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 The world is connected 
on a global level like never be-
fore. The millennial generation 
(a.k.a. millennials) has the op-
portunity to experience things 
that their parents (and certainly 
their parents’ parents) could 
never have dreamed of. Liv-
ing life is no longer a race to 
a successful career and own-
ing the best stuff; it’s a jour-
ney to grow, to understand, 
and to experience the world.
 First of all, who is the mil-
lennial generation? Well, an 
exact definition can’t really 
be pinpointed, but it’s gener-
ally agreed upon that mil-
lennials are those who were 
born between 1980-2000.
The millennial generation grew 

up being taught that if you work 
hard and go to school, you can be 
anything you want to be--only 
to be burdened by tens of thou-
sands of dollars in student debt 
and a job market that doesn’t 
support them. As a reaction to 
this, millenials have found the 
greatest value in what they can 
experience during their lives.
 The dreams of a steady, cor-
porate job with tremendous 
benefits, 2.3 children, and a 
white picket fence seem virtu-
ally unattainable, so living in 
the moment and making the 
most of now is the mindset 
for a majority of millennials.
 What we’re discover-
ing now is how that mind-
set is affecting spending hab-
its; how it determines what 
is popular; and how all of 
that is affecting our economy.

 At this point, in 2015, the 
youngest millennials are only a 
few years away from finishing 
high school, and the oldest are 
getting closer to 40 years old 
than they are to 30. This group 
makes up almost one quarter 
of our nation’s total popula-
tion; and according to a 2014 
study by the Boston Consulting 
Group, millennials account for 
an estimated $1.3 trillion dollars 
in annual consumer spending.
Where is this massive amount of 
money being spent? On experi-
ences. Concerts, sporting events, 
travel, and events of all kinds; 
the millennial mindset is that 
a meaningful life is made up of 
fulfilling experiences. It’s about 
creating and sharing memories.
 In fact, according to a study 
conducted by Eventbrite, 78 
percent of millennials would 

choose to spend money on a 
desirable experience or event, 
rather than on the purchase 
of a desirable, material object. 
They also discovered that 80 
percent of millennials partici-
pated in more than one “live 
experience” event over the past 
year, and over 70 percent of 
that group plans on increas-
ing their live event attendance 
during the following year.
 What drives this behav-
ior? A lot of it stems from 
the fear of missing out (or 
“FOMO”). Almost 70 per-
cent of millennials experience 
FOMO. This fear drives them 
to show up and share these 
experiences with their peers.
 So what is the experience of 
this generation? It’s connections. 

Brian VanDenBergh
Staff Writer 

 As technological prog-
ress and innovation continu-
ally move society further away 
from traditional business mod-
els and practices, yet another 
segment of the online mar-
ketplace is up for the taking. 
 By updating the “on-de-
mand” model of service deliv-
ery to one that leverages the 
growing popularity of e-com-
merce, companies like Uber 
and Airbnb are the driving 
forces behind what has come 
to be known as the “gig econo-
my.” In the gig economy, work-
ers use new technologies and 
marketing platforms to con-
nect with consumers directly 
in order to provide a service, 
fulfill a roll, or perform a task 
for a limited period of time.  
 New York City’s streets may 
be lined with those iconic yellow 
taxis, but Uber, a car service app 
for smartphones, allows cus-
tomers and driv-
ers to operate in 
concert with one 
another without 
a moment’s hesi-
tation. Instead of 
a having to hail a 
cab or call a dis-
patch operator, 
Uber customers 
just make a few 
clicks and swipes 
on their 
s m a r t -
p h o n e 
screen and 
the nearest 
driver will be en route to that  
customer’s location instantly. 
 Similarly, Airbnb’s online 
marketplace for short-term 
lodging means that tourists 
no longer have to sort through 
myriad travel or hotel websites 
to find an affordable place to 
stay. Instead, Airbnb users just 
type in their travel destina-
tion and are instantly met with 
images and descriptions of 
apartments, lofts, rooms, and 
houses all available for rent at 
a fraction of the price of a hotel 

room, especially in major cities. 
 Uber drivers and Airbnb 
hosts are classified as inde-
pendent contractors for these 
companies. This model gives 
workers greater flexibility and 
independence in the work-
place, effectively treating them 
as though they are each 
running their own small 
business. A drawback, 
though, is that the 
larger companies 
with which these 
workers are as-
sociated are not 
re sp ons ib l e 
for provid-
ing any em-
ployee ben-
efits, or for 
reimbursing 
workers for any expens-
es incurred on the job. 
 In the corporate world, in-
dependent contractors and 
freelancers have become in-
creasingly desirable, since they 
allow businesses to minimize 

operating costs, 
even amidst ex-
pansion efforts. 
Between 2010 
and 2014, the 
number of in-
dependent con-
tractors in the 
US increased by 
approx imate-
ly 2.1 million 
workers. That 

means that 
indep en-
dent con-
t r a c t o r s 
accounted 

for one out of every four jobs 
added to the economy during 
the first four years of post-reces-
sion recovery. Independent con-
tractors allow companies to use 
high-quality professionals on an 
as-needed basis, while remain-
ing distant enough not to have 
to worry about employer liabil-
ity, and without having to dole 
out costly benefits or salaries. 
 So when faced with this 
changing landscape of travel 
and transportation options, 
what are institutions like taxi 

cab companies, hotels, and trav-
el agents left to do to compete, 
and how can these vast new 
resources be tapped to benefit 
more traditional businesses? 
Uber and Airbnb are not the 
only companies of their kind, 
but their massive success (Uber 

was recently valued at $50 
billion) has made them 

the metaphorical face 
of the gig economy. 

Their profit margins 
continue to grow 

while the organi-
zations of old 

scramble to 
find a way to 
combat these 
new power-
houses be-
ing built be-

fore their eyes. 
 The legality and safety of 
these companies has come un-
der fire of late, and many propo-
nents of an older economic or-
der have gone on the offensive 
against these companies, look-
ing to impose strict laws and 
regulations to help level the pro-
verbial playing field and curtail 
the momentum of these busi-
nesses, while massive profits 
continue to pour in daily from 
their legions of posting, tweet-
ing, and hashtagging Millennial 
customers. Uber and Airbnb 
may be more convenient, trendy, 
and substantially cheaper than 
traditional taxi services or ho-
tels, but their sustainability and 
long-term reputation among 
consumers remain to be seen.
 Traditional businesses-es-
pecially hotels, which are typi-
cally a universal fixture in cham-
bers of commerce across the 
country-need to remain com-
petitive in this evoloving econo-
my. The best way for  chambers 
of commerce to facilitate that 
process and help these busi-
nesses remain viable just might 
be to help them find a mutually 
beneficial way to co-exist with 
the “nonemployment organi-
zations” of the gig economy.
 So, how directly are these 
businesses actually competing? 
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 It is both a means of building 
dramatic intrigue, as well as a 
statement of objective fact, to say 
that the 2016 race for the White 
House is unlike anything else 
in American political history.
 On the Republican side is a 
primary field unprecedented in 
size, the frontrunners of which 
are a billionaire real estate de-
veloper, a retired brain sur-
geon, and a Fortune 20 CEO. 
The candidate pool is so big, in 
fact, that news outlets have had 
to re-write the rules of televised 
debates on the fly, as ranks have 
been thinning much more grad-
ually than originally anticipated. 
 On the Democratic side, 
conversely, is the most popular 
non-incumbent candidate in 
the party’s history, whose early 
lead in the polls has been con-
tinually diminishing thanks to 
the grassroots campaign of a 
self-identified Socialist from the 
country’s second least populous 

state. Third in those same polls is 
the current vice president of the 
United States, for whom nearly 
one-fifth of the Democratic 
electorate has expressed a desire 
to cast their ballot, despite the 
fact that he is not actually run-
ning for the nomination (yet).
 Because of the unique na-
ture of this primary 
election cycle, we at 
the NCR thought it a 
worthwhile endeav-
or to put together 
a “crash course” of 
sorts in “Who’s Who 
in the 2016 Election.” 
Inside, you’ll find 
brief profiles of the 
candidates, includ-
ing synopses of their 
credentials, their plat-
forms, and a look at 
from which segments 
of the voting popu-
lation they draw the 
most support. (These 
assessments are, of 
course, generalizations, 
the usefulness of which lies in 
their lending of qualitative in-
sight to quantitative data.) But 
first, an explanation of how 
we’ve presented the candidates:
 Candidates are separated 
by party affiliation, with the 
Republicans listed ahead of the 
Democrats because there has 
been more election-related ac-
tivity among the former (e.g., 
Republican candidates have al-
ready had two televised debates; 
Democrats have had none). 
Within each party, candidates 
are then presented in descend-
ing order by poll ranking (ac-
cording to the HuffPost Pollster, 
which provides an aggregate 
look at all publicly available 
polls that claim to provide rep-
resentative samples of the elec-
torate) as of October 1, 2015. 
 In our coverage of the Re-
publican primary, we have not 
included two candidates who 
are, at the time of press, still in 
the race: former Virginia Gov-
ernor Jim Gilmore, and South 
Carolina Senator Lindsey Gra-

ham. Gilmore was not invited to 
participate in the last televised 
debate due to his low poll num-
bers (which average 0 percent); 
Graham has fared slightly bet-
ter (averaging 0.2 percent), but 
both candidates receive so little 
attention at this point in the race 
that their campaigns have come 
to be of minimal consequence.
 In our coverage of the Dem-
ocratic primary, we have not in-
cluded Harvard Law professor 
Lawrence Lessig for the same 
reasons that Gilmore and Gra-

ham were omitted 
on the GOP 

side. We 
have, how-
ever, in-
cluded Vice 
P re s i d e nt 
Joe Biden, 
because al-

though he has 
not yet formally 

declared his candi-
dacy (and there remains 

some serious doubt about 
whether or not he ever will), 
his popularity among Demo-
cratic voters has had a pro-

found impact on the distribu-
tion of voter support thus far. 
Biden still has time to throw his 
hat in the ring-the Democrats’ 
first filing deadline is November 
6, when candidates will need to 
sign a statement of candidacy 
in Alabama in order to appear 
on the state’s primary ballot-
but the likelihood of his do-
ing so seems to decrease with 
each additional day of inaction. 
 The primaries officially kick 
off on February 1, 2016 with the 
Iowa caucus, but the odds of a 
clear Republican choice emerg-
ing before May seem improb-
able, and the chances of a Dem-
ocratic nominee whose name 
doesn’t rhyme with Shmillary 
Shmlinton seem unlikely. But 
with a full thirteen months be-
fore President Obama’s succes-
sor is officially decided upon, 
a lot can happen, and condi-
tions in either party are cer-
tainly liable to change. We hope 
the information we’ve pro-
vided will help you keep track 
of who’s who along the way.
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Airbnb, for example, is wide-
ly accepted as something of a 
mixed bag: subsequent experi-
ences can vary immensely, and 
sometimes even well-reviewed 
hosts can have factors arise that 
negatively impact the quality of 
the service they provide. When 
you sign up to stay in someone’s 
home, apartment, or guest room 
you are rolling the dice on what 
you’re actually walking into. 
The safety of that mysterious 
situation is generally enough 
to keep vacationing families, 
honeymooners, middle-aged 
travelers, and anyone with 
strict accommodation require-
ments more inclined to opt for 
traditional accommodations. 
 In essence, the idea of Airb-
nb is nothing new. When head-
ing to Europe or South America, 
finding a hostel or staying with 
a host family are always cheaper 
options than staying in a hotel. 
Airbnb is simply organizing that 
marketplace of parallel lodging 
into one neatly designed space. 
 Should towns and cities be 
worried? Look at it this way: 
whatever gets people into the 
community can end up being 
beneficial for everyone in the 
long run. More affordable lodg-
ing could bring in an entire class 
of tourists who may not have 
found it financially feasible to 
visit certain places. It could also 
mean that consumers with a 
moderate amount of disposable 

income choose to take more 
trips to a greater number of 
destinations, using the money 
they save on accommodations 
to fund additional excursions. 
And, once they have reached 
their destination, tourists who 
have spent less money on a 
place to stay may also decide to 
spend additional cash at local 
restaurants, shops, and events. 
 The presence of Airbnb 
doesn’t have to be a declara-
tion of war on traditional busi-
nesses. Instead, it offers new 
experiences for a bit less mon-
ey. Those who want the tradi-
tional room service with mints 
on their pillows will still have 
such options available to them; 
those looking for something 
a bit more adventurous—and 
sometimes even unpredict-
able—now have different op-
tions available to them as well. 
 Uber, on the other hand, 
poses a slightly different threat, 
syphoning consumer dollars 
away from a broader range of 
services. With drivers in over 59 
countries and a seemingly lim-
itless supply of jobs for people 
that own their own car, Uber is 
the true wild card of the sharing 
economy, and public transpor-
tation, vehicle rentals, and taxi 
services all stand to feel its effects.
  On the worker’s side, part 
of the draw of driving for Uber 
is that basically anyone 21 years 
old or older with a license and 
a halfway decent car can start 

