 
or militaristic, work best over 
shorter periods. Otherwise, the 
target grows accustomed to the 

imposition, just as Cuba has 
grown accustomed to not trad-
ing with the United States. (The 
trade embargo, for example, has 
been around for so long that it 
has arguably come to be seen 
less as a “sanction” and more 
as just “the economy.”) Further, 
a study published by the Insti-
tute for International Econom-
ics looking at post-World War 
II sanctions found that sanc-
tions are most successful when 
the desired precipitating events 
are more modest than the po-
litical regime change and eco-
nomic overhaul that the United 
States is demanding from Cuba.
 As far as the United States 
“commitment to democracy” is 
concerned, I’m inclined to char-
acterize that commitment as a 
more tenuous one than its most 
vocal advocates might like to 
admit. There is a long history of 
U.S. support for brutal dictators 
all over the world: Mubarek in 
Egypt; Gadaffi in Libya; Pino-
chet in Chile; and, of course, Ba-
tista in Cuba, to name only a few.
 This is not meant to excuse 
any of the humanitarian viola-
tions of the Castro regime, or 
even to suggest that a willing-
ness to work with foreign des-
pots constitutes good policy un-
der any circumstances. Instead, 
it is meant to bring to light 
the possibility that the United 
States’ commitment to democ-
racy might be a bit more com-
plicated than the ardor of the 
surrounding rhetoric suggests.
 Perhaps not wanting to back 
down from the Castros has less 
to do with a desire for a demo-
cratic Cuba, and more to do 
with a desire not to appear weak 
at a time when the United States’ 
presence on the global stage is 
both highly prominent and in-
tensely scrutinized. This is un-
doubtedly a legitimate concern 
and, as such, might be worth 
speaking about more candid-
ly  than is possible when it is 
cloaked in a discussion of  the 
struggle for Cuban  democracy. 
 Of course, a post-embargo 
relationship between Cuba and 
the United States remains pure-
ly theoretical until Congress 
decides otherwise—or, more 
accurately, if Congress decides 
otherwise. There are a host of  
lingering complications left un-
addressed in this assessment of 
the situation, too: for starters, 
since normalization talks have 
started, Cuba has requested to 
be removed from the United 
States’ list of state sponsors of 
terrorism, and has also asked 
that the U.S. close Guantanamo 
Bay and return the naval ter-
ritory on which it is built to 
the Cuban government. (The 
Obama administration has ex-
pressed a willingness to at least 
look into the former; the latter, 
although a bold request, is not 
outside of the realm of possibil-
ity, as President Obama did pre-
viously campaign on a promise 
to close the prison, but I would 
not advise Raul Castro to hold 
his breath in anticipation.)
 There is also the fact that, in 
the past, the Castro regime has 
responded less than favorably 
to concessions on the part of 
the United States: when former 
president Jimmy Carter tried to 
soften the relationship between 
the U.S. and Cuba back in 1977, 
Fidel Castro reciprocated with 
the Mariel Boatlift, an exodus of 
at least 125,000 Cuban emigrants 
(among which were people 
just released from prisons and 
mental institutions) sent to the 
U.S. by the Cuban government.
 But whether or not the 
United States’ embargo against 
Cuba is truly in the best in-
terest of either country is still 
something well worth examin-
ing. The world is a very differ-
ent place than it was at the time 
of the embargo’s inception, and 
while Cuba remains trapped in 
its own bizarre time warp—the 
Castro regime is one of few re-
maining totalitarian communist 
regimes in the world—perhaps 
the best way to catapult Cuba 
into the 21st century, and to en-
sure a better life and greater civil 
liberties for its people, is for the 
United States to stop treating 
Cuba as if we were all still stuck 
in the 1960s. It could be an 
economic, diplomatic, and hu-
manitarian win for all involved.

The Cuba Embargo in the 21st Century
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Marcy Weaver
Contributing Writer

 Social media continues to 
prove itself as a viable and long-
term tactic for direct member 
reach. Furthermore, it’s af-
fordable and easy to manage 
with just an Internet connec-
tion and basic marketing skills. 
 However, because the game 
is always changing, chambers 
of commerce must stay current 
on new social media strategies 
to keep their members engaged.
Tips for Success:
 1. Don’t spread yourself too 
thin. Decide which social me-
dia platforms are best for your 
chamber.  Is your community 

found mostly on Facebook? 
Twitter? Those platforms are 
most popular in the chamber 
community, but there are several 
others to consider as well, such 
as Google+, YouTube, Pinterest, 
Instagram, or LinkedIn. Con-
sider which will help drive mem-
bership growth and retention.
 2.) According to the Wall 
Street Journal, Facebook re-
cently started filtering out un-
paid promotional material in 
users’ news feeds that busi-
nesses have posted as status 
updates. Start using paid adver-
tising options like Facebook’s 
“boost this post” to ensure you 
reach your target audience.
 3.) Create relevant and in-
teresting content for your users. 
Pull them in with information 
that is engaging and useful to 
them. Also, try not to self-pro-
mote too frequently. A good 
rule of thumb is one-to-six: pro-
mote your chamber one time 
for every six posts you make.
 4.) When coming up with 
items to post, keep in mind that 
not all content you post has to 
be original. 48% of market-
ers curate noteworthy content 
from reputable, third-party 
sources, according to Design & 
Promote, an online marketing 
firm. Find articles online that 

your members can use, make 
sure to source them, and then 
post them for your members.
 5.) Seek out and use member 
testimonials to give your posts a 
human connection. If possible, 
use video to tell these stories. 
Recognize new members and 
praise existing members for 
their honors, awards, or a job 
well done in the community. 
 6.) A new trend shows that 
videos rule over photos. Ac-
cording to new data from social 
media analytics company So-
cialbakers, photo posts are half 
as likely to be seen as videos 
in Facebook user newsfeeds.
 Lastly, remember to engage 
with your followers. After all, this 
is “social” media, so be social! 
Monitor your comments, likes, 
shares, and retweets. Respond 
when needed, invite people to 
your website, and thank your 
audience for their comments.

Marcy Weaver is the Vice President of 
Sales & Marketing at MicroNet, Inc., 
providers of membership manage-
ment software and website solutions for 
nearly 2,000 Chambers of Commerce 
and associations. Her background is 
in membership management and she 
is passionate about using technology 
to make sales and marketing more ef-
ficient. Marcy can be reached at 
Marcy.Weaver@micronetonline.com.