making money almost im-
mediately. With the option of 
taking on extra work to make 
extra cash as needed, and the 
completely flexible hours the 
job provides, the number of 
“active drivers” in the Uber sys-
tem has been growing at a rapid 
pace. Hired and classified as 
independent contractors, driv-
ers remain mostly autonomous 
and are not subject to the same 
constraints as someone work-
ing a standard 9-to-5 job. Don’t 
think that market’s going to 
saturate any time soon, though: 
most Uber drives work fifteen 
hours a week or fewer, and only 
about half are still driving af-
ter one year with the company.
 From the consumer’s per-
spective, a big part of Uber’s 
appeal is its on-demand qual-
ity: instead of standing on the 
sidewalk and quietly pleading 
to be picked up by the occa-
sional empty taxi, or having to 
remember to call a car service 
well before you actually intend 
to be picked up, Uber users can 
hail a ride instantly. And be-
cause Uber bills the customer’s 
credit card directly, there is 
never any need for the driver 
and rider to address payment 
arrangements after the ride. 
 Where Uber and other 
ride-hailing companies have 
drawn criticism from consum-
ers is in their use of what Uber 
calls “surge pricing,” or rais-
ing and lowering prices based 

on consumer demand. For 
instance, an Uber ride from 
Point A to Point B might cost 
one amount on a typical Friday 
night, but the cost of that same 
ride is likely to skyrocket if, at 
the same time on the follow-
ing Friday, there happens to be 
a big concert or major sporting 
event happening in the area. 
 It is unclear what, if any-
thing, organizations like cham-
bers of commerce can do to 
help community members and 
chamber businesses with more 
traditional operations benefit 
from, or even stay afloat de-
spite, the presence and popular-
ity of Uber in local economies. 
Right now, part of Uber’s finan-
cial success stems from the fact 
that it faces minimal govern-
ment regulation, and is able to 
operate as a sort of “outlaw” 
of the transportation commu-
nity by enlisting amateur driv-
ers who generally don’t have 
any sort of commercial insur-
ance. It’s this lack of regulation 
that also allows Uber to en-
gage in pricing practices that, 
in most any other industry, 
would qualify as price-gouging.
 While stricter market regu-
lations are often as seen as anti-
business, anti-growth, and anti-
innovation, the taxi industry 
might present an exception to 
that general wisdom. When the 
taxi industry first took off after 
the Great Depression as able-
bodied, out-of-work people saw 
an employment opportunity in 
driving unlicensed taxis, the re-

sults were bleak: namely, overall 
driver quality decreased, so ac-
cidents were far more frequent. 
 It’s possible, though, that 
the industry has since over-cor-
rected. In London, for example, 
in order to become a taxi driver, 
or “cabby,” job candidates must 
pass what is widely believed to 
be one of the most difficult ex-
ams in the world. Even those 
born and raised in London will 
still spend years acquiring “The 
Knowledge,” which refers to the 
comprehensive knowledge of 
all of London’s 25,000 streets, 
as well as back routes and land-
marks, that any aspiring cabby 
must possess. And now, taxi 
regulations that once served 
the primary purpose of pro-
tecting consumers might start 
to look more inhibitory than 
anything else, especially given 
the rise of faster, more accessi-
ble, and more efficient options. 
 As chambers of commerce 
are often active in legislative 
pursuits, it might be worthwhile 
for executives, staff, and board 
members to consider which ap-
proach would best serve their 
own communities and cham-
ber memberships: fighting for 
looser restrictions on taxis and 
other transportation services 
in order to help them compete 
more effectively with Uber and 
other gig economy equivalents; 
or, advocating stricter regula-
tions or ride-hailing services 
operating in this newly real-
ized market sector, the novelty 
and modernity of which has 

allowed these businesses to, at 
least so far, operate outside of 
existing regulatory frameworks.
 Either way, the current prof-
itability and market success of 
gig economy heavyweights like 
Uber and Airbnb, as well as the 
growing number of similarly-
structured competitors, suggest 
that these businesses aren’t go-
ing away any time soon—and, 
in the meantime, they’re likely 
to continue making money 
hand over fist. Finding a way 
to integrate or accommodate 
these businesses into local 
economies and service mar-
kets might be worth the atten-
tion of chamber executives, as 
businesses in the tourism and 
hospitality industries are tra-
ditional staples in chamber of 
commerce membership bases. 
 When faced with drastic 
change, history tells us that you 
can either get involved and help 
drive that change to be as benefi-
cial as possible, or you can stand 
off to the side and hope for the 
best. As the voices of their local 
business communities, cham-
bers of commerce are generally 
not the type of organization to 
sit back and watch things hap-
pen, and it could prove im-
mensely beneficial in the long-
run for chambers of commerce 
to take their quintessentially 
proactive approach to navigat-
ing these market innovations.
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Connections to their family, 
friends, and billions of strang-
ers all over the globe through a 
multitude of online social media 
platforms. Almost 70 percent of 
millennials believe attending 
these events makes them more 
connected. And FOMO makes 

them show up and share their 
experience on the Internet.
Facebook, Twitter, LinkedIn, 
Pinterest, Google+, Tumblr, 
Instagram, Flickr, Vine, Red-
dit, Whatsapp, SnapChat, Yelp, 
TripAdvisor … and that is just 
scratching the surface. Our 
ability to share our experienc-
es with others drives us to try 
new things for two main rea-
sons: jealousy and narcissism 
(insert tongue in cheek now).
 That isn’t a generational jab, 
but an observation of how the 
conditions of today’s society im-
pact the human condition and 
behavior. That’s not to say mil-
lennials just sit around coveting 
each other’s experiences all day 
long; it’s that they have found 
their own, new form of conspic-
uous consumption, and that’s 
something that everyone does.
 Conspicuous consumption 
is spending money on goods 
or services as a status symbol 
to display where you stand so-
cially. In the 1950s and ,60s, 
conspicuous consumption was 
the purchase of a second car 
for a family of four, or a sec-
ond household television set. 
Today, it’s the 350 photos we 
upload to Facebook from our 
day trip to Niagara Falls. You 
aren’t what you have, not any-
more; you are what you do. Ex-
perience is the new currency.
 Jealousy and FOMO cause 
millennials to go out and at-
tend events, meet new people, 
and experience new things; 
and narcissism (and our urge 
to share) causes us to post our 
experiences for everyone to see. 
It’s a self-perpetuating cycle: 
you see everything that your 
friends are doing online, so you 
feel motivated to go out and do 
some new things yourself; then 
you post about it on your pro-
files so your friends can see it, 
thus causing them to want to do 

more (and post more) in return.
 I’m not condemning this 
behavior, though. I think the 
urge to go out and see the world 
is an incredible pursuit. Never 
before in human existence has 
the average person had this 
much access, and taking ad-
vantage of those opportunities 

in the form of new experiences 
is an exciting way to live life.
 Something remarkable 
happens, though, when you 
constantly have people talking 
about and sharing their experi-
ences: word of mouth market-
ing. When someone likes a meal 
at a restaurant, when some-
one enjoyed a concert, when 
someone’s at a baseball game 
with their family, they take 
photos and they share them.
People all over the country are 
taking photos of their meals 
and posting them online, talk-
ing about how delicious they 
were. These peer-to-peer, 
word of mouth interactions 
are the most valuable forms 
of advertising because they’re 
honest and they’re real.
 Chambers of commerce 
need to adapt to this new behav-
ior and help get their members 
involved with this new form 

of conspicuous consumption.
According to Forbes, “33 per-
cent of millennials rely mostly 
on blogs before they make a 
purchase, compared to fewer 
than 3 percent for TV news, 
magazines, and books. Older 
generations rely more on tradi-
tional media, whereas millenni-
als look to social media for an 
authentic look at what’s going on 
in the world, especially content 
written by their peers whom 
they trust” (emphasis mine).
This tells us that while millenni-
als are constantly trying things 
that are new to them, the reason 
they try them is because of what 
they heard from other people.
 The reason websites like Yelp 
and TripAdvisor are so preva-
lent is because millennials want 
to hear other millennials’ opin-
ions before trying something 
new. It’s part of the “experience 
and share” culture that we’ve 
cultivated through social media.
The 2014 Millennial Study 
from Moosylvania, an inde-
pendent, digital ad agency, 
found that, “Overall, millenni-
als identify with themselves as 
being incredibly self-confident 
and independent, yet seek con-
stant reassurance from friends 
and family when it comes to 
shopping, buying, and mak-
ing purchases. Whether shop-
ping alone or in a group, they 
remain digitally connected, 
contacting friends and fam-
ily for advice or opinions via 
text, phone call, or social me-
dia. While 57 percent surveyed 
say they tell their friends about 
their purchases, 44 percent pre-
fer to ‘show off ’ their purchas-
es, even if it’s in subtle ways.”
 Have you ever made a pur-

chasing decision based on re-
views you’ve seen online? Have 
you ever posted a review your-
self (either positive or nega-
tive)? I’d be willing to bet the 
answer is “yes” to both of those 
questions for most of you.
So it’s not a stretch to think that 
in the years to come, as millen-
nials become the majority of 
business owners, their decision 
to join the chamber will largely 
hinge on peer reviews. Cham-
bers need a way to encourage 
their members to post reviews 
of their services and events--
and your members need a way 
to encourage patrons to do 
the same for their businesses.
 What are the most engag-
ing types of reviews? Text is 
great and all, but seeing a photo 
from an event or a restaurant 
drives the experience home 
even further. And if a picture’s 
worth a thousand words, then 
a video is worth a thousand 
pictures. How cool would it be 
if you could get video reviews 
from members talking about 
how great your chamber is?
Well, video reviews are coming, 
and they’re coming fast.  
 Companies are now offer-
ing solutions to businesses for 
getting real customer video re-
views added to their websites, 
and almost instantly. Business-
es can give customers a phone 
number to text and they’ll be 
sent a link. The link opens 
up their camera and allows 
them to post a video review. 
Those reviews then get posted 
to that business’s website for 
other customers to experience.
Lobbies, waiting rooms, res-
taurant tables, and many other 
places can feature cards en-

couraging customers to text the 
number and post a video review.
 The same thing can be done 
for chambers. Imagine email 
blasting your members with a 
phone number for them to text. 
They text it, get the link, click 
on it, and record their video 
review. Getting a one percent 
return on that wouldn’t be far-
fetched. And even for cham-
bers on the smaller side, that 
would be three to five video 
reviews they can have featured 
right on their official website.
 At networking events you 
could get a couple more mem-
bers to post reviews right there on 
the spot. The utility of this tech-
nology is almost never-ending.
We’re always trying to find new 
ways to relate to the next gener-

ation. Well, if you want to be in 
the mindset of a millennial, you 
need to be open to new things, 
and you need to be connected.  
In the meantime, talk to mem-
bers at events and see if they’d 
be willing to record a quick 
video on your phone. Record 
them saying something nice 
about your chamber and share 
it through your social media.
We have to embrace the social 
revolution of experience-shar-
ing, and chambers of commerce 
can be right at the center of that. 
 A chamber that is in tune 
with how people are communi-
cating is a chamber that will stay 
relevant; and today, staying rel-
evant means staying connected.

Review Culture & Experiential Spending: The Habits of Millennials
(Continued from page 1)
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Feeling Trapped on a Chamber Board

Frank J. Kenny
Contributing Writer

 Are you intent on in-
novating at your chamber?
 To do so, it is always help-
ful to look outside the cham-
ber industry for new ideas, 
and new ways of doing things.
 Sure, you also want to 
keep abreast of what your in-
dustry colleagues are up to, 
but if you really want to think 
outside of the box, widen-
ing your frame of reference 
can produce a great return on 
your invested time and energy.
 Here is an innovation 
from outside the chamber in-
dustry for you to consider: 
open enrollment periods.
 Think about the insur-
ance business. It employs lim-
ited-time windows to drive 
consumers into action. For 
example, open insurance en-
rollment might start on No-
vember 1, and end on Decem-
ber 31; if you snooze, you lose. 
That scarcity, that deadline, 
inspires people to take action.
The fact is, most people are terri-
ble procrastinators. If something 
can be done tomorrow instead 
of today, people often find a rea-
son (or an excuse) to put it off.
 Additionally, most people 
don’t like to spend money if they 

don’t have to. If they can keep 
money in their wallets an extra 
day, week, or month, and still 
get the goods or services they 
want at that time, they will wait.
 Another group that uses 
open enrollment periods is the 
online educational products 
industry, which offers online 
training, coaching, and consult-
ing through products and mem-
bership sites. For example, if 
you want access to Michael Hy-
att’s popular Platform Universi-
ty membership site, you have to 
jump in during the short enroll-
ment periods that occur several 
months apart from each other. 
Again: if you snooze, you lose.
 You may have noticed the 
effectiveness of this phenom-
enon in your own chamber. If 
so, you probably experienced an 
increase in memberships during 
the final days in which prospects 
are eligible to be included in the 
printed directory/visitor guide. 
The approaching deadline 
drives procrastinators to come 
out of the woodwork and join.
 Scarcity creates demand. 
People want what they can’t have. 
We all have a fear of missing out 
(or “FOMO”). Deadlines work.
 In my own Chamber Pros 
Insider membership group, 
there are 77 people on the 
waiting list ready to pay and 
join. They can’t get in until 
we reopen enrollment. Next 
time we reopen enrollment, 
these people are very likely to 
jump at the chance to get in. 
 Moreover, people that pro-
crastinated and failed to join 
during the last enrollment pe-
riod will be more likely to act 
quickly this time around, having 
already fallen victim to dead-
line enforcement once before.
 Just think of the benefits of 
doing this at your chamber. You 
would onboard cohorts rather 
than individuals. You would 
create new demand by adding 

an element of scarcity. And you 
would have a reason to launch 
membership campaigns, and 
not ones based on friends call-
ing friends, but instead, as some-
thing you do in-house through 
digital marketing; something 
that feels generous and exciting. 
 If you have been looking to 
monetize your social media and 
marketing, this is a conversion 
strategy to consider. You spend 
a couple of months creating 
awareness and building relation-
ships by giving gifts and being 
generous through content mar-
keting. Then, you do a two-week 
digital marketing campaign 
announcing your open enroll-
ment period. It turns something 
boring and ineffective into 
something fun and exciting.
 When someone joins, 
they pay the regular annual 
dues at that time and become 
members in good standing. 
 As a bonus, if you utilize 
the same type of software that 
many people, including me, 
use for the online educational 
products industry, the member-
ship will renew automatically 
in a year. The system will sim-
ply charge the same credit card 
that was originally used to join.
 This is what we do in our 
business. Give it a try in yours.

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

David K. Aaker, IOM
Contributing Writer

 Listening is one of our most 
beneficial communication tools, 

yet it often does not come to our 
full attention during the times 
when it would benefit us most.
 “The most basic and power-
ful way to connect to another 
person is to listen. Just Listen. 
Perhaps the most important 
thing we ever give each other 
is our attention” (with thanks 
to Rachel Naomi Remen).
 At a recent breakout session 
on customer service in Jackson, 
Mississippi, I noticed a gentle-
man in the usually vacant front 
row really using his listening 
skills as he jotted down a few 
notes from my presentation. At 
the conclusion of my session, 
he introduced himself to me. It 
was then that I had the pleasure 
of meeting Dr. John Igwebuike, 
CTM, Ph.D. We have kept in 
touch ever since, and he recent-
ly shared an article with me that 

revealed his role as a conductor 
of numerous workshops and 
seminars on effective listening.
 During these workshops, 
Dr. John would remind his 
audience that it was listen-
ing that first opened the door 
to our ability to read, write, 
and speak, enabling us to get 
and retain jobs, maintain good 
relationships, and build suc-
cessful lives. He asked that if 
the key to good communica-
tion is listening, then what 
is the key to good listening? 
Well, he discovered that “key”!
 It’s a small key, but remem-
ber, little keys can open big doors 
and unlock giant vaults. The 
key to listening is this: listen to 
how the other person feels. The 
essence of interpersonal com-
munication is to take note of 

it best when he said, “Leader-
ship is the art of getting people 
to accomplish more than the 
science of management says 
is possible.” When managers 
face the unpleasant task of fir-
ing an employee whom we like 
personally, but whose perfor-
mance just doesn’t cut it, we 
often try to ease the discom-
fort of the situation by telling 
the employee, “This isn’t per-
sonal. It’s just business.” 
 Leadership, however, is very 
personal. As Dr. John C. Max-
well put it in his bestselling 
book, The 21 Irrefutable Laws 
of Leadership, people must buy 
into the leader before they’ll 
buy into the leader’s mission. 
Steve Jobs was a perfect exam-
ple of this phenomenon. After 
co-founding Apple when he 
was 19 years old, he was fired 
by his board at age 30. When 
he was brought back in 1997, 
he began to lead the company 
in new directions. He was not, 
however, immediately recog-
nized as the visionary leader 
he is now considered to be. In 
fact, some thought he had “lost 
it” altogether, based on some 
seemingly bizarre decisions he 
made: for example, he settled a 
copyright infringement lawsuit 
with Microsoft because he real-
ized that Apple, which was los-
ing market share rapidly, could 
not fight the 800 pound gorilla 
that Microsoft had become.
 Steve then reinvigorated his 
employees with a leader’s most 
powerful tool: momentum. 
He got them so accustomed to 
change that it became second 
nature to them. It began when 
he streamlined the bloated Ma-
cintosh product line. He wanted 
simple, and to Steve that meant 
there would be only two ver-
sions of the Mac desktop, and 

two versions of the Mac laptop. 
 Then, he lead the company 
into a new industry they had no 
background in: MP3 players. 
His detractors argued that Apple 
was a computer company and, 
as such, should leave MP3 play-
ers to industry heavyweights 
like Sony, which dominated the 
portable electronics market with 
its Walkman. But after starting 
with no market share, Apple’s 
iPod quickly came to dominate 
and became a category killer.
 The same thing happened 
when Steve wanted Apple to 
make cell phones. His detrac-
tors argued that Apple should 
stick to what it does best, and 
leave cell phones to companies 
like Motorola and Nokia. But 
the iPhone quickly went from 
no market share to becom-
ing yet another category killer.
 By the time of his death, 
there was a general wisdom stat-
ing that had Steve announced 
that Apple was going to start 
making toaster ovens, no one 
would have questioned him.  
Instead, his employees would  
have said, “Lead the way!” Steve 
was not the greatest manager 
in the world, but he was one 
of the greatest business leaders 
in recent history. It’s no won-
der that he’s called a visionary.

Glenn Shepard is a professional 
speaker and internationally rec-
ognized authority on manag-
ing problem employees. He’s the 
bestselling author of six books, 
which have been translated into 
five languages, and over 500 
published articles. His com-
pany provides accredited semi-
nars for chambers. Go to www.
glennshepard.com or email 
Rebecca Johnson at rebecca@
glennshepard.com for details.

Glenn Shepard
Contributing Writer 

 A 27 year-old manager 
named Justin who attended my 
seminar at the University of 
Wisconsin asked why his em-
ployees didn’t respect him, even 
though he had been given the ti-
tle of General Manager. He was 
taking over the company from 
his father and thought it was 
because of his age. It was not. 
Bill Gates was a teenager when 
he co-founded Microsoft, yet 
his employees respected him.
 Justin’s employees didn’t re-
spect him because, while he was 
a manager, he had not yet be-
come a leader. The title of man-
agement can be given to anyone 
regardless of qualification, and 
employees have no choice but 
to comply with a manager’s or-
ders if they want to keep getting 
a paycheck. People will comply 
with a manager, but will only 
commit to a leader. The title 
of leader, however, cannot be 
given. It only comes when em-
ployees respect the manager, 
and respect cannot be given, 
or ordered. It must be earned.
 Former U.S. Secretary of 
State Colin Powell described 

The Difference Between Management and Leadership

The Silent Problem Solver

Rethinking Your Membership Sales Process

Bob Harris, CAE
Contributing Writer
 
 He was excited to be a 
new member of the chamber’s 
board of directors. But by his 
second meeting, he was feel-
ing trapped in an unpleas-
ant three-year commitment.
 This scenario plays out all too 
often. While chambers of com-
merce constantly seek leaders, 
the culture of the board may not 
be so welcoming. A board set in 
its ways, or that does not adhere 
to the principles of engagement 
and transparency, will be a hur-
dle to attracting anybody new.
 Each of the following dis-
appointments were all voiced 
by real volunteers. These 
stories exemplify the frus-

trations often experienced 
by new board members.
 Disparaged: Respected in 
his profession and a ten-year 
chamber member, this direc-
tor had decided that now was 
the time for him to start serv-
ing the organization. But at his 
first board meeting, whenever 
he asked questions or offered 
his perspective, he noticed the 
negative body language of the 
senior directors. During the 
meeting’s break, he was told, 
“You have to pay your dues. 
Don’t just jump into these con-
versations.” Somebody else told 
him, “Give yourself a couple of 
meetings to learn the politics 
before voicing opinions.” The 
result was an otherwise moti-
vated new board member losing 
all enthusiasm for involvement.
 Orientation: This director 
had anticipated an orientation 
to learn more about his respon-
sibilities and the chamber’s op-
erations. But then, three months 
passed between his installation 
and the first board meeting. He 
wondered if he had missed the 
training. Would he receive a 
leadership manual, or have ac-
cess to documents? He asked 
about it, only to be told, “We 
do orientation every two years. 
You’ll be included next time.” 
Without having been briefed 
on the chamber’s budget, re-

sources, strategic plan, and or-
ganizational charts, this new 
director felt foolish at meet-
ings. But what was he to do?
 Nominations: When the 
nominating committee called, 
she was honored. But then they 
asked her questions to which 
they would have known the an-
swers, had they read the mem-
bership directory and her pro-
file. They told her, “OK, we’ll 
give your name to the board.” 
Throughout the selection pro-
cess, the nominee received no 
information regarding time re-
quirements, or the expectation 
that she disclose any conflicts of 
interest. She was never informed 
of the mission and priorities. 
Consequently, she was shocked 
at the first meeting to hear 
that every director must con-
tribute $500 to the foundation 
and sign up two new members. 
Shouldn’t the nominating com-
mittee have briefed her thor-
oughly on these expectations?
 Conflicts: This new direc-
tor understood his allegiance 
was to the chamber, not to his 
business, part of town, or per-
sonal interest. He signed the 
conflict of interest form. But 
soon, he noted that some di-
rectors were gaining personally 
from the chamber’s operations. 
One director’s spouse was ca-
tering lunch for a fee; another 
mentioned that his son was 
working on the new cham-

ber website; and two directors 
asked to speak at the conference 
for $500 honorariums. The new 
director was uncomfortable to 
learn that board members even 
had their dues waived. How did 
this look to the membership?
 Financial Reports: The di-
rector knew financial reporting 
was a duty of the treasurer.  At 
the first meeting, the treasurer 
said, “Staff will give my report.” 
After the report, the new direc-
tor asked questions about sav-
ings and an audit.(In his own 
business, he knew how to read 
a financial report.) The officers 
bristled. After the treasurer’s 
report, there was no motion 
to accept or approve the re-
port. He knew the treasurer 
was responsible for chamber 
resources, but the new director 
couldn’t get any answers about 
an audit, policies, or savings.
 Aimless: This director knew 
organizations needed a strategic 
plan. Her last board kept a copy 
of theirs on the table during 
meetings. When directors of-
fered new ideas, they referenced 
the plan. This new board had no 
plan. The chairman announced 
his priorities for the year and 
mentioned “wanting to leave a 
legacy.” Meetings of the board 
seemed to be governed solely 
by the chairman’s priorities and 
interests. Without a strategic 
plan, what was there to stop the 
chamber’s agenda from becom-

ing just one person’s agenda?
 Surprise!: This is a director 
who got more than expected. 
By the second meeting, he had 
been assigned to chair the con-
ference committee. The nomi-
nating committee said, “You 
won’t have to do much except 
attend board meetings.” Soon, 
he was told he must seek spon-
sorships, buy a table at the an-
nual meeting, visit prospects, 
and serve on the speakers’ 
bureau. His role was morph-
ing from governance to task 
management. If he’d known his 
board position would require 
so much time, he might have 
reconsidered taking on the role.
 Time Management: She 
drove an hour to get to board 
meetings on time. Often ar-
riving early, she was frustrated 
that meetings started as much 
as 35 minutes late because the 
chair wanted to give others 
time to arrive (they barely had 
a quorum otherwise). At her 
second meeting, the chair ar-
rived late. Both meetings ran 
over the scheduled adjourn-
ment time by more than an 
hour. Which left the new board 
member wondering: was there 
any respect for volunteer time?
 Committee Work: At the 
first meeting, directors were in-
formed they would all need to 
chair a committee. When one 
board member asked if it was 
better to have directors serve 

as committee liaisons instead 
of as chairs, the reply was, “Our 
directors have always served 
a dual role of committee chair 
and board member. It is too 
cumbersome to rely on cham-
ber members for committee 
work.” The new director felt 
this was a missed opportunity; 
shouldn’t the chamber be work-
ing to develop future leaders?
 Token Students: This di-
rector thought his board was 
progressive for including a high 
school and college student in its 
meetings. Both students offered 
good input and attended regu-
larly. After a few meetings, the 
new director noticed that the 
students never voted, and asked 
them why. They said that they 
would like to vote, but had been 
told that voting was only for the 
more seasoned directors. The 
new director thought this pol-
icy was disrespectful. Weren’t 
the students putting in just as 
much time as everyone else?
 Each of these scenarios is 
real. You may recognize them 
as situations that have arisen 
within your own board of di-
rectors. No director should 
come to regret his or her com-
mitment to serve because of 
poor board practices. Address 
these scenarios, and you may 
find yourself with a health-
ier, more organized board.