How to Win With Social Media

Alex Ross
Staff Writer

 By definition, Millennials 
are the children of Baby Boom-
ers, brought up alongside the 
Internet, digital technology, 
and mass media bombardment. 
Born between the 80s and 90s 
(and also often referred to as 
Generation Y), Millennials 
barely remember life before di-
al-up, and have never lived in a 
world where the idea of someone 
not having a personal computer 
in their home was anything but 
unrealistic and impractical.
 But to many members of 
older generations, Millennials 
are defined in terms much less 
clinical, and far less flattering.
 Generational pseudo-bat-
tles seem to crop up every time 
a new generation comes of age. 
The general consensus is often 
that the younger generation 
is in some way problematic.
 In years past, rock n’ roll-
ers were often seen as threat-
ening the purity of young 
minds and wholesome ideals. 
Then came apathetic and cyni-
cal Generation X, with their 
penchant for dirty clothes and  
general contempt for authority. 
Now, in 2015, it’s Millennials 
who are often seen as the lat-
est detriment to the workforce.
 Reports as of late have 
been dismal for Millennials. 
As the media slams them with 
labels like “lazy,” “privileged,” 
and “narcissistic,” Millenni-
als’ value in the workplace 
is often held under scrupu-
lous  question  by employers.
 Do these criticisms have 
any validity? Are Millenni-
als going to sink your busi-
ness and smirk while doing so?
 That’s your risk. When hir-
ing a Millennial, you could get 
a Zuckerberg, or you could 
get a Zero. But don’t you run a 
similar risk with every new hire, 

regardless of age? Perceived 
generational differences only 
hold so much water; the year of 
someone’s birth is not the de-
ciding factor in how hard (or 
how well) that person will work.
 Judging by a statement 
from the Bureau of Labor Sta-
tistics, Millennials’ presence 
in the workplace is just some-
thing that everyone is going 
to have to get used to, as they 
will constitute “the largest gen-
eration in the workforce by 
2015, and will make up 75% 
of the workforce by 2030.”
That’s a scary prospect for many.
 As mentioned previously, 
Millennials have gotten some-
thing of a “bad rap,” if you will. 
Raised in a coddle-centric era 
of soccer trophies for all and 
a “winning isn’t everything” 
mentality, memebrs of this 
generation are often ascribed 
some less-than-stellar traits.
 But, as was the case with 
every preceding generation 
(regardless of how willing 
they are to admit it): to have 
the good with Millennials, 
you have to take the bad, too. 
 According to the Millen-
nial Majority Workforce study, 
though the Millennial genera-
tion far surpasses Generation X 
in its frequency of negative traits 
like narcissism, lack of coopera-
tion, and a short attention span, 
Millennials also surpass their 
predecessors in categories such 
as creativity, openness to change, 
and entrepreneurial spirit.
 And like all things, circum-
stances change. Society as a 
whole has evolved into some-
thing that is entirely different 
from the world in which Gen. X 
or Baby Boomers came of age.
 College tuition costs have 
risen dramatically (between 
1985 and 2012, inflation in-
creased 115%, while college 
tuition rates rose almost 500%, 
according to Forbes), and the 
general cost of living has in-

creased. The job market and the 
economy are way down. It is pos-
sible that Millennials seem to 
be having trouble making their 
way to the top not for lack of ef-
fort, but for lack of opportunity.
 Employers seem to be 
counting Millennials out off the 
bat. Human resource depart-
ments offer lectures on “wow 
to deal with Millennials.” These 
tips, which are supposed to be 
helpful, are insulting to an en-
tire generation of individuals, 
many of whom work multiple 
jobs each summer just to be 
able to get through each year 
of college, only to wind up tens 
of thousands of dollars in debt.
 In general, it’s just a bit 
more difficult for Millennials 
to get on their feet post-col-
lege then it was for previous 
generations. On average, they 
have to work more in order to 
earn less—a crippling combi-
nation of more hours and less 
money.    
 According to Business Insid-
er, Millennials are eager to get 
their careers moving, but remain 
determined to do it on their 
own terms by pursuing careers 
that interest them. “Employee 
loyalty” is much lower among 
workers of this generation, and 
not because they are generally 
disrespectful, but because they 
are far less willing to settle for 
something less than ideal if cir-
cumstances don’t demand it.
 Generational rifts are inevi-
table, but Millennials won’t be 
giving up any time soon. With 
technology, the marketplace, 
and general human interac-
tion changing so profoundly 
and continuously, the most 
important thing to remember 
is that no one generation is in-
herently superior to the next; 
there is no objective genera-
tional hierarchy. Each and ev-
ery generation can only strive 
to be the best that they can be, 
for as long as they are around.

Millennials: The New Workforce is Here

The Social Media Custody Battle:
 Do you let employees leave 
with a close connection to your 
clients who may be updated by 
LinkedIn about the recent em-
ployment change? Or do you 
require those ties to be severed 
upon an employee’s departure?
 There is not much prec-
edent for courts to draw upon 
when it comes to situations 
like this, and in every new case 
there will likely be myriad new 
factors that might lead to differ-
ent rulings. If you are worried 
about possible client loss, the 
best thing for you to do would 
again be to make the end of 
employment procedure clear 
in your employee’s contract.
 CIPD, a global leader in 
HR development, recom-
mends employers add clauses 
to their restrictive covenants 
requiring employees to remove 
key connections made dur-
ing employment at their busi-
ness. This is meant to protect 
the business from potential 
revenue loss if and when a cli-
ent’s loyalty to the former em-
ployee proves stronger than his 
or her loyalty to the business. 
 I would, however, caution 
businesses here: I am, admit-
tedly, no legal or HR expert. 
I am, however, an employee. 
If my employer demanded I 
hand over my connections to 
the public profiles of people 
with whom I worked hard to 

foster relationships, I may be a 
tad put-out. I may even think 
twice about signing my employ-
ment contract in the first place.
 Employees may feel that 
they have earned the right to 
maintain relationships with 
their business acquaintances so 
long as they make no attempts to 
“steal” business from their for-
mer employer, and indeed they 
may have that right. As men-
tioned before, there is not much 
legal precedent on this front.
For me, contacts gained through 
work experience are vital to my 
prospects in the future. Wheth-
er I leave a company amicably 
or not, whether a cross-country 
move or a general desire for a 
change of pace prompts my ca-
reer change, my contacts will 
be essential in my continued 
ability to support my family.
 Ultimately, it comes down 
to walking a fine line between 
reducing potential loss of clients 
at the end of employment, and 
reducing potential loss of talent 
at the beginning of employment. 
You must find a way to protect 
your business’s assets while also 
fostering a sense of trust and 
goodwill with your employees.
 To this effect LinkedIn 
suggests a gentler “sharing of 
contacts” approach that I tend 
to support: upon or before 
the termination of employ-
ment, employees must share 
information regarding impor-

tant business contacts gained 
through their employment.
 That way, the employer may 
begin reaching out and forging 
new relationships with these 
contacts, and the employee still 
maintains any acquired business 
connections. Employers can 
either add the contact to their 
business page (I recommend 
this), or have a second employ-
ee reach out. The “sharing con-
tacts” model allows you to con-
tinue to build relationships with 
clients—which will help prevent 
them from taking their business 
elsewhere, employee migration 
or not—without alienating po-
tential and former employees.
 Regardless of what social 
media platforms you use, if you 
are not already thinking about 
long-term account manage-
ment practices, now is the time 
to start. Who manages the ac-
counts? Do you have access to 
them? What will happen to your 
business connections, should an 
employee leave your company?
 Make smart decisions about 
your business, but avoid alien-
ating your workforce by mak-
ing your expectations reason-
able and clear from the start of 
employment. Always maintain 
access to accounts that were 
specifically created for busi-
ness use and create a system 
of sharing important contacts 
between yourself and your 
employees. It could save you 
a lot of trouble down the line. 