whether the people with whom 
we interact are happy or sad, 
frustrated or elated, confused 
or excited, mournful or blissful, 
tired or energized. People want 
us to listen to the gut impact 
of what they say. In short, they 
want us to listen to how they feel.
 Our world constantly bom-
bards us with sounds and noise. 
When we take the time to lis-
ten and empathize with others, 
we offer them a kind of mini-
vacation from their frenzied 
existence; a soothing conversa-
tional oasis where they can stop 
and be validated and refreshed.
 Reading Dr. John’s article 
made me review my listening 
skills, and as I reflected back on 
the hundreds of board meet-
ings that I have attended in my 
twenty years as a chamber pres-

ident and CEO, I began to won-
der just how much information 
I might have missed by not us-
ing all of my listening skills.
 I found myself guilty when 
I came across this quote from 
William James: “The deepest 
craving of the human soul is to 
be understood.” When reflect-
ing on my many conversations 
with people, I was struck by the 
fact that I often had not listened 
to the speaker, let alone to how 
he or she was feeling at the time. 
More often than not, I was more 
focused on getting my chance to 
speak and get my message across.
 So today, I pledge to turn up 
the volume on my listening, and 
look forward to appreciating 
how the person that is speak-
ing to me is really feeling at the 
same time. I suspect that I will 

benefit from this silent prob-
lem-solver called “listening.”

After a successful 20-year ca-
reer in chamber management, 
Aaker & Associates was put in 
full motion in 2004. A nation-
ally-known speaker, trainer, and 
author on customer service, Da-
vid offers his seminars as serious 
fundraisers for chambers and as-
sociations nationwide. He was 
recently named among “Ameri-
ca’s Best Speakers” by Sky Radio 
and featured on 42,000 flights 
worldwide in 2009. David is 
available for keynote and break-
out programs for your local, 
regional and state conferences 
David can be found at www.da-
vidkaaker.com, and invites your 
personal call at 760-323-4600.
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CHAMBER SPOTLIGHT: 4 DIFFERENT CHAMBERS, 4 UNIQUE COMMUNITIES
Every chamber of commerce has a unique story to tell. In “Chamber Spotlight,” we take an in-depth look at chambers from across 
the country and tell their story. Want to be considered for a chamber spotlight? Tell us why at nationalchamberreview@gmail.com.

-Pocatello, Idaho

Carly Morgan
Head Writer

 The Pocatello-Chubbuck 
Chamber of Commerce, located 
along the Portneuf River in Po-
catello, Idaho, was founded in 
1901—well, technically. Back 
then, it was the Greater Pocatel-
lo Chamber (more on that lat-
er), but in early 2014, a compre-
hensive rebranding campaign 
catalyzed the evolution of the 
Greater Pocatello Chamber into 
the Pocatello-Chubbuck Cham-
ber of Commerce of today. By 
leveraging the chamber’s exist-
ing resources, community ties, 
and established commitment to 
growth, Matt Hunter, President 
and CEO of the Pocatello-Chub-
buck Chamber of Commerce, 
along with his staff members, 
worked to produce an organiza-
tion optimally poised to lead its 
thriving business community 
into a bright future.
 Hunter, who is currently 
in his eleventh year as presi-
dent and CEO of the Pocatello-
Chubbuck Chamber, has a long 
history of chamber involve-
ment. Hunter arrived in Po-
catello as the general manager of 
a hotel and joined the chamber 
of commerce, where he eventu-
ally went on to serve as a board 
member. “As a hotel guy, I’ve 
been involved in chambers for-
ever. … So I understand what 
chambers do and how they do 
it,” he explained. It was because 
of that involvement that transi-
tioning into his current role as 
a chamber executive felt like a 
natural progression.
 About halfway through 
Hunter’s tenure as president 
and CEO, however, economic 
recession set in, and member-
ship at the Pocatello-Chubbuck 
Chamber took a bit of a hit. “If 
you go back pre-recession, [our 
membership] was about 850. 
Then we dropped to about 700,” 
Hunter recalled. He said that 
chamber membership tends to 
flow with the economy: if the 
economy is down and busi-
nesses are struggling to stay 
afloat, membership declines; 
if the economy is expanding 
and businesses are doing well, 
membership numbers improve. 
It’s nothing new, but the reasons 
for the recent growth at the Po-
catello-Chubbuck Chamber just 
might be more than a post-re-
cession, economic turnaround.

 Currently, the Pocatello-
Chubbuck Chamber of Com-
merce is just shy of 770 mem-
bers. Hunter says that it’s really 
been in the last year and a half 
that that number has started 
to grow. And some of that un-
doubtedly has to do with the 
area’s overall, economic vitality: 
a June 2015 study released by 
Glassdoor Economic Research 
ranked Pocatello, Idaho an im-
pressive 27 out of 327 American 
cities for post-recession recov-
ery. Rankings were determined 
by each city’s respective “Recov-
ery Index,” determined by three 
different data points: percent-
age decrease in area unemploy-

Pocatello-Chubbuck Chamber of Commerce

Bolingbrook Area Chamber of Commerce
 -Bolingbrook, IL
 
Patrick McCabe
Editor-in-Chief

  There’s one thing that no 
chamber anywhere could ever 
function without: help. No mat-
ter the size, location, or history 
of your organization, there’s no 
way you would be where you 
are today without some help.
 Help comes in many forms. 
It comes from the time of-
fered by volunteers, from the 
participation of members at-
tending networking events, 
and from a staff who care 
about their chamber as much 
as they do their own family.
 At the Bolingbrook Area 
Chamber of Commerce in 
Bolingbrook, Illinois, their or-
ganization is lucky enough 
to have help come in all of 
these forms and then some.
 Bolingbrook is a village in 
the western suburbs of Chi-
cago, but it’s a village with a ro-
bust population of over 75,000 
people. The chamber has al-
most 600 members, and a staff 
of three-and-a-half to handle 
it all. Kevin O’Keeffe has been 
the Executive Director of the 
Bolingbrook Area Chamber 
for almost one year, and he 
certainly understands and ap-
preciates the value of a commu-
nity coming together to help.
 “Coming into the position,” 
says O’Keeffe, “there was actu-
ally nobody else in the office. 

The three of us started within 
the same couple weeks. There 
was no staff here, we almost 
had to start from the ground 
floor. There were some notes 
from the previous administra-
tion, but we were flying by the 

seat of our pants. But I’m very 
lucky, I have some great em-
ployees who work for me, and 
every day we have to adjust.”
 Adjust is right. With three-
and-a-half people responsible 
for handling over 75,000 resi-
dents and 1,400 businesses 
in town, there’s no way they 
could do it alone. “My vol-
unteers in town are very ac-
tive. They do a lot of the work 
for me. It’s amazing,” says 
O’Keeffe. “Our volunteers, our 
ambassadors, our various busi-
ness development groups re-
ally do a great job for us. …
 “I’ll give you an example. 
Just recently, in July, we had 
our Taste of Bolingbrook. The 
event requires volunteers just 
to man the street, walk around, 
and make sure everyone’s hap-
py. We had a woman in charge 
of the volunteers and she had 

over 60 volunteers to work the 
one-day project. Ironically it 
was a day that was 95 degrees 
with 95% humidity and thun-
derstorms. And these vol-
unteers all stayed out there.”
 So how does he go about 

recruiting volunteers? “Knock 
on wood,” O’Keeffe says, “they 
recruit me. They come and 
step up. Obviously when we 
have our networking events we 
ask for volunteers … If I send 
an email out for volunteers, ‘I 
need four or six or eight peo-
ple to work an event’, within 
half an hour the thing is full. 
It’s a very giving community.”
 There’s a real pride in the 
community here, and it shows. 
Throughout our conversa-
tion, the topic of caring came 
up. We talked about how im-
pressed we are with chamber 
people and their capacity to 
care. How important is it for us 
to work with people who care? 
It can’t be understated; it’s huge.
 “It’s actually quite amaz-
ing,” says O’Keeffe. “When I 
first started this job, probably 
a month into it; and one of our 

more high profile members; we 
were at one of our signature 
events going from 5:00-6:30pm, 
and she stayed in my office and 
we spoke for more than an hour 
and she told me how many peo-
ple care about the chamber of 
commerce; and it’s really neat to 
see the passion in these people.”
 I met Kevin O’Keeffe at the 
ACCE Convention this year in 
Montreal and I remarked on 
how amazed I am every time 
I attend one of those events, 
seeing this big group of people 
come together and how they all 
care so much. “And you know, 
Patrick,” he says. “The chamber 
can make a difference in the 
community. And I think that’s 
what’s really nice. A lot of times 
when you’re in a job you can 
make a difference for that busi-
ness, but I can make a difference 
and my staff can make a differ-
ence in the community and that’s 
really a source of pride for me.”
 The way a chamber makes 
a difference, the “how” of it 
all, just like the help, comes in 
many forms. But I think when it 
comes down to it, it’s about in-
stilling a mutual sense of com-
munity pride among residents 
and businesses; and a lot of that 
community-mindedness comes 
from events. Every chamber has 
signature annual events, those 
that define the organization 
for many in the community. In 
Bolingbrook, it’s no different.
 Having to start at the cham-
ber at the end of the year with no 
staff and loose plans, you might 
say O’Keeffe was thrown right 

into the fire. “I came in Octo-
ber, the rest of my staff came in 
November, and in January we 
had our first event, The State of 
The Village,” he says. “Luckily 
we had volunteers, the mayor’s 
staff all helped me out. This is 
something that had to be suc-
cessful whether I was ready or 
not, and they ran it very well.”
 The State of The Village is 
an annual event that is a show-
case for the Mayor and his staff, 
and it’s the largest program each 
year with over 800 attendees. 
“[The Mayor] identifies each 
and every project going on in 
the village, as well as identifies 
individuals,” says O’Keeffe. “So 
he calls up practically every-
body in the audience and rec-
ognizes them; calls their name 
and announces what they’ve 
done over the year. It’s a nice 
program that he puts on. He 
doesn’t forget to recognize any-
body that is in the audience.”
 But that’s not the only event 
this brand new staff was ex-
pected to put together and run 
flawlessly right out of the gates. 
The Best of Bolingbrook is an 
event at that recognizes and 
awards business in different 
categories; The Taste of Boling-
brook is an outdoor event 
where attendees can sample 
various cuisines from Boling-
brook area restaurants; Wine 
Around the World is an event 
that the chamber partners with 
local restaurants to give food 
and wine pairings to attendees; 
and their annual golf outing is 
crucial for non-dues revenue.

 But with the help of his 
staff, O’Keeffe got it done, and 
with flying colors. “They gave 
me input, it’s almost trial and 
error, but we learned, and in 
six months we had six signa-
ture events. So basically for the 
first six months of 2015 we had 
an event every month and we 
were flying by the seat of our 
pants, but I tell you what, you 
wouldn’t know it by the actual 
events. They ran very well.”
 But O’Keeffe doesn’t rest on 
his laurels. “We’re always look-
ing to improve,” he says. “After 
each event we hold a postmor-
tem to discuss what we did right 
and what we did wrong. So now 
we have the State of the Village 
coming up again in January and 
we just started talking about it 
and she pulls out her book on 
it and we had all these great 
notes from the year before.”
 When you care, when you 
have passion, it’s not a question 
of “Can we do it?”, it’s an asser-
tion that “It’s going to happen, 
and this is how.” Because when 
you care about something, you 
get it done, and you get it done 
in the best way possible. With 
a year under their belts as an 
administration, Kevin O’Keeffe 
& Co. are positioned for great 
success for years to come.
 To learn more about the Boling-
brook Area Chamber of Commerce, 
visit www.bolingbrookchamber.org.
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ment; percentage change in area 
employment; and percentage 
change in average hourly wages. 
 To chalk up recent mem-
bership growth at the Pocatello-
Chubbuck Chamber exclusively 
to economic expansion, how-
ever, seems like an oversimplifi-
cation, and perhaps does not af-
ford credit where credit is likely 
due. The chamber’s re-branding 
campaign launched in January 
2014, and multiple, vital aspects 
of the Pocatello-Chubbuck 
Chamber of Commerce were 
updated, improved, or reimag-
ined. Hunter, who comes across 
as a humble guy, disinclined to 
sing his own praises, hesitates 
to take too much credit for the 
chamber’s recent turnaround, 
saying it’s hard to say how much 
of it has to do with the economy, 
and how much has to do with 
the rebranding campaign. So 
I’m going to go ahead and take 
some of that credit on Hunter’s 
behalf by saying: it almost defi-
nitely has a lot to do with the 
rebranding.
 The rebranding of the Po-
catello-Chubbuck Chamber of 
Commerce was multi-faceted 
and comprehensive. Hunter 
wanted a rebranding campaign 
that wasn’t just “changing your 

logo or changing your name,” 
(though the chamber did do 
both of those things), but one 
that involved “really looking 
at the programs you run, and 
figuring out how to promote 
the programs you run,” he ex-
plained. “So we put together a 
committee that went through 
a pretty exhaustive process of 
[asking], ‘What are all the things 
we do? What are the things that 
are old that we maybe don’t 
need to do any more? What 
are some of the new things we 
should be doing?’ And overall 
really, ‘How are we perceived by 
our members?’”
 Any sort of branding (or 

rebranding) campaign is, es-
sentially, the decision to take 
on an active, involved role in 
shaping consumers’ perception 
your organization. For Hunter 
and his staff, changing that per-
ception started with redefin-
ing the chamber’s identity, and 
the Greater Pocatello Chamber 
of Commerce became the Po-
catello-Chubbuck Chamber of 
Commerce.
 “We’ve always served Chub-
buck, we had just never identi-
fied them in our name,” Hunter 
explained. “Yes, we serve busi-
nesses outside of Pocatello and 
Chubbuck, but it’s maybe three 
or four percent of our member-
ship. It’s really small. Pocatello 
and Chubbuck are really our 
focus … so we decided to pick 
that up in our name.” 
 The new name reflects not 
only the communities to which 
the Pocatello-Chubbuck Cham-
ber is most closely tied, but also 
the cities’ shared history of uni-
fied growth and economic in-
terconnection. 
 “Pocatello and Chubbuck 
are two basically attached com-
munities,” Hunter said. “Matter 
of fact, the WalMart store sits 
right across the [city] line.” 
 Pocatello and Chubbuck 

are home to a combined 68,000 
of Bannock County’s 84,000 
residents, so the two cities ac-
count for a large majority of of 
the county’s total population. 
Several decades ago, there was 
a third city, Alameda, also in 
the area. In 1962, a proposal to 
merge Alameda and Chubbuck 
with Pocatello was brought to 
vote; Alameda residents voted 
in favor of the consolidation, 
while Chubbuck voters opposed 
the measure by a small margin. 
Consequently, Alameda became 
part of Pocatello, and Chubbuck 
remained a separate municipal-
ity. The two cities of Pocatello 
and Chubbuck  “weren’t quite 

so together back then” Hunter 
joked, noting no such consoli-
dation has even been proposed 
since that first vote. “But they’ve 
grown together ever since.”
 With a new name by which 
to identify itself, the Pocatello-
Chubbuck Chamber got a new 
logo and a new website to com-
plete its surface-level transfor-
mation. But the rebranding 
process went much deeper than 
that, as Hunter noted that it ul-
timately came down to “re-fig-
uring out the chamber world,” 
and adjusting accordingly.
 They started with program-
ming. Hunter and his staff 
started reviewing the different 
events they put on each year, 
and quickly realized that there 
were some that had become 
virtual money drains for the 
chamber. Hunter said that there 
were several events he and his 
staff had continued to bankroll 
out of a sense of commitment 
to their community, but those 
events were resulting in net fi-
nancial losses for the chamber. 
If the events weren’t making any 
money, that meant the business 
community wasn’t turning out 
to support them; if the cham-
ber is losing money on an event, 
and the community isn’t show-

ing up to it, then who is ben-
efitting from the continuation 
of that event? If that question 
couldn’t be answered, the event  
found itself on the cutting room 
floor.
 But reimagining the cham-
ber’s programming wasn’t only 
about cutting tired events; it 
was also about implement-
ing new programs to enhance 
membership value. According 
to Hunter, one such program is 
the chamber’s “Be Well” well-
ness program. The Pocatello-
Chubbuck Chamber’s wellness 
program is a collaborative effort 
between the chamber and the 
Portneuf Health Trust. Accord-
ing to the program website, its 
goal is to “provide opportuni-
ties to participate in wellness 
activities, called ‘challenges,’ as 
a team to promote health con-
sciousness, support comradery 
within the workplace, and to 
ultimately improve the health of 
the community.” Participation 
in the program is free for cham-
ber members.
 “A lot of big companies can 
afford and take the time to figure 
how to do a wellness program 
for their employees,” Hunter ex-
plained. “But you know what? 
The 85 percent of our members 
that are small businesses [i.e., 
with ten or fewer employees] 
don’t have the time, [and] they 
don’t have the funding.” The 
wellness program, Hunter said, 
has been very well-received, 
and is a major benefit of cham-
ber membership that one might 
be hard-pressed to find in many 
other places.
 Hunter’s conceptualization 
of the rebranding process as a 
general “re-figuring out [of] 
the chamber world,” however, 
is perhaps best reflected in an 
organizational/structural shift 
brought on by the process: the 
addition of another staff posi-
tion, the responsibility of which 
is to work full-time on member-
ship sales.
 “We have never had an ab-
solutely dedicated salesperson,” 
Hunter said. “As part of [the 
rebranding] process, we hired 
a full-time, hourly, well-com-
missioned salesperson, which 
is something we had never had. 
And that is really helping us.” 
 Hunter says the chamber’s 
current sales specialist has been 
with the Pocatello-Chubbuck 
Chamber for five months, and 
each month she has produced 
ten to fifteen new members. 

For this chamber, that’s pretty 
big: “We have, over time, been 
a fairly slow-growth chamber,” 
Hunter said. “You maybe net 
ten or fifteen [members] a year; 
you get fifteen new [members] 
but you lose a bunch. She [i.e., 
the new salesperson] is really 
producing that ten to fifteen 
new members a month that we 
had never produced before.”
 But the addition of a new 
role, while it has proved im-
mensely beneficial, is not with-
out its challenges. For one 
thing, Hunter expressed his 
and his staff ’s uncertainty about 
the sustainability of the cur-
rent enrollment rate, and what 
the performance expectations 
should be for the person in the 
sales position. “For the size of 
community we are, what is the 
realistic number [of members] 
that we should be able to get 
to? Is it 1,000? Is it 1,100? And 
then, how long should it take to 
get them?” Hunter said, outlin-
ing some of the questions with 
which he has been wrestling. 
“And then once you’ve sort of 
maximized [membership], how 
do you integrate this person 
into other stuff? Because there 
may not be as many new sales, 
so do they just really focus on 
retention, or do they take on 
some other roles?” he con-
tinued. Overall, Hunter said, 
“We’re really feeling our way 
through that process, because 
it hasn’t been implemented for 
that long.” 
 There’s undoubtedly a quiet 
wisdom to Hunter’s handling 
of this organizational develop-
ment, and it’s a wisdom that 
seems to underlie many of the 
decisions Hunter and his staff 
have made in evolving the Po-
catello-Chubbuck Chamber 
into an organization befitting 
of its growing community: pro-
ceed thoughtfully, but decisive-
ly; admit what you don’t know 
and keep an open mind, but 
don’t let uncertainty alone be 
enough to quash progress; and, 
perhaps most importantly, rec-
ognize that sometimes, the best 
way to learn how to do some-
thing is to just do it.
 For more information on 
the Pocatello-Chubbuck Cham-
ber of Commerce, visit www.
pocatelloidaho.com.
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-Bentonville, Arkansas

Carly Morgan
Head Writer

 If you hear the phrase 
“multi-billion dollar indus-
try,” or “corporate entrepre-
neurship” and don’t immedi-
ately associate either of them 
with “Northwest Arkansas,” 
I maybe wouldn’t blame you.
 But just because I wouldn’t 
blame you, doesn’t mean that 
the lack of any cognitive as-
sociation is befitting, exactly.
 It might come as a surprise 
to some that Northwest Arkan-
sas (the official designation of 
which is the Fayetteville-Spring-
dale-Rogers Metropolitan Sta-
tistical Area) is home to three 
Fortune Global 500 companies: 
J.B. Hunt Transportation in 
Lowell; Tyson Foods in Spring-
dale; and the largest retailer in 
the world, WalMart, which is 
headquartered in Bentonville. 
In 2014, these three companies 
alone saw a combined revenue 
of nearly $530 billion dollars.
 The revenue generated by 
these corporations has helped 
spur growth in Northwest Ar-
kansas, which is currently one 
of the fastest-growing regions 
in the country. And right at 
the heart of efforts to adapt 
to, encourage, and build upon 
that growth is the Bentonville/
Bella Vista Chamber of Com-
merce in Bentonville, Arkansas.
 Data from the US Census 
Bureau indicates that the popu-
lation of Bentonville increased 
roughly 75 percent between 
2000 and 2010, and Bentonville/
Bella Vista Chamber President 
and CEO Dana Davis says that 
if you expand that timeframe to 
include the last four years as well 
(i.e., from 2000 to 2014), that 
growth percentage is actually 
just over 100 percent, effectively 
doubling the city’s population 
in just fourteen years. Growth 
on the microeconomic level has 
been significant as well Benton-
ville families earning nearly 20 

-Galveston, Texas

Carly Morgan
Head Writer

 In 2007, the Galveston Re-
gional Chamber of Commerce 
in Galveston, Texas had just 
wrapped up a strategic planning 
period. After nearly 170 years 
of representing area businesses 
(the Galveston Regional Cham-
ber, the oldest chamber of com-
merce in the state of Texas, was 
established in 1845), the goal of 
the strategic planning initiative 
was to make the chamber more 
relevant in its community; to 
further cement its position as a 
leader and ally of area businesses. 
 “We finished in 2007,” 
said Gina Spagnola, Presi-
dent of the Galveston Regional 
Chamber of Commerce, “and 
2008, our first year of imple-
mentation, was when Ike hit.”
 Hurricane Ike, a massive 
tropical cyclone, made landfall 
on the northern end of Galves-
ton Island in the early morning 
hours of September 13, 2008. 
One of the costliest hurricanes in 
American history, Ike wreaked 
nearly $30 billion worth of 
havoc on  the United States. 
Most of that damage was in Tex-
as, and the brunt of the damage 
in Texas was borne by Galves-
ton, a little island in the Gulf of 
Mexico, about 50 miles south-
east of Houston. At least 75 per-
cent of the island’s homes, and 
nearly all of its infrastructure, 
was damaged in the hurricane,.
 “We lost everything,” Spag-
nola recalled. “We had nine feet 
of water in our chamber offices. 
We did everything right--we 
had a plan; we checked off ev-
erything on our list for a hurri-
cane; we evacuated. [But] when 
we came back, we had lost ev-
ery single thing that we had.”
 Except, it turned 
out, a pair of scissors.
 In the aftermath of Hur-
ricane Ike, someone had re-
covered the scissors that the 
Galveston Regional Chamber 

Bentonville-Bella Vista Chamber of Commerce

Galveston Regional Chamber of Commerce

percent more annually than the 
average American household.
 Davis believes that there 
are several factors making such 
immense expansion possible, 
from the city’s bustling down-
town to the first-rate public 
schools in the area. But one fac-
tor that is truly unique to Ben-
tonville and the surrounding 
region is the continued com-
mitment to hometown roots 
and community-building dem-
onstrated by some of the area’s 
most successful entrepreneurs.
 Walmart founder Sam Wal-
ton moved to Bentonville in 
1950, and opened the Walton 
5&10 on the Bentonville Square 
(home now of the Walmart 
Museum).  Walton opened the 
first Walmart store in Rogers, 
Arkansas in 1962.  He and his 
wife, Helen raised their family 
in Bentonville. J.B. Hunt moved 
to Lowell, Arkansas in 1969 
and started JB Hunt trucking 
company with only five trucks 
and seven trailers. JB Hunt, lo-
cated in Lowell, Arkansas, is 
now the largest publicly held 
trucking company in the coun-
try. John Tyson founded Tyson 
Foods in Springdale, Arkansas 
in 1944, and his son, Don, grew 
the company to be one of the 
world’s largest meat producers.  
 “All three men raised their 
families here in Northwest 
Arkansas and they have left 
a legacy. Their family mem-
bers are now actively involved 
in running these world-class 
companies,” Davis said. “They 
have left an impact not only 
on Northwest Arkansas, but 
the world economy and we 
continue to see growth in our 
area because of their vision 
and entrepreneurial spirit.”
 The widespread impact of 
these companies speaks to an-
other unique aspect of the Ben-
tonville/Bella Vista Chamber’s 
role in the community: while 
many of the organization’s ini-
tiatives have a local focus, it’s 
the chamber’s regional iden-
tity that often takes precedence.