(Continued from page 1)

David K. Aaker, IOM
Contributing Writer

 I was recently invited by 
a client of mine to do a bit of 
secret shopping at three loca-
tions in Tennessee and Georgia, 
prior to leading their customer 
service programs. The expe-
rience was a real eye-opener.
 Across the board, all three 
locations were very clean, with 
well-displayed and well-stocked 
inventory, but the shining star at 
each location was the employees.
 In one store, I was greeted 
with a warm welcome and eye 
contact in less than eleven sec-
onds. I shared that I was look-
ing for a gift, and would rec-
ognize it when I saw it. I was 
invited to enjoy a cup of compli-
mentary coffee whist I shopped.
 One smiling employee in-
formed me of a “special” sec-
tion for gifts, and walked me 
over there. Browsing in all 
three stores, one employee sug-
gested that they sell gift cer-
tificates if I did not see just the 
right gift. At another location, 
I was invited to join a rewards 
card program when I checked 

out with my purchases in or-
der to recieve discounts for fu-
ture purchases at their store.
 My overall grade was 
an “A” for all three stores, 
and an “A” for customer ser-
vice from their employees.
 But not all my experiences 
have been as glowing as these 
three examples. My point is 
that the building, inventory, 
and displays are the constant 
impression. The employees are 
the added value in each case 
that make or break that shop-
ping experience. Each em-
ployee has the opportunity to 
build a customer for life if he/
she chooses to take advantage 
of that very brief moment that 
they have with each custom-
er that finds their front door.
 As I was driving to the Uni-
versity of Georgia to teach for the 
U.S. Chamber Institute of Or-
ganization Management, I had 
many miles over the course of 
which to digest my experiences 
and reflect on how this is no dif-
ferent for each and every visitor 
that a chamber or association 
might have on an hourly basis.
 Tourists, visitors, and busi-
ness entrepreneurs are a con-
stant flow that walk in your 
front door, or call  or email you 
for information, demographics, 
and community profiles. These 
are golden moments, as they 
are asking you for information, 
which is the reason you un-
locked your door this morning.
 May I suggest that you have 
this conversation in your next 
staff meeting? Every contact 
should be treated like a “secret 
shopper.” Ask each person in 
your staff meeting to describe 
the experience they had with 
their last contact prior to at-

tending that staff meeting, and 
if they would change anything 
about the interaction. A reveal-
ing and refreshing dialog should 
follow, and that conversation 
will remind us, once again, that 
impressions are given and taken 
throughout every interaction.
 We must all be consistently 
reminded that if someone con-
tacts you with a phone call, 
email, or walk-in, consider 
that you are their first choice 
for responding to their in-
quiry, or meeting their needs.
 So the next time you open 
your wallet or purse to purchase 
an item, consider yourself the 
secret shopper at that moment. 
How would you grade the ex-
perience—from the parking 
lot, to shopping, to checkout, 
and back to the parking lot?
 There is no doubt in my 
mind that the last person you 
interacted with in your cham-
ber, business, or association had 
a split-second moment of reflec-
tion on the level of service, pro-
fessionalism, ethics, and sincere 
appreciation for the informa-
tion you supplied to them. You 
can remove all doubt by treat-
ing them all as secret shoppers, 
which will contribute to your 
success, reputation, and growth 
as a professional organization.

After a successful 20-year career in 
chamber management, Aaker & Asso-
ciates was put in full motion in 2004. 
A nationally-known speaker, trainer, 
and author on customer service, Da-
vid offers his seminars as serious fun-
draisers for chambers and associations 
nationwide. He was recently named 
among “America’s Best Speakers” by 
Sky Radio and featured on 42,000 
flights worldwide in 2009. David is 
available for keynote and breakout 
programs for your local, regional and 
state conferences David can be found 
at www.davidkaaker.com, and invites 
your personal call at 760-323-4600.

The Tall Secret Shopper

Help Me, Help My Board.
Bob Harris, CAE
Contributing Writer

 “Help me, help my 
board,” is a lament among 
many chamber presidents.
 The cry arises because 
few board members have ex-
tensive knowledge of gover-
nance. Instead, they are guided 
by myths, stay in their com-
fort zone (“I won’t say any-
thing my first year”), or pat-
tern themselves after board 
behaviors (right or wrong).
 These are the pleas I hear 
as I plan board orientations:
 1. “Board members are miss-
ing meetings.” Directors are 
trustees of the corporation; 
when meetings are called, di-
rectors are expected to attend. 

Many bylaws allow for “excused 
absences,” but those should rare-
ly be used. It takes a team to be 
a great board, and absent mem-
bers diminish effectiveness.
 2. “My board is reluctant to 
use chamber savings.” Boards 
treat financial reserves sa-
credly, conserving funds for 
a “rainy day.” Every time the 
board meets and does not use 
the savings for purposes that 
advance the mission and serve 
the members, they are in ef-
fect making a decision. Rely on 
policy to guide the board on 
appropriate amounts and uses 
of savings. Consider allocat-
ing a percentage for “research 
and development.” It is prudent 
to use reserves for technol-
ogy investments, staffing needs, 

and program development. 
 3. “They are not engaged.” 
Signs of an engaged director 
are evidenced by preparation 
and an understanding of the 
strategic plan. Disengagement 
may be caused by too frequent 
meetings or the lack of a plan. 
Check recent meeting agendas 
to see if the discussions are sub-
stantive, or merely a series of re-
ports and updates. The minutes 
should reflect decisions that 
advance the mission and goals.
 4. “Directors have a problem 
thinking long-term.” Directors 
should focus on the future of 
the community they represent. 
This requires thinking beyond 
their terms in office. Though 
board terms average two or 
three years, one must think five 
to ten years out. Continually 
scan the environment and po-
sition the organization to best 
serve and protect its members. 

Use the annual retreat for an 
environmental scan or invite 
a futurist to address the board.
 5. “Too few care about gov-
ernment relations.” Most mis-
sion statements include an el-
ement of advocacy. U.S. law 
affords organizations the “right 
to petition government.” Di-
rectors should embrace gov-
ernment relations rather than 
remain fearful of politics.
 6. “Some directors are mi-
cromanaging me or staff mem-
bers.” The role of the board is to 
govern. Because many directors 
are effective company adminis-
trators, they slip into the staff ’s 
role of management. Directors 
must understand that the board 
governs, and the staff manages.
 7. “Directors make a motion 
for every action.” Motions docu-
ment important decisions. Most 
board actions are guided by ex-
isting policies and budgets, and 

therefore do not require rati-
fication. But more substantive 
issues do deserve board atten-
tion. Motions demonstrate that 
issues have been vetted, consen-
sus has been reached, and due 
diligence has been exercised.
 8. “Directors think the staff 
works for them.” The board 
has a direct relationship with 
the executive director, attor-
ney, and accountant. Their re-
lationships with staff should 
be professional and cordial, 
but they do not have authority 
to instruct, evaluate, or com-
ment on job performance.  
Staff works under the supervi-
sion of the executive director.
 9. “The budget drives the 
board more than the stra-
tegic plan.” A strategic plan 
sets the direction for several 
years. Goals are areas to which 
the board has committed re-
sources. The strategic plan, 

not he budget, should primar-
ily guide the board. Be sure the 
plan and budget are in sync.
 Help directors understand 
their roles with an orienta-
tion and counsel from legal 
and accounting professionals. 
By maintaining an open dia-
logue with your board regard-
ing your expectations, you 
can achieve a more cohesive 
decision-making process.

Bob Harris, CAE, provides free gov-
ernance tools and templates at www.
nonprofitcenter.com. He is on the fac-
ulty for the U.S. Chamber of Com-
merce and has worked in Amman, 
Jordan; Tokyo, Japan; Kiev, Ukraine; 
and Minsk, Belarus to assist business 
associations. To improve manage-
ment he created the Association Self-
Auditing Process, used by more than 
20,000 organizations. He believes that 
nonprofit organizations should be as 
efficient as any commercial business.
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This section is designed to suggest new ideas, inspire creative thought, and hopefully en-
courage other chambers to try new things. So take a look at this long list of events and try 
to think of ways they can apply to your chamber and your community. Have a third quarter 
event you’re really proud of? One you want to shout about from the rooftops? Email your 
upcoming events for July, August, & September 2015 to nationalchamberreview@gmail.
com to submit them for our next issue!