staff had used to cut ribbons at 
grand opening events for area 
businesses. Spagnola isn’t sure 
how many ribbons, exactly, 
those scissors have cut, but she’s 
confident that it’s at least 1,000. 
And at a time when it would 
have probably been easiest for 
those at the Galveston Regional 
Chamber to just cut their losses 
(no pun intended) and walk 
away, that symbol of the cham-
ber’s past served as constant 
reminder to Spagnola and her 
staff  of just how important their 

role in the community was.
 “Our members said, ‘Look, 
we need you now more than 
ever,’” Spagnola explained, “and 
we literally worked out of our 
cars for several months be-
fore we found a [new] facility.” 
 As they started down the 
long road to recovery, the 
Galveston Regional Chamber 
worked closely with the Busi-
ness Civic Leadership Center 
(BCLC), an affiliate of the US 
Chamber of Commerce that fo-
cuses on building relationships 
throughout the private sector to 
help foster widespread econom-
ic growth. Spagnola said that 
the BCLC immediately began 
making calls all across the Gulf 
Coast on her chamber’s behalf, 
turning to chambers of com-
merce who had firsthand expe-
rience in mitigating the long-

 To help me get a sense of 
just how strong regionalism is 
in the area, Davis explained to 
me that when someone asks 
the typical area resident where 
he or she is from, the response 
rarely, if ever, “I’m from Rog-
ers”; or, “I’m from Fayetteville”; 
or, “I’m from Bentonville.” The 
response is almost always, “I’m 
from Northwest Arkansas.”
 The area’s growth, then, is 
likely also attributable to this 
regional identity, which influ-
ences the chamber’s approach 
to economic development. For 
example, Davis explained, “We 
knew several years ago that we 

needed a regional airport. And 
so everybody, in all of those 
different communities, know-
ing that [the airport] probably 
wasn’t going to land in their 
city, got together and worked 
on that [initiative]. We know 
that transportation is so critical 
to our future growth and suc-
cess here, and so as a region we 
work on transportation issues.” 
As a result, there is now a major 
airport in the region: XNA, the 
Northwest Arkansas Regional 
Airport, located in Bentonville.
But the regionalism that defines 
Northwest Arkansas might not 
be as strong as it is today were it 
not for the cooperation of some 
of the area’s biggest businesses. 

term impact of the devastation 
brought on by natural disasters. 
 “[The BCLC] just rallied the 
troops, and people began to sort 
of become our angels and helped 
us all along the way,” Spagnola 
said. “And that’s what chambers 
do,” she added. “We’re a family.”
 Which is why Spagnola is 
involved in some of the things 
she is today. In discussing her 
experience and what it was like 
during those early stages of re-
covery, “I just thought that if we 
could ever get through this, I 

promised to myself I would give 
back to other communities,” 
Spagnola recalled. “This cham-
ber will pay it forward. And we 
did get through it,” she said. 
“We got through it beautifully.”
 The Galveston Regional 
Chamber started giving back 
to its local business community 
perhaps before it had even fully 
managed to regain its footing 
itself, which speaks to a certain 
brand of goodwill arguably more 
rare than the average version. 
 “We put together a recov-
ery expo that brought in all 
sorts of resources for our com-
munity, from FEMA, to insur-
ance … even psychologists, 
just to talk to people, because 
you’re so stressed out when 
you’re going through it,” Spag-
nola explained, adding that it 
was at this particular event that 

Davis said it was sometime in 
the 1990s when communities 
in the region realized that the 
factors impeding economic 
growth in one city or town were 
not drastically different from 
the challenges faced by neigh-
boring municipalities. So, the 
Northwest Arkansas Council 
came to fruition and started 
working with five major cham-
bers of commerce in the region.
 Davis believes that the re-
gion’s population growth, eco-
nomic expansion, and enhanced 
overall quality of life are pos-
sible, at least to the enormous 
degree that they have been late-
ly, because the Northwest Ar-
kansas Council and chamber of 

commerce leaders “got together 
and they said, ‘Let’s focus on is-
sues that impact us from a re-
gional perspective, as opposed 
to Walmart [executives] saying, 
‘Let’s just focus on the issues 
that impact Bentonville.’ Or J.B. 
Hunt [executives] saying, “Let’s 
just focus on issues that im-
pact Lowell, Arkansas,” Davis 
explained. “Instead, they said, 
‘Hey, there are regional issues 
that impact all of us … and if 
we combine our efforts, we can 
be more successful as a team.’”
 The regionalism that per-
meates the Bentonville/Bella 
Vista community is, of course, 
not the only factor determin-
ing how, and on what, the Ben-

she believes the healing pro-
cess really started. “Anything 
we could think of that would 
help our chamber, our mem-
bers, get back into business, 
we brought to that one event.”
 The recovery expo, which 
the Galveston Regional Cham-
ber put on just two months af-
ter having lost everything, was 
the first chamber event post-
Hurricane Ike. “It was a way 
for all of us to get together, and 
for this chamber to say, ‘We’re 
committed to helping you get 
back into business, and we’re 
not going anywhere,’” Spagnola 

recalled. “‘Ain’t no storm big 
enough.’ That’s what we said.” 
 Today, Spagnola is a mem-
ber of the National Business 
Recovery Corps., an organi-
zation first developed by the 
US Chamber of Commerce 
BCLC in response to the Sep-
tember 11th terrorist attacks. 
The National Business Recov-
ery Corps.--to which Spagnola 
was appointed in 2009--is com-
prised of committed individu-
als whose communities have 
experienced major disasters in 
the past. Drawing on their first-
hand knowledge of, and expe-
riences with, disaster recovery, 
these individuals offer support 
and guidance to communities 
experiencing major disasters of 
their own, aiming to help ex-
pedite their recovery process.
 Not one to rest on her lau-

tonville/Bella Vista Chamber 
focuses its time and resources. 
Recently, Davis and the rest of 
the chamber have played an in-
tegral role in revitalizing Ben-
tonville’s Downtown Square.
 “That’s where a lot of com-
munities are trying to get back 
to, redeveloping their down-
town area,” Davis said. He 
added that it was in the early 
2000s when it started to become 
evident that the downtown area 
was on a steady decline, and 
community intervention had 
become crucial. “We had some 
companies that were located 
here [in Bentonville] that were 
willing to step up to the plate 
and make some investments in 
our downtown square,” Dana 
recalled. “That just kind of be-
gan the ball rolling on that 
process, moving forward to 
the point, today, where every 
[downtown] storefront is full.”
 Further adding to the allure 
of downtown (as well as to the 
growth of the entire Northwest 
Arkansas region) is the recent 
opening of Crystal Bridges, 
a museum of American art 
founded by WalMart heiress Al-
ice Walton. The 217,000 square 
foot facility was designed by re-
nowned architect Moshe Safdie, 
who is perhaps most famous 
for his design for Habitat 67 
in Montreal, Canada. Crystal 
Bridges opened on November 
11, 2011, and in August 2013, 
less than two years after open-
ing its doors to the public, wel-
comed its one millionth visi-
tor. The museum continues to 
attract about 500,000 visitors 
annually (in a city with a popu-
lation of just over 40,000), and 
passed the two million visitor 
mark in September of this year.
 Crystal Bridges Museum 
has, as Davis puts it, “generated 
a re-interest in Bentonville … 
that helped kickstart the whole 
downtown redevelopment pro-
cess.” It also doesn’t hurt that 
just a short walk from Crys-
tal Bridges is the 21c Museum 
Hotel Bentonville, a 104-room 
boutique hotel that topped Trip 
Advisor’s 2013 list of Hot New 

rels, however, Spagnola has 
continued to keep herself and 
her staff completely engaged in 
the growth and development of 
the Galveston Regional Cham-
ber. The chamber’s women’s 
conference, for example, has 
come to earn national atten-
tion as one of the best of its kind 
in the country: in 2013, the 
Galveston Regional Chamber 
was recognized by the Ameri-
can Chamber of Commerce 
Executives (ACCE) with the 
Grand Award for Communica-
tion Excellence, in honor of the 
chamber’s Celebrating Women: 
Mind, Body, Spirit Conference.
 “We want people from 
anywhere and everywhere 
to come and be empowered 
and learn more about Galves-
ton,” Spagnola said of the an-
nual event. “Women give so 
much to so many, so it’s great 
to be able to offer a day that’s 
just for them to unwind and 
relax and just have some fun. 
But it’s also very educational.”
 Much of the educational 
component comes in the form 
of an impressive roster of key-
note speakers that the Galves-
ton Regional Chamber brings 
in for the event: past speak-
ers include Leigh Anne Tuohy, 
who was portrayed by Sandra 
Bullock in the 2009 movie The 
Blind Side; Elizabeth Gilbert, 
author of Eat, Pray, Love; and 
Criminal Minds actress Ai-
sha Tyler. For its ninth itera-
tion in April 2016, Celebrating 
Women will feature The Hap-
piness Project author Gretchen 
Rubin as its keynote speaker.
While the Celebrating Women 
conference continues to at-
tract hundreds of women to 
the area each year, the Galves-
ton Regional Chamber re-
cently undertook the project 
of engaging yet another area 
demographic: Millennials.
 Spagnola said that several 
years ago, she and her staff re-
alized the vital importance of 
“looking to the future” by get-
ting Millennials involved in 
chamber activities. So, before 
long, the C-Crewe was born. 
Now 160 members strong, the 

Hotels, outranking the 32 other 
hotels that opened that same 
year, in 18 different countries.
 “I’m a firm believer that if 
you build something strong, 
then you start to see these con-
centric circles that grow out 
from that, and your community 
will continue to grow stronger as 
it moves further out,” Davis said. 
Which, so far, is exactly what 
has happened in Bentonville. 
“Property values around the 
square have really grown quick-
ly over the course of the last five 
years,” Davis explained. He add-
ed that those property values 
are reflective of the increased 
demand for downtown real es-
tate, as more businesses want to 
move or establish themselves in 
the center of the city than the 
area has space to accommodate.
 “So what we’ve seen is that 
that growth and redevelopment 
has started to expand out,” Da-
vis continued, with the Down-
town City Square—the heart of 
Bentonville’s downtown—“like 
the target. You start at the center 
and then you start elevating out, 
and we’re starting to see some of 
that occur because of the con-
nectivity of the downtown area.”
 As the Bentonville/Bella 
Vista Chamber’s regional ap-
proach to economic develop-
ment suggests, what’s good for 
the city of Bentonville is good 
all for of Northwest Arkan-
sas—which is probably why it’s 
no coincidence that the revi-
talization and redevelopment 
of Bentonville’s downtown 
just happens to coincide with 
growth throughout the entire 
Northwest Arkansas MSA. 
Fortunately, for local business 
owners and community mem-
bers, Davis and the rest of the 
staff at the Bentonville/Bella 
Vista Chamber of Commerce 
seem optimally positioned to 
keep their city—and, by exten-
sion, the region as a whole—on 
a trajectory of steady growth.
 For more information 
on the Bentonville/Bella Vis-
ta Chamber of Commerce, 
visit www.bbvchamber.com. 

C-Crewe (short of Chamber 
Crewe) is the Galveston Region-
al Chamber’s young profession-
als group. One of the programs 
its members have developed 
since the group’s inception is 
the School of Hard Knocks, a 
series of luncheons organized 
and hosted by the C-Crewe.
 “What they do is, they iden-
tify leaders in the community, 
bring them into a luncheon, 
and ask them to share some of 
the greatest lessons of business,” 
Spagnola explained, outlining 
the C-Crewe’s simple but effec-
tive approach to one of its more 
popular initiatives. “It’s one 
hour of a leader in our com-
munity saying, ‘This is how I 
started my career. These were 
the obstacles back then, and 
this is how I overcame them.’”
 The C-Crewe has been so 
successful in engaging young 
community members that Sp-
agnola has since been invited 
to speak all over the coun-
try, through the US Cham-
ber’s Institute for Organiza-
tion Management, to teach 
other chambers how to start 
young professionals groups.
 “To stay relevant, to stay 
fresh, to keep the younger gen-
eration involved, we have to be 
ever-changing. We have to be 
listening,” Spagnola said. “We 
don’t know it all. And it ener-
gizes me to hear [the young 
generation’s] ideas. It inspires 
me. And it keeps our chamber, 
I think, on the cutting edge.”
 The Galveston Regional 
Chamber’s young profession-
als group, in its respect for, and 
willingness to learn from, older 
generations of business leaders, 
exemplifies what Spagnola be-
lieves to be at the heart of her 
chamber’s success: “We listen 
to our past, and we’ve learned 
from our past,” she said, “and 
we’re looking to the future 
with these new, young leaders.”
 Learning from the past and 
planning for the future--sounds 
like a pretty solid game plan. 
 For more information 
on the Galveston Regional 
Chamber of Commerce, visit 
www.galvestonchamber.com. 

5&10 Sams Truck Credit: Bentonville-Bella Vista COC

Pleasure Pier - Galveston, TX Credit: Katie Haugland  



Credentials: Bush served as the governor of Florida from 1998 to 2007, during which 
time he presided over some serious economic growth. (When he left office, Flor-
ida’s unemployment rate was 3.4 percent, roughly 25 percent lower than the na-
tional average at the time, 4.4 percent.) Bush touts his executive experience as a way 
of setting himself apart from a campaign field comprised predominately of senators.

Supporters: Fifth in Republican polls at the time of press, Bush has struggled 
to garner voter support, despite having been designated the party’s “front-run-
ner” before he had even announced his candidacy. His moderate platform is likely 
to appeal to voters not drawn to the party’s fringe, but the splintering GOP has shown 
a distinct preference for non-establishment candidates, which Bush certainly is not. 

Platform: A self-proclaimed “compassionate conservative,” Bush supports a legal pathway to citizenship 
for illegal immigrants. He is an outspoken supporter of Common Core (widely reviled by conservative 
politicians and voters alike) and is a textbook Hamiltonian in his interventionist foreign policy streak, 

Credentials: In the political arena, zero. At age 63, Carson is a retired pediatric neurosurgeon 
who has never held public office. He is also the embodiment of the rags-to-riches narrative 
of which Americans are so fond: from an impoverished, fatherless childhood in Detroit, 
Michigan, Carson pulled himself up by his bootstraps to become the Chief of Pediatric 
Neurosurgery at Johns Hopkins Hospital. In 2008, President George W. Bush award-
ed Carson with the Presidential Medal of Freedom, the nation’s highest civilian honor. 

Supporters: Currently second in his party’s polls, Carson is a Tea Party darling and a favor-
ite among the Evangelical base, whose support speaks to the GOP’s general disillusionment 
with “establishment politicians.” His campaign has benefitted from the same type of grassroots 
mobilization and support that got Barack Obama elected in 2008, as Carson has received more 
small-dollar donations than any other Republican in this year’s race. He’s also popular among older 
party conservatives, who like the many similarities between Carson’s and Trump’s brand of political 
conservatism, but appreciate Carson’s more tempered delivery of the “Washington outsider” platform.

Platform: Carson first made a name for himself on the national political scene as an ardent crit-
ic of Obamacare, famously admonishing it in a 2013 speech at the National Prayer Breakfast, all 
while standing mere feet away from the president himself. Though no longer closely associ-

Credentials: Cruz was a law clerk to former Chief Justice William Rehnquist in 1996 and 
‘97, and continued on to a prolific and high-profile law career. In 2013, he was elected to 
represent Texas in the Senate despite having no previous experience in elected office.

Supporters: A Tea Party leader with Evangelical appeal, Cruz recently won the straw poll at 
the Values Voter Summit, an annual conference for conservative, grassroots activists, for the 
third year in a row. Cruz’s commitment to his role as “Republican Establishment Antagonist” 
has attracted some big donor money, but among voters, he’s struggled to maintain his “out-
sider” credibility in a primary field dominated by candidates who have never even held office.

Platform: Cruz’s politics are perhaps best essentialized by his oppositional efforts: he was 
one of the chief engineers behind the sixteen-day federal government shutdown in 2013, 
which aimed to defund Obamacare. In recent weeks, Cruz and his allies have pledged to take a simi-
lar approach in their effort to defund Planned Parenthood, as yet another government shutdown 
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2016 Candidate Primer
Credentials: Trump’s credentials are not in the political arena, though he is 
a highly accomplished real estate developer and businessman. For four-
teen years, he also starred in the reality television show, The Apprentice.

Supporters: In the first weeks following Trump’s campaign announcement, political 
analysts were inclined to deride him for tarnishing the efforts of a Republican party 
trying to appeal to a broader voting constituency. The reality of the Trump campaign, 
however, seems to have, so far, been just the opposite: Trump has spent the majority of 
the primary race with a comfortable lead over all other contenders, consistently main-
taining a double-digit lead over second place, and even unseating Ted Cruz as the resi-
dent Tea Party Favorite. Trump is another of the race’s political outsiders, whose popular-
ity reflects the GOP’s growing disenchantment with its more traditional leaders. Trump’s 
base skews conservative on nearly every issue, but is typically less religious than voters support-
ing any of the race’s other conservative candidates. The most unifying, and defining, characteris-
tic of Trump’s support base, however, is frustration: frustration with politicians, the establishment 
that breeds them, and the ostensibly unacceptable status quo that they seem poised to maintain. 

Platform: It’s Trump’s stance on immigration that has garnered the most media attention so far, 
as it is both the central tenet of his campaign platform, as well as objectively extreme: start by de-
porting undocumented immigrants, of which there were approximately 11.3 million in 2014; 
then, construct an impenetrable wall along the 2,000-mile US-Mexico border, the construction of 
which will be bankrolled by the Mexican government; and finally, in direct opposition to the Four-

Credentials: A newcomer to the national scene, Rubio was first elected to the Senate in 2010, 
representing the state of Florida. Prior to that, he had a nine-year tenure in the Florida House 
of Representatives after winning a special election in 1999, and four consecutive elections 
after that, eventually becoming the youngest State House Speaker in Florida’s history.

Supporters: Among the many, deeply-divided factions within the Republican party, 
Rubio is the favorite of none of them: the Tea Party constituency has Cruz and Paul to 
choose from, and those voters in particular are likely to still be holding a grudge against 
Rubio for his role in co-authoring an immigration reform bill back in 2013; conservative 
Christian voters have a laundry-list of candidates vying for the “most devout” designation, 
and Rubio is not among them; moderate Republicans (and many of Rubio’s home-state senate 
race donors) are more likely to cast their support for fellow Floridian Jeb Bush than for Ru-
bio; and the fact that both Bush and Rubio are from the same state means that neither can guarantee 
voter support at home. In this race, Rubio will struggle with the fact that he’s not the “most” anything; 
even his perceived chances of capturing the Latino vote—a growing demographic that has voted de-
cidedly Democratically in the last two elections—could potentially be found elsewhere in the party.

Platform: A proponent of interventionist military strategies, Rubio has more than once highlighted 
America’s obligation to “stand up to” totalitarian regimes, and he has been highly critical of (what 
he sees as) President Obama’s too-soft handling of such countries as Russia, North Korea, Iran, and 

Ben Carson (R)

Jeb Bush (R)

Ted Cruz (R)

Marco Rubio (R)

teenth Amendment, eliminate birthright citizenship for children born in the US to immi-
grant parents. Once written off by the Republican establishment as a political gimmick, 

the Trump candidacy seems only to gain momentum, as Trump manages to leverage his 
candor into a way of endearing himself to a sea of voters who are thrilled to finally see 
someone “telling it like it is.” Part of his appeal, too, stems from his ability to self-fi-
nance his campaign, so voters don’t see him as “in the pocket” of any major donors.

Challenges: Despite a slew of highly publicized gaffes (remember the “I like peo-
ple who weren’t captured” comment?) and a couple of lackluster debate performances, 

Trump has maintained a comfortable lead in the polls, with support from 25 percent of 
likely Republican voters, according to the Pew Research Center. Trump doesn’t appeal to 
any of the party’s major donors, but seeing as he can self-finance his campaign, that’s basi-

cally a non-issue. As the campaign season moves forth, Trump will have to put some added time 
and energy into enhancing his political credibility. Also, historically, early poll frontrunners do not 
typically maintain their leads as voting draws nearer, though no Republican primary candidate 
has ever maintained such a strong lead for as long as Trump has maintained his, leaving us with-
out an adequate historical analog from which to gain insight into the Trump campaign trajectory.

Just Want To Make The World Dance: So forget about the price tag! Or at least, for-
get about the corporate bankruptcies: Trump, whose companies have filed for Chapter 11 
bankruptcy four times since 1991, has said he “never went bankrupt” but instead had “tak-
en advantage of the laws. And frankly,” he added, “so has everybody else in my position.” 

Donald Trump (R)

ated with any one, hot-button campaign issue (a la Trump and immigration), Carson 
does run more extreme than the other candidates on several issues. For instance, he 
believes the US military should be exempt from war crimes law while fighting in the 
Middle East, and has accused the Obama administration of advocating a more open 
border for the sole purpose of increasing the welfare population and keeping Demo-
crats in power. Reflective of his personal “American Dream” narrative, Carson re-
jects liberal social policies in favor of both personal responsibility and self-reliance. 

Challenges: He’s not well-versed in many issues of political import, so defining a co-
hesive platform has proven one of his greatest hurdles, and while he has made re-
cent gains in the “political credibility” department (as evidenced by his two de-

bate performances), Carson remains shaky, at best, on essentially all foreign policy issues. 
Lately, Carson has come under fire for beliefs widely characterized as anti-Muslim, which 
prompted the Council on American-Islamic Relations to call for him to drop out of the race.

What Have You Done Lately?: In 1987, Carson became the first doc-
tor to successfully separate twins conjoined at the head. Carson's medi-
cal career is in fact characterized by a series of other such neurosurgery milestones.

looms. Cruz is an advocate of abolishing the IRS, imposing popular votes on Supreme Court 
justices every eight years, and sealing US borders. On foreign policy, Cruz favors a ro-

bust military, and is neither entirely isolationist nor indiscriminately interventionist.

Challenges: The antagonistic approach for which Cruz’s supporters commend him has 
done little for his relationship with his colleagues: both Republicans and Democrats in 
the House view him as divisive (see: Cruz’s 2013, McCarthy-esque smear campaign of 

Defense Secretary Chuck Hagel), and he has burned many proverbial bridges on Capitol 
Hill. Cruz also has virtually no support among the party’s more moderate voters, as he is not 

seen as a viable general election candidate. And while the Evangelical vote might provide the 
most fertile ground for a sustained Cruz candidacy, he’s highly contested in that field as well.

These Boots Were Made For Arguing: Cruz served as the solicitor general in Texas from 2003 to 
2009, making him the youngest person to ever hold the post. He was perhaps also the most dap-
per, often donning cowboy boots (or, what Cruz calls his “argument boots”) in the courthouse.

championing the US as an international agent of order. Bush’s allies have also worked to lever-
age the candidate’s “cultural fluency” as evidence that he could appeal to a more diverse elec-
torate (namely Latino voters, who happen to be the country's fastest-growing voter bloc). 

Challenges: Bush’s most direct competition comes from Florida Senator Marco Rubio, 
who is not only seen by many as one of the party’s most viable general election candi-
dates, but will also compete with Bush for voter support in his home state. He also has to 

contend with a conservative voter base leary of his moderate platform, particularly in re-
gards to his stance on immigration. The recent resignation of House Speaker John Boehner 

doesn’t bode well for the Bush candidacy either, as it proves just how powerful grassroots 
conservatives have become in upsetting the very political status quo that Bush represents. 

But What’s In A Name?: Just last April, former First Lady (and Jeb’s mom) Barba-
ra Bush went on the record saying that “we’ve had enough Bushes” in the Oval Of-
fice. Could that be why all of Bush’s promotional material says only, “Jeb!”?

Cuba. Most of Rubio’s other policy proposals are largely aligned with the “reformed conserva-
tive” movement: for example repeal Obamacare and balance the federal budget by freez-

ing all spending at 2008 levels (for everything except defense, of course). In defining his 
position on immigration, Rubio has effectively distanced himself from one of the most 
impressive items on his short Senate resume: in 2013, Rubio was part of the “Gang of 
Eight,” a bi-partisan group of senators that drafted a comprehensive immigration reform 
bill that happened to include a pathway to citizenship for undocumented immigrants 

already living in the US. Today, Rubio is highly critical of President Obama’s proposal to 
afford immigrants that same pathway to citizenship, and cites “securing the border” as the 

number one priority that any sound piece of immigration legislation would need to address.

Challenges: The biggest challenge of Rubio’s campaign is perhaps best essentialized in his 
status as the election’s “Okayest Candidate.” He has broad appeal: he’s a great speaker; his personal 
background as the child of Cuban immigrants renders him a physical embodiment of the American 
Dream; he’s moderate and not too polarizing, and his last name isn’t Bush. But even with that, any as-
set of Rubio’s seems readily identifiable in at least one other candidate, and often to a greater degree. 
Rubio’s task, then, will be to find a way to make himself the first choice of any voting demographic.