2nd Quarter 2015 Upcoming Events:

April
-Greater Ocean City Area 
Chamber of Commerce, Ocean 
City, Maryland: 20 Command-
ments to Unlimited Prosper-
ity (April 2). 20 Command-
ments to Unlimited Prosperity 
is a powerful and very popular 
presentation given by the CEO 
of the Small Business Secret 
Weapon Company, Mark Luter-
man. In this presentation, Mark 
takes you through his two year 
journey on how he learned and 
applied these commandments 
through the teachings of his 
mentor, whom he met through 
a chance encounter. The semi-
nar was designed for all busi-
ness owners, aspiring entre-
preneurs, and Executives and 
Leaders of Organizations who 
want to achieve the success they 
desire. Anyone, with the right 
mindset and attitude, can mas-
ter these commandments with 
desire and commitment. $29.95 
for OC Chamber Members, 
$49.95 for Non-Members. This 
fee includes seminar materials 
and refreshments during the 
event. The OC Business Mar-
ketplace Expo is free to attend 
immediately after the session. 

-Rhinebeck Chamber of Com-
merce, Rhinebeck, New York: 
10 Easy Steps to using LinkedIn 
as a Sales Tool (April 7). Would 
you like to increase sales using 
LinkedIn? Then attend this valu-
able workshop and learn how 
to: Write that Wow Headline; 
The Dos and Don’ts of Photos; 
Have an All-Star Profile; Use 
your profile to increase web-
site traffic; Create your brand 
through your summary and ex-
perience; Showcase your Proj-
ects and Portfolio; Share your 
skills and recommendations; 
Build relationships to maximize 
exposure; Engage other mem-
bers to establish yourself as an 
expert; Use LinkedIn to do re-
search on prospects and leads.

-Chicagoland Chamber of 
Commerce, Chicago, IL: The 
Exchange 2015 (April 15). Ex-
change 2015 is the Chicagoland 
Chamber’s signature tradeshow 
and is expected to draw nearly 
1,000 attendees and 100 mem-
ber exhibitors. Exhibitors and 
attendees represent a diverse 
cross-section of businesses, in-
cluding small, mid-size and en-
terprise companies from Chica-
go’s major industries. The Made 
in Chicago (MIC) keynote will 
celebrate standout Chicago 
food and beverage brands that 
are locally produced and sold in 
our neighborhoods and around 
the globe. Learn from these fas-
cinating homegrown Chicago 
success stories and get real-
world advice on how to grow a 
business from soup to nuts, in-
cluding sourcing, manufactur-
ing, capitalization, marketing 
and sales. Keynote Panelists: R.J. 
Melman, Managing Partner for 
several Lettuce Entertain You 
Enterprises (LEYE) restaurants. 
Individual Tickets: Tickets to 
The Exchange includes access 
to the keynote presentation, 
tradeshow floor, appetizers and 
full bar. Chicagoland Cham-
ber Member Ticket Price: $35. 
Non-Member Ticket Price: $70.

-Greater York Region Chamber 
of Commerce, York, Maine: Fi-
nancial Well Being for Women 
(April 16). Please join Kath-
leen McQuiggan of Pax World 
Management LLC and Katy 
Carr, York Investment Partners 
– Raymond James, for lunch 
and a conversation on Finan-
cial Well-Being for Women, 
an educational seminar on fi-
nancial empowerment and fi-
nancial challenges unique to 
women.  Admission is free for 
members and $10 for guests.

-St. Paul Area Chamber of 
Commerce, St. Paul, Minnesota: 

Politics @ the Park (April 16). 
Please join the Saint Paul Area 
Chamber of Commerce’s Po-
litical Action Committee (PAC) 
for Politics @ the Park! Enjoy 
lively conversation with Cham-
ber members, local elected of-
ficials, candidates, and others 
who share the desire for a vital, 
thriving business community in 
the East Metro. Your donation 
gets you great appetizers and 
helps raise money for the Cham-
ber’s Political Action Commit-
tee. Contribution levels: Gold 
- $500; Silver - $250; Bronze 
- $100; Minimum requested 
contribution to attend is $20.

-Fannin County Chamber of 
Commerce, Blue Ridge, Geor-
gia: Bear on the Square Moun-
tain Music & Folk Art Festival 
(April 18-19). The 17th annual 
Bear on the Square Mountain is 
a highly entertaining and lively 
weekend of music and art held 
in and around the town’s His-
toric Public Square. Pre-festival 
events will occur on Friday, 
April 19, with the beginning of 
jamming on the Historic Public 
Square, as well as Master Class 
Workshops in the afternoon, 
and the Live Country Auction 
that night. There will be free ad-
mission on-stage performances 
by local, regional, and national 
musicians throughout the day in 
the MainStage Tent at Hancock 
Park with a heavy emphasis on 
bluegrass and old-time music 
from the Southern Appalachian 
region. A juried Artist Market-
place on Saturday and Sunday 
features traditional mountain 
crafts, and there will also be a 
Country Store. More jamming 
on the square and music work-
shops on Saturday and Sunday, 
a Sunday morning Gospel Jam, 
a Saturday evening old-time 
Mountain Dance, kids activities, 
and food complete the offerings.

-Lakeland Chamber of Com-
merce, Lakeland, Florida: Lake-
land Derby (April 24). The 
Lakeland Derby is an annual 
“Derby Style” event staged on 
beautiful Lake Mirror in down-
town Lakeland. With the enter-
taining flair of the event and the 
competitive spirit of the race, 
the Derby again promises to be 
a memorable occasion in 2015. 
Adding to the excitement, the 
Derby is scheduled on Friday, 
April 24, 2015, just one week 
prior to the Kentucky Derby. 
The Lakeland Derby captures 
the thrill of a race and the pu-
rity of sports entertainment in 
a hometown setting. The true 
essence of the Derby is the re-
ward of knowing the proceeds 
will support Lakeland Volun-
teers in Medicine. The Derby 
features ten beautifully hand-
crafted swan paddle boats in a 
thrilling race to the finish line.

May
-Carmel Chamber of Com-
merce, Carmel, California: Art 
in Bloom Gala (May 2). Please 
join the Monterey Museum of 
Art for its annual Art in Bloom 
Gala on Saturday, May 2, 2015 
at the Monterey Peninsula 
Country Club. Cocktails, Mu-
sic, Dinner, Live Auction Black 
Tie Individual Supporters; Plat-
inum Supporter $1,500/per per-
son Gold Supporter $1,000/per 
person Silver Supporter $500/
per person Table Supporters; 
Each table seats 10 Platinum 
Supporter $15,000 Gold Sup-
porter $10,000 Silver Supporter 
$5,000; Supporters to be recog-
nized on the invitation and pro-
gram, Tickets $285/per person.

-Denver Metro Chamber of 
Commerce, Denver, Colorado: 
Dumb Friends Furry Scurry 
(May 2). The Dumb Friends 
League Furry Scurry has be-
come a tradition for many Den-
ver area residents. The annual 
two-mile walk for animals takes 

place at Denver’s Washing-
ton Park on the first Saturday 
in May. As the Dumb Friends 
League’s largest annual fund-
raiser, more than 12,000 people 
and 5,000 dogs join us for the 
walk and raise funds for the 
homeless pets in our care. Your 
registration and participation in 
the Furry Scurry helps care for 
more than 20,000 homeless pets 
that come into our shelters each 
year. Funds raised at this event 
allow the Dumb Friends League 
to provide medical care to sick 
or injured animals, provide be-
havior training that allows pets 
to be adopted more quickly, 
investigate cases of animal cru-
elty, and much more. Join us 
on May 2 to celebrate the won-
derful pets in your life and to 
help those who are still wait-
ing to find their forever family.

-Salina Area Chamber of Com-
mece, Salina, Kansas: Dis-
cover Salina “Naturally” (May 
3). Unite for a celebration at 
Lakewood Park, south of Lake-
wood Discovery Center. Dis-
cover what positive impacts to 
the environment others in our 
community are making!   Dis-
cover Salina’s natural history. 
Discover historical characters 
from Salina’s past.  Learn about 
sustainable practices from Sa-
lina organizations, businesses, 
schools, and restaurants! See 
what it takes to become more 
self sufficient as a community 
from the folks at Prairieland 
Market and programs offered 
by Lakewood Discovery Center. 
Find out about simple changes 
we each can make to improve 
our quality of life from the 
friendly staffs at Household 
Hazardous Waste, Skyfire Seeds, 
First Saturday Bike Group, Sa-
lina CAREs, Images Recycling, 
National Audubon Society, 
Kansas Native Plant Society, 
and Dyck Arboretum.   Often 
these changes save us money. 
Experience these great attrac-
tions and much more!   Get 
ideas! Eat local food! Sign up 
for prizes! Have fun! Free to all.

-Muncie-Delaware County 
Chamber of Commerce, Mun-
cie, Indiana: Networking Nine 
(May 6). In collaboration with 
the local country club Dela-
ware County Club we will host 
a morning event that will start 
with a deluxe breakfast and the 
golf pro giving a presentation. 
There will be a blind draw for 
3-4 person groups to play a nine 
hole scramble or shambles. We 
will also offer for non-golfers 
and opportunity to a begin-
ners golf clinic. The Chamber 
recognizes the importance of 
networking with its members 
and this is a great opportu-
nity for those that are missing 
out on fun networking due to 
lack of golf playing knowledge.

-Cary Chamber of Commerce, 
Cary, North Carolina: MiniCity 
Visit (May 6-8). Delegates from 
the Cary Chamber will venture 
to Greenville, SC to learn about 
the municipality and bring back 
ideas to implement in Cary as 
we continue to improve our 
own community. Preliminary 
plans for Mini-City Visit 2015 
include tours and presentations 
involving downtown develop-
ment & redevelopment, trans-
portation, and mixed-use de-
velopment. Since enhancement 
of cultural amenities and im-
provement of our quality of life 
remain top priorities, we will 
also explore cultural arts and 
recreation venues as well. This 
looks to be one of the most edu-
cational, engaging, and enter-
taining Intercity Visits to date.

-Lansing Regional Chamber of 
Commerce, Lansing, Michigan: 
Grub Crawl 2015 (May 9.) The 
Grub Crawl is a food and drink 
sampling tour of various areas 

around Lansing, most notably 
the Eastwood Towne Center, 
and features scrumptious hors 
d’oeuvres and special libations 
provided by select restaurants. 
Host restaurants offer spe-
cialty appetizer samples and 
low-priced drink specials to 
purchase at each location. This 
celebration of food and drink is 
a great opportunity to support 
our local community and grow 
awareness of the restaurants in 
the Greater Lansing area. Use 
this event to get together with 
friends to enjoy a night out or 
provide a bonding opportunity 
for your corporate team. Pre-
Sale: $20/Single Wristband; 
$35/Couples Wristband; $150/
Bundle of 10. Day-Of: $25/
Single Wristband; $40/Couples 
Wristband; $150/Bundle of 10.

-Greater Phoenix Chamber of 
Commerce, Phoenix, Arizona: 
28th Annual IMPACT Awards 
Luncheon (May 13). The Great-
er Phoenix Chamber of Com-
merce has honored the accom-
plishments of both small and 
large businesses and the impact 
they have made on the Greater 
Phoenix business community 
for 28 years through its annual 
IMPACT Awards. Join us in cel-
ebration of our eight honorees. 
You’ll hear their inspirational 
stories, see what makes them 
“the best of the best” in Valley 
business and find out which 
two companies are honored as 
the IMPACT Business of the 
Year. Don’t miss this celebra-
tion of achievement, persever-
ance and community service. 
Individual seats: $75 for mem-
bers; $85 for non-members. 
Tables of 10: $850 for members; 
$950 for non-members. Prices 
increase $10 per person/$100 
per table after April 24th.

-Greater Raleigh Chamber of 
Commerce, Raleigh, North 
Carolina: BizCon (May 19). 
Join the Triangle’s foremost 
business thought leaders at Bi-
zCon—a one-day forum of ses-
sions, discussions, awards, and 
resources. The event features: 
A resource marketplace where 
you can exhibit products and 
services; A conference featur-
ing a keynote from Terry Jones, 
chairman of Wayblazer, found-
er and former CEO of Traveloc-
ity.com, founding chairman of 
Kayak.com, and former CIO 
of Sabre, Inc; Breakout sessions 
that will provide tangible infor-
mation to support and improve 
your business and professional 
development initiatives; An 
awards celebration to recog-
nize the accomplishments of 
businesses exhibiting steady 
growth and profitability and 
entrepreneurial success. Learn 
more at www.bizconnc.com.

June
-Newport County Chamber 
of Commerce, Middletown, 
Rhode Island: Family Affair 
Event (June 6). Join us for our 
2nd Annual Family Affair Event 
Outdoor Event, Rain or Shine. 
This event will feature craft-
ers & vendors, arts & crafts for 
the kids, sand art, magic show, 
story time, face painting, tat-
too artist, baked goods, food, 
performers, entertainment & 
more. Saturday June 6, 2014 
10am - 4pm Newport Elks 
Lodge 141 Pelham Street New-
port, RI 02840. All are welcome. 
Free admission & parking, Eat, 
rink, and shop all in one place. 
Come early, stay late. Hosted 
by: Cherish the Moments, LLC.

-Provincetown Chamber of 
Commerce, Provincetown Mas-
sachusetts: 5th Annual World-
Fest (Jun 6-8). WorldFest is a 
great opportunity for all inter-
national students/workers, resi-
dents, and visitors to learn about 
Provincetown and to increase 
bike safety for all. Provinc-

etown’s 5th annual WorldFest 
international cultural festival 
will feature free information on 
bicycle safety and living well in 
Provincetown, as well as a con-
cert on Monday, June 8 at 7pm 
at the Unitarian Universalist 
Meeting House of Provinc-
etown featuring international 
workers and students celebrat-
ing and sharing their own mu-
sic and culture from the Carib-
bean to the Balkans and beyond.

-Fox Cities Chamber of Com-
merce & Industry, Appleton, 
Wisconsin: 2015 Business Expo 
(June 10). The annual Business 
Expo will again be combined 
with our very successful Busi-
ness Awards Luncheon. The 
luncheon is held from 11:30 
a.m. to 1:00 p.m. (times are ap-
proximate). The Expo will be 
held from 9:00 a.m. to 3:00 p.m. 
A Speed Networking Event will 
be held from 8:00 to 9:30 a.m. 

-North Country Chamber of 
Commerce, Plattsburgh, New 
York: Violence in the Workplace 
(June 11). Tedra L. Cobb is the 
president and owner of Tedra L. 
Cobb and Associates focusing 
on employee and management 
training in effective hiring prac-
tices, performance management 
and supervisory leadership, 
sexual harassment prevention, 
time management, customer 
service and professionalism, 
problem solving and decision 
making and communications. 
Ms. Cobb’s specific areas of ex-
pertise are program and orga-
nizational development and the 
presentation of highly effective, 
interactive educational work-
shops. Ms. Cobb holds a M.S. 
Ed. in Instructional Technology, 
specializing in Training and De-
velopment, from the State Uni-
versity of New York at Potsdam. 
Skills learned include: identi-
fying sexual and other harass-
ment, workplace violence and 
discrimination and their costs, 
defining sexual harassment and 
conditions, and implementing 
day to day prevention strategies.

-Eagle River Chamber of Com-
merce, Eagle River, Wiscon-
sin: Eagle River’s Great North-
ern Beer Festival (June 13). 
Eagle River’s Great Northern 

Beer Festival will be held on 
the grounds of teh Hi-Pines 
Campground. Microbrews and 
craft beers from more than 30 
breweries along with samples 
from the Northwood’s Lush 
Inc. Home Brewers Club will 
be featured. Attendees will re-
ceive a souvenir tasting glass 
and can learn about the brewing 
process from some of the Mid-
west’s most celebrated brewers.

-Lake Arrowhead Communities 
Chamber of Commerce, Lake 
Arrowhead, California: Antique 
& Classic Wooden Boat Show 
(June 13-14). The 2015 Annu-
al Antique & Classic Wooden 
Boat Show will take place Sat-
urday, June 13th & Sunday, June 
14th at the Lake Arrowhead 
Village. Antique boats will vie 
for trophies and can be viewed 
up close at the Lake Arrow-
head Village docks. On display 
throughout the village will be 
vintage woodie cars, hot rods, 
antique wooden boat mod-
els and early outboard motors. 
Antique boats will also be for 
sale throughout the village. The 
show is produced by the Rim 
of the World Historical Society 
with the assistance of the An-
tique & Classic Boat Society, the 
Arrowhead Lake Association, 
the Lake Arrowhead Village, the 
Up The Hill Woodie Club, Street 
Rods Forever and the Trompers.

-Hesperia Chamber of Com-
merce, Hesperia, California: 
32nd Annual Golf Classic (June 
19). The Annual Golf Classic is 
the most fun and exciting event 
that provides great exposure for 
your business either through 
networking, sponsorship, or 
setting up a display at a tee. As a 
sponsor, you receive a generous 
package of benefits including 
promotion throughout the tour-
nament, on the Chamber web-
site, and in all event materials. 
Some sponsorships include ad-
vertising on the Chamber web-
site and play in the golf tourna-
ment. If you choose to set up at a 
tee, you can promote your busi-
ness by providing giveaways, 
food, beverages, and literature; 
network with golfers as they 
play; have a game or contest as 
an ice breaker; and get sponsor 
recognition on event materials.
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Carly Morgan
Head Writer

 The first time someone sug-
gested that I listen to Serial, the 
podcast spin-off of NPR’s This 
American Life, I actually re-
sponded out loud with, “Sweet. 
I won’t.” This is, of course, in 
part, because I can be rather 
taciturn, and my conversational 
filter maybe isn’t always quite 
what it should be. But it is also 
because I could not even begin 
to fathom why I would want to 
listen to what sounded like a 
ten hour-long Law and Order 
episode, especially when I am 
both television-equipped and 
immensely adverse to change.
 Which may or may not be 
a reflection of the era in which 
we live, though I’m inclined to 
believe otherwise. In navigat-
ing the Digital Information 
Age, we are constantly asked to 
acclimate to new technology; 
to modify and evolve our skill 
sets in order to accommodate 
the perpetual forward motion 
of modernity. And regardless 
of just how adaptive anyone 
believes the American public 
to be, I’m rather certain of at 
least one condition of our ten-
dency toward change: we’re less 
inclined to adjust backwards.
 Think about it: MP3 players 
arrive on the scene and, shortly 
thereafter, pretty much no one is 
carrying around a Discman any 
more; the price of plasma TVs 
finally dips below that of a black 
market kidney, and gone are 
the days of adjusting the dials 
on a two-ton tube TV. (Unless, 
of course, you’re my in-laws, in 
which case your gigantic tele-
vision remains prominently 
featured in your living room, 
as it is actually too heavy to be 
moved by a human person.) 
Even print newspapers have 
to work that much harder to 
maintain their hold on a dwin-
dling market share, as readers 
migrate more and more toward 
digital content. But the trajecto-
ry and reception of Serial, cre-
ated and hosted by NPR veteran 
Sarah Koenig, suggests that any 
perceived aversion to regres-
sion is not without exception.
 Serial is, to put it simply, a 
murder mystery of the “who-
dunnit” variety. It was first re-
leased in October 2014, and in a 
matter of months, it became the 
most listened- and subscribed-
to podcast in iTunes history. 
But even as the show breaks 
records and receives praise and 

accolades from across the en-
tertainment industry, Koenig is 
the first to point out that she’s 
not doing anything new. In an 
interview with the Guardian, 
Koenig says, “[T]his is not an 
original idea. Maybe in podcast 
form it is, and trying to do it as a 
documentary story is really, re-
ally hard. But trying to do it as a 
serial, this is as old as Dickens.”
 And she’s right. Charles 
Dickens’ The Pickwick Papers 
was first published in 1836, and 
it was the popularity of that 
novel that established serializa-
tion as a viable means of literary 
production and dissemination. 
The podcast, of course, does not 
have as long a history: the first 
podcast aired in August 2004, 
and was originally touted as a  
novel way of bringing original 
content to the Apple iPod. From 
there, though, the podcast’s 
early history was characterized 
primarily by lackluster public 
reception, as users found the 
acquisition process (i.e., sitting 
down at a computer, logging into 
the iTunes store, downloading a 
podcast, and uploading it to an 
Apple device) too cumbersome.
 It wasn’t until the inception 
of the smartphone that podcasts 
were finally yanked from the 
margins of digitalia. Now, pod-
casts can be downloaded direct-
ly to a smartphone with just a 
couple of screen taps; what once 
required a user to be seated in 
front of a computer can now be 
done from anywhere, at virtu-
ally any time. Case in point: my 
husband Ryan and I binged on 
the first six episodes of Serial 
while on our way home from 
spending Thanksgiving with 
Ryan’s family in Connecticut. 
We couldn’t agree on what to 
listen to, so I eventually (and 
begrudgingly) conceded to giv-
ing Serial a shot. Ryan and I 
were instantly hooked, and I 
was able to download episode 
after episode from the pas-
senger seat of our Subaru on 
the New York State thruway. 
How’s that for accessibility?
 When it comes to content 
marketing, I honestly find it 
rather surprising that more 
chambers of commerce don’t 
use podcasts as a way of con-
necting with their communi-
ties. Podcasts provide an avenue 
for richly informative and/or 
entertaining content with an 
added personal touch that the 
written word simply does not 
carry with it. The medium has 
come to embody some of our 

oldest and most time-honored 
storytelling traditions, tech-
nologically upgraded to ac-
commodate our 21st century 
habits of media consumption. 
Making Podcasts Work for 
Chambers of Commerce:
 The content that is most ef-
fective is the kind your audience 
seeks out independently. That’s 
the point of content marketing: 
providing your target audience 
with informative or entertain-
ing material (bonus points if it 
qualifies as both) without ask-
ing them for anything in return. 
It’s meant to help build your 
relationship with your audi-
ence without interrupting them 
or pestering them with a sales 
pitch. Podcasts are an excellent 
means to this end, as they are 
inherently un-disruptive and 
unimposing. Listeners have to 
seek them out in order to ac-
cess them, and from there, they 
have the option of only listen-
ing to certain episodes, and can 
even fast forward and rewind 
as they please. Podcasts em-
power audiences in a way that 
few forms of marketing can.
 Consider how much more 
meaning you can convey 
through audio content than 
through written content, too. 
Take this article, for example: at 
this very moment, some of my 
intended meaning is inevitably  
being lost, never to be transmit-
ted to you, the reader, as you are 
privy only to the words I put on 
the page. I simply cannot convey 
the same depth of meaning that 
I could if I were speaking to you, 
and also had tone and inflec-
tion at my disposal. Audio con-
tent lets you harness that added  
meaning-making potential in a 
way that isn’t possible with text.
 Podcasts are also simple and 
inexpensive to produce. To make 
a podcast, you need essentially 
nothing: the bare minimum is 
a cell phone, and access to one 
of the many phone-to-podcast 
services available online. A pop-
ular provider of such service is 
Gabcast, which allows users to 
create podcasts simply by call-
ing an 800 number and speak-
ing into their phone. When 
finished recording, the user just 
presses the pound key, and the 
audio is turned into a podcast 
and posted on the Gabcast web-
site, complete with a URL ad-
dress to copy and paste onto a 
website or into email messages. 
 Even if you wanted to get 
more elaborate in your pro-
duction methods, it still prob-

ably wouldn’t break the bank.
Personally, whenever I want to 
record or edit audio on my lap-
top, I use a USB microphone to 
record, and GarageBand, which 
is both inexpensive and user-
friendly, to edit. If you want 
to feature guests on your pod-
cast who aren’t nearby (mean-
ing, they can’t be sitting in the 
same place as you when you’re 
recording your episode), there 
are also tools available on-
line for recording phone calls. 
Skype, for example, has a free 
call recording service for calls 
made from your computer.
 What makes podcasts most 
compelling, though, is also 
what most distinguishes them 
from virtually every other form 
of content marketing. At a time 
when users have an overwhelm-
ing amount of content and me-
dia at their fingertips, few voids 
remain to be filled in the market 
for audience attention. Podcasts, 
however, are perfectly suited to 
fill one of the few existing voids.
 In an article in Chief Con-
tent Officer magazine, venture 
capitalist Mary Meeker esti-
mates that people have, on av-
erage, 52 minutes of unclaimed 
time in the car, every day. That’s 
a lot of time, and it’s time that 
could be filled with a podcast, 
as is time spent doing things 
like walking the dog, running 
on the treadmill, and maneu-
vering shopping carts through 
crowded grocery stores with 
varying degrees of success. (I 
can’t be the only person who 
struggles with that, right?)
 That means that users don’t 
always have to be picking your 
content over other content that 

may already have their loyalty. 
(For example, if you’re taking 
a break from working on my 
computer, you probably have  
a handful of websites that you 
usually check out, regardless of 
what other content might be 
vying for your attention.) There 
are very few mediums for which 
that is the case, and it might not 
be true of podcasts for much 
longer. Last summer, Apple 
surpassed one billion podcast 
subscriptions, which speaks to 
the medium’s growing popular-
ity, though there remains plenty 
of room for immense growth.
 If you’re thinking of incor-

porating podcasts into your 
marketing plan, there are a 
few basic, “nuts-and-bolts” 
guidelines to keep in mind.
 First, the main thing to 
avoid in podcast production 
is the “just press record” syn-
drome. For chambers of com-
merce, falling victim to that 
mode of production might 
mean planting a microphone 
in the middle of the room dur-
ing a board meeting and turn-
ing the resulting audio into a 
podcast. While podcasts can 
(and often should) be made 
to sound casual and conver-
sational, they should still be 
thoughtfully and meaningfully 
produced, and treated as their 
own separate form of content.
  Another key to a good pod-
cast is clear audio. This is an-
other reason to steer clear of the 
“just press record” method of 
content production, and might 
also be a good reason to invest 
in a USB microphone. A de-
cent USB microphone should 
only run you about $100, and 
can make for a marked im-
provement in audio quality.
 In terms of runtime, aim 
to keep individual episodes in 
the 15- to 30-minute range. Ac-
cording to Stitcher, which is one 
of the largest podcast-listening 
platforms, a podcast will hold 
listeners’ attention for an aver-
age of 22 minutes. (Compare 
this to data from the Nielsen 
Norman Group that says the 
average webpage visit lasts less 
than a minute, meaning that 
even when someone is look-
ing at a site that they have ac-
tually chosen to visit, they still 
only read about a quarter of the 
text on the page before moving 
on to the next one.) The fact 
that simply changing your me-
dium can buy that much more 
time is actually startling to me.
 Of course, there are always 
exceptions. In the first (and, so 
far, only) season of Serial, for ex-
ample, episodes range in length 
from 27 to 55 minutes, with an 
average runtime of about 40 
minutes. Which brings us to an-
other point: part of putting to-
gether a good podcast is know-
ing your audience, and knowing 
your content. When Sarah Koe-
nig didn’t have 50 minutes worth 
of material for an episode, that 
didn’t mean that she stretched 
what she had to fill more time; 
it meant the episode was short-
er. Time constraints need not 
dictate episode length in the 
other direction, either: if you 

have a compelling and complex 
story on your hands, don’t feel 
like you have to limit yourself 
to that 22-minute “sweet spot.” 
Consider your content from a 
listener’s perspective—what in-
terests them, what doesn’t, and 
why—and be open to chang-
ing things up accordingly.
 I once had a professor who 
would always say, “The answer 
is in the room.” No matter what 
the question or problem was, 
she was confident that among 
the students in the class, there 
would always be someone with a 
solution. So now I’m telling you 
that the answer is in your com-
munity. No matter what you 
want to talk about on your pod-
cast, there is surely someone in 
your community who can speak 
authoritatively on the topic, so 
enlist the help of friends, col-
leagues, and community mem-
bers in content production.
 The answer is always in the 
community, and featuring a va-
riety of guests on your podcast 
gives people from your chamber 
the opportunity to get out and 
find that answer by connecting 
with, and getting to know, the 
people in your community. It 
brings an even more personal 
touch to an already profoundly 
personal storytelling medium. 
Also, by encouraging guests to 
share the episode with their own 
audiences, you stand to dra-
matically increase the amount 
of exposure your podcast gets.
 The point of content mar-
keting is to provide something 
of value to your audience that 
they can consume at their own 
convenience, and on their own 
terms. As far as I can tell, pod-
casts seem about as close to ide-
al as any existing content mar-
keting medium can get. They’re 
inexpensive, easy to produce, 
and allow you to connect with 
your community on multiple 
levels: you get to share your 
story with your audience while 
simultaneously engaging the 
community at large by featuring 
guests whenever appropriate.
 If you provide value to 
your listeners, your listeners 
will keep tuning in. Build a 
strong enough relationship with 
them, and they’ll recommend 
your podcast to other listeners, 
helping you grow community 
awareness of your chamber. The 
success of Serial confirms that 
there is an audience for this 
“old-meets-new” medium, and 
they’re ready to listen. Make 
your chamber’s story a part of 
that discussion; it could be as 
simple as picking up a cell phone.

Podcasts Go Mainstream: What NPR’s Serial Means for Your Chamber’s Marketing Plan

Carly Morgan
Head Writer

 There are lots of methods 
available to chamber of com-
merce executives looking to 
gauge the efficacy of their in-
stitution and its programs, and 
their level of impact on the local 
business community. Retention 
rate and enrollment statistics; 
event turnout; member satisfac-
tion surveys; even just getting 
out into the community and 
having spontaneous, in-person 
exchanges with business own-
ers can provide some indica-
tion of how well a chamber 
of commerce is doing its job.
 But there aren’t many met-
rics available to chamber execu-
tives who want an idea of how 
they stack up against cham-
bers of commerce throughout 
the country. For example, con-
sider some of the chambers of 
commerce featured in the tiny 
sample pool that is this issue’s 
spotlight section: how would 
we even begin to compare sub-
urban, west coast Brea Cham-
ber of Commerce to east coast, 
college town Princeton Re-
gional Chamber of Commerce?
 That was the exact concern 
that prompted many local cham-
bers of commerce, as well as the 
American Chamber of Com-
merce Executives group, to pe-
tition the United States Cham-
ber of Commerce back in 1963 
for the creation of a framework 
of national standards for cham-
ber operations. The USCOC re-
sponded with its Accreditation 
Program, which was launched 
the following year, and has 

been going strong ever since.
 According to the program 
website, the USCOC Accredita-
tion Program seeks to “define ex-
cellence in chamber planning” 
by recognizing chambers across 
the country whose track records 
indicate “outstanding contribu-
tions toward positive change in 
their communities.” Prior to the 
program’s 1964 inception, there 
was no such means of recogni-
tion. Now, just over fifty years 
later, the USCOC Accredita-
tion Program remains the only 
program of its kind, and contin-
ues to strive toward the goal of 

“facilitat[ing] continuing excel-
lence in the chamber industry 
and foster[ing] a pro-business 
environment across America.”
 In the United States, there 
are currently 7,022 chambers of 
commerce in operation. The As-
sociation of Chamber of Com-
merce Executives estimates that 
3,000 of these chambers have at 
least one full-time staff person, 
while the rest operate on a vol-
unteer-only basis. As of March 
2015, of those 7,022 chambers, 
199 of them are accredited.
 That’s less than 3% 
of all chambers of com-
merce in the country.

 In order to be recognized 
as Accredited, chamber perfor-
mance is assessed across nine 
different categories, with slight-
ly different criteria for state 
chambers than for local and re-
gional chambers. The categories 
are governance, finance, human 
resources, government affairs, 
program development, technol-
ogy, communications, facilities, 
and benchmarking. Each sec-
tion contains a list of minimum 
requirements for baseline ac-
creditation, as well as additional 
criteria for higher-tier recogni-
tion. The USCOC offers a “Self-

Analysis Survey” to prospec-
tive applicants to help decide 
whether their chamber might 
be eligible for accreditation.
 The opportunity for higher-
tier accreditation means that, 
within the small subset of ac-
credited chambers, there ex-
ists further means of differen-
tiation. For local and regional 
chambers, there are four tiers. 
A chamber meeting all of the 
minimum requirements is Ac-
credited. Beyond that, a cham-
ber meeting all of the minimum 
requirements plus: 70-79% of 
the additional criteria is 3-Star 
Accredited; 80-89% of addition-

al requirements, 4-Star Accred-
ited; 90-100% of additional re-
quirements, 5-Star Accredited. 
For state chambers, there are 
two tiers: Accredited, for those 
meeting all minimum require-
ments, and Accredited with Dis-
tinction, for those meeting all 
minimum requirements plus at 
least 90% of additional criteria.
 Of the chambers of com-
merce currently with accredita-
tion, 14 are Accredited; 23 are 
3-Star Accredited; 66 are 4-Star 
Accredited; and 90 are 5-Star Ac-
credited. Six of the currently ac-
credited chambers of commerce 
are state chambers, and of those, 
two are Accredited and four are 
Accredited with Distinction.
 On March 10, 2015, the US-
COC awarded 18 chambers of 
commerce with Accreditation. 
To get an idea of which chambers 
are receiving which accolades, 
here’s a breakdown of the latest 
round of chamber accreditation:
 Accredited with 5 Stars: An-
chorage Chamber of Commerce, 
Anchorage, AK; Fort Collins 
Area Chamber of Commerce, 
Fort Collins, CO; Greater Hot 
Springs Chamber of Commerce, 
Hot Springs, AR; Hanover Area 
Chamber of Commerce, Ha-
nover, PA; Manatee Chamber 
of Commerce, Bradenton, FL; 
Melbourne Regional Chamber 
of East Central Florida, Mel-
bourne, FL; Plano Chamber of 
Commerce, Plano, TX; San Cle-
mente Chamber of Commerce, 
San Clemente, CA; Simi Valley 
Chamber of Commerce, Simi 
Valley, CA; St. Joseph Chamber 
of Commerce, St. Joseph, MO; 
St. Joseph County Chamber 

of Commerce, South Bend, IN
 Accredited with 4 Stars: 
Ardmore Chamber of Com-
merce, Ardmore, OK; Boise 
Metro Chamber of Commerce, 
Boise, ID; Greenville Chamber 
of Commerce, Greenville, SC; 
Hurst Euless Bedford Cham-
ber of Commerce, Bedford, 
TX; Kerrville Area Chamber 
of Commerce, Kerrville, TX
 Accredited with 3 Stars: 
San Diego Regional Chamber 
of Commerce, San Diego, CA
 Accredited: Minot Area 
COC, Minot, ND
 Chamber Accreditation  
adds to the prestige and cred-
ibility of any chamber of com-
merce, and receiving such 
recognition could prove im-
mensely beneficial both in at-
tracting new members, and re-
taining current members. The 
accreditation process, while 
open to all chambers of com-
merce that have been in opera-
tion for three or more years, is 
rather rigorous, and chamber 
executives and staff should ex-
pect to spend between six and 
nine months preparing appli-
cation materials. Applications 
are accepted three times each 
year, the respective deadlines 
being March 31, August 31, and 
December 31. It’s not free ei-
ther: the application fee is $699 
for members of the USCOC, 
and $1,199 for nonmembers.
 That may seem like a hefty 
bill to foot for something that 
does not have one guaranteed 
outcome. However, even if 
your chamber’s accreditation 
bid does not prove successful, 
it can still be a worthwhile in-
vestment: when you are notified 
of your chamber’s accreditation 

status, regardless of what that 
status may be, you will also be 
provided with a list of recom-
mendations from the Accredita-
tion Board for future improve-
ments—a “road map,”  if you will, 
to greater success in the future. 
 In a statement released by 
the USCOC, Raymond P. Towle, 
IOM, CAE, U.S. Chamber Ex-
ecutive Director of Political Af-
fairs and Federation Relations, 
said, “Accreditation validates a 
chamber as having programs 
that benefit their local economy 
and for having positively influ-
encing action in their commu-
nity.” Having your chamber for-
mally recognized by the United 
States Chamber of Commerce 
for all that it does to help busi-
nesses in your community can 
only serve to enhance your 
chamber’s reputation. And even 
if you don’t receive formal rec-
ognition right away, just going 
through the accreditation pro-
cess poses an opportunity for 
self-reflection and examination, 
as well a chance to receive tre-
mendous feedback from indus-
try experts. This can only mean 
good things for you chamber’s 
ability to meet members’ needs, 
and better service to your mem-
bers means higher retention 
rates, more word-of-mouth 
evangelizing, and, hopefully, 
increased member enrollment.
 If you’re interested in pur-
suing Accreditation for your 
chamber of commerce, you 
can get started today by go-
ing to www.uschamber.
com/accreditation and tak-
ing the self-analsysis survey.
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