Play That Funky Music, Marco: An avid hip-hop fan, Rubio cited “Straight Out-
ta Compton” by NWA, “Killuminati” by Tupac, and “Lose Yourself ” by Emi-
nem as his three favorite rap songs in a 2012 interview in GQ magazine.

Credentials: Fiorina launched a campaign for a California Senate seat in 2010, but 
lost to incumbent Barbara Boxer, preserving her now-enviable status as a “politi-
cal outsider” who has never held public office. Fiorina was the CEO of Hewlett-
Packard for six years, making her the first woman to head a Fortune 20 company.

Supporters: Fiorina’s popularity and name recognition have skyrocketed since the ear-
ly days of her campaign, when she barely even registered in national polls. Her popu-
larity surge is thanks in no small part to her formidable presence on the debate stage, 
emerging as the decisive victor in the second-tier candidate “Happy Hour” debate pri-
or to the first major primary debate on FOX, and further distinguishing herself among 
top-tier candidates in the mainstage, CNN debate in September. Fiorina may also be the 
Republican party’s best chance at capturing a larger percentage of the female vote—not a 
bad goal, considering President Obama’s 2012 victory was characterized, in part, by the largest gen-
der gap in recorded electoral history, with women decisively favoring the Democratic candidate.

Platform: At the center of the Fiorina platform is her passionate opposition to abortion, and she 
supports the possibility of using a government shutdown to defund Planned Parenthood. Fiorina op-
poses a federal minimum wage, as well as any law mandating paid maternity leave. She believes the 
Supreme Court overstepped its authority with the Marriage Equality Act, and has expressed her desire 

Carley Fiorina (R)

to see the Roe v. Wade decision overturned. The only woman in the Republican field, Fiorina 
is highly critical of any and all “war on women” rhetoric, and contends that her candidacy 

would negate Hillary Clinton’s ability to “play the gender card” in the general election. 

Challenges: In terms of credentials, Fiorina is running exclusively on the private sec-
tor experience and expertise afforded by her tenure as CEO of Hewlett-Packard. But 
her record there was less than stellar, as she was unceremoniously ousted from the post 

in 2005 after a failed merger with Compaq led to a 55 percent decrease in the compa-
ny’s stock value. Also complicating Fiorina’s candidacy is the irony in her adamant re-

jection of the “feminist movement” and any associated “identity politics,” despite her fre-
quent reliance on the rhetoric of identity politics in debates and interviews (e.g., “I think 
women all over this country heard very clearly what Mr. Trump said”). Ultimately, Fiori-

na will have to decide whether she wants to be seen as the Republican party’s Female Candidate, 
or if she truly believes there no longer remains any reason to address questions of gender identity.

Are You There George Harrison? It’s Me, Carly: Having entered the race as some-
thing of a  “dark horse” candidate, Fiorina’s recent success has led many to speculate that, 
even if she doesn’t win the candidacy, she may still find herself in a position of promi-
nence within a Republican administration, either as Vice President or as a cabinet member.



Credentials: In 1994, Pataki un-seated then-Governor of New York (and darling of the 
Democratic party) Mario Cuomo. Pataki went on to serve three terms as Governor of 
New York (despite the state's long history of favoring Democratic candidates), and led 
the state through the September 11 terrorist attacks and the beginning stages of recovery.

Supporters: In theory, Pataki is the guy for Republican voters hoping to shy away from 
partisan politics. He’s the quintessential “fiscally conservative, but socially liberal” candi-
date, the perceived absence of which is a common lament among Millennial Republicans 
going into the 2016 election. In the polls, however, Pataki consistently garners less than 
one percent (usually closer to the “zero percent” side of things) among potential 2016 voters.

Platform: is complicated. As a fiscally conservative, socially liberal, hawkish Republican, Pataki is tru-
ly the only one of his kind in this race. He believes in small government and created a 2010 super PAC 
aimed at repealing Obamacare; he believes in gun control and abortion rights (defining himself as “pro-
choice”) but did not support gay marriage as governor; he opposes the Iran deal and believes in greater 
military intervention in the Middle East, citing Theodore Roosevelt as one of his political heroes.
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Credentials: The youngest of the 2016 primary candidates, Jindal has been the gover-
nor of Louisiana since 2007. He also has some serious policy chops: after graduat-
ing from Brown University at just twenty years old in 1991 (with degrees in biology 
and public policy), Jindal turned down admissions to Harvard Medical and Yale 
Law, opting instead to study health policy as a Rhodes Scholar at Oxford University.

Supporters: Like several others in the primary field, Jindal has his eye on the Chris-
tian conservative vote, though he has averaged less than one percent in national polls. 

Platform: The central tenet of Jindal’s platform seems to be one of winning the alleged 
“War on Christians” and saving the American people from a culturally securalized future. 
Jindal also has a leg-up on most other candidates in the Obamacare department, as he, 
too, is an ardent critic of the legislation, but also happened to be the first of the primary candidates 
to outline a detailed plan for replacing Obamacare. His proposal, called “America Next,” calls, in 

Credentials: Kasich (pronounced KAY-sik) served nine terms in the House of Representa-
tives (from 1983 to 2001), during which time he played a key role in engineering the bal-
anced-budget agreement in 1997, as Chairman of the House Budget Committee). Kasich 
then took an eight-year hiatus from politics to work for FOX News and has served as the 
governor of Ohio since 2011. He won his 2014 reelection bid by an impressive 30 points.

Supporters: Kasich’s popularity in his home state, the quintessentially “purple” Ohio, 
is indicative of his appeal to both moderate conservatives and Independent voters. And, 
unlike some of the other governors in the race, Kasich’s approval rating has stayed at a re-
spectable level even in the wake of his primary campaign launch. In light of his Ohio-based 
support, then, it is also worth noting that the last presidential candidate to win the general 
election without winning the state of Ohio was John F. Kennedy in 1960, and no Republican 
candidate has ever won the primary election without the support of the highly-contested swing state. 

Platform: Economically, Kasich represents traditional Republican “supply side” tenden-

Credentials: Christie made a name for himself as the US Attorney for New Jersey from 2001 
to 2008, racking up a record-breaking 130 convictions throughout his tenure. He was elect-
ed Governor of his (traditionally Democratic) home state in 2009, and again in 2013.

Supporters: Like Bush, Christie has the potential to appeal to moderate Republican and In-
dependent voters in a general election. In the primary race, though, the “moderate Republi-
can” vote is highly contested, and so far, Christie hasn’t fared particularly well in securing it: 
even the recent exit of Wisconsin Governor (and fellow moderate) Scott Walker from the race  
did little for Christie’s presence in Republican polls, where he currently sits in seventh place.

Platform: The focal point of Christie’s platform is his economic policy, which is aimed at 
cutting the national debt and growing the economy through entitlement reform, which 
would include cuts to Social Security and Medicare spending. But policy aside, Christie is also 
campaigning largely on his persona as a straight-talking, pull-no-punches New Jersey boy who 
voters can count on to “tell it like it is.” He fought hard against marriage equality in NJ and is so-
cially conservative, but his home state also has the second-toughest gun laws in the country, and 

Credentials: Santorum represented Pennsylvania in the Senate from 1995 to 2007, 
but he hasn’t held office since losing his bid for a third Senate term in 2006.

Supporters: In 2012, it was evangelical Christian voters who were largely responsible 
for Santorum’s strong primary showing, where he emerged as an unexpected (and un-
derfinanced) victor in the hotly contested Iowa caucuses. Unfortunately for Santorum, 
in the 2016 race, his previous support base of Evangelicals, Tea Partiers, and grass-
roots libertarian voters has mostly cast its support elsewhere. In national surveys re-
leased earlier this year by FOX News and Quinnipiac University, Santorum was ranked 
an abysmal tenth out of fourteen candidates for born-again/Evangelical voters’ support.

Platform: With an economic policy that he calls “blue collar conservatism,” Santorum 
is trying to position himself as the workingman’s spokesperson, calling for an increased mini-
mum wage and criticizing both the Wall Street bailout and the right-wing's fixation on cutting 
taxes for the wealthy. Socially, however, he’s far less moderate: he decries cultural secularism, sup-
ports a constitutional amendment to reverse the Supreme Court’s ruling on same-sex marriage, 
and believes all birth control should be illegal and women shouldn’t work outside of the home. 

Chris Christie (R)

Rick Santorum (R)

Bobby Jindal (R)

George Pataki (R)

Credentials: An ophthalmologist by trade, Paul was elected to his Kentucky Sen-
ate seat in 2010 and has held office since then. Paul was the first can-
didate closely affiliated with the Tea Party to win a major election.

Supporters: Paul is a beacon of much of what characterizes Tea Party ideology, and 
much of his voter base was expected to be carry-over from those who had supported 
his father, former Texas Representative (and prominent Tea Partier) Ron Paul, dur-
ing his own presidential bids in 2008 and 2012. That, however, hasn’t gone exactly 
as expected, as the litany of Tea Party candidates in the 2016 race have siphoned off 
some of Paul’s anticipated supporters. Rand Paul polls particularly well among vot-
ers under 30, who seem eager to get behind his stances on privacy rights and social is-
sues, and have been courted en masse by Paul’s highly adept social media campaign.

Platform: Though perhaps not as staunchly libertarian as his father, Rand Paul certainly has 
the most prominent libertarian streak of any of the candidates. He believes in decriminaliz-
ing marijuana and completely overhauling the US tax system by replacing all federal taxes with 
a flat personal income tax and (what amounts to) a European-style, value-added tax on goods 
and services. Paul further sets himself apart from the rest of the field with his foreign policy 
agenda, regularly criticizing his opponents for their hawkishness, and claiming that US rela-

tions in the Middle East would only deteriorate further under such interventionist policies. 

Challenges: Paul needs to appeal to a broader cross-section of Republican voters if he 
wants to have any hope of winning the primary. Any efforts to do so, however, have 
so far seemed mostly to negatively impact his image as an authentic “non-politician,” 
guided more by principle than by poll results. And, despite early voter support, Paul 
has struggled in recent months, both in the polls (with many of his supporters defect-
ing to the Cruz and Carson camps) and in his fundraising efforts (Purple PAC, one 

of three major Super PACs funding Paul’s campaign, recently announced that it had 
stopped raising money). His isolationist military platform is also guaranteed to make him 

a target among opponents who seem united only in their belief that President Obama has 
been too restrained in his handling of ISIS and other such Middle Eastern adversaries.

The Winter of Paul’s Discontent: … was probably 2014. With the help of Freedomworks, a liber-
tarian advocacy group, Paul filed a class-action lawsuit against President Obama and top national 
security officials in February of last year. The lawsuit, which was filed on behalf of American citi-
zens, focused on the NSA’s bulk collection of telephone metadata, which Paul characterized as a 
“clear and continuing violation of the Fourth Amendment.” The Justice Department put the law-
suit on hold in September 2014, pending a ruling on a similar case in the US Court of Appeals. 

his stance on immigration is not as cut-and-dry as conservative voters might like. As a politi-
cian with a proven capacity for bipartisan governance, Christie is a harsh and vocal critic of 

the Republican Congress, accusing it of failing to govern, despite a dual-house majority.

Challenges: The now infamous Bridge Scandal, for one, which raised some serious ques-
tions about Christie’s political ethics and power-wielding decisions. Also, many voter 
polls show him second to only Donald Trump on the list of least likable candidates, and 
he doesn’t appeal to any segment of the party that isn’t already spoken for. If Christie ever 

had a chance of clinching the Republican nomination, it was probably during his days as 
one of the party’s “rising stars” back in 2012, post-Hurricane Sandy Obama-embrace and all.

McCain By Any Other Name: In terms of his political agenda, Chris-
tie is often compared to 2008 Republican nominee and Arizona Senator John Mc-
Cain. In terms of his gregarious nature, sense of humor, and visible ease on late-night talk 
shows, comparisons to Ronald Reagan and Bill Clinton perhaps seem even more fitting.

cies, with a hint of welfare state reform, namely in the form of participating in Obam-
acare’s Medicaid expansion. He’s another of the field’s more moderate candidates, sup-

porting things like Common Core and a path to citizenship for illegal immigrants.

Challenges: There seems to be pretty unanimous agreement among political ana-
lysts that Kasich is one of three Republican candidates with a shot at winning 
the general election (the others being Bush and Christie). Kasich’s biggest hur-
dle might be winning over his party’s conservative base, which will likely be put 

off by the “impurity” of his nuanced political ideology. He also lacks the name recog-
nition of others like Jeb Bush, who is likely among Kasich’s most direct competitors.

A Minute of Your Time?: Or 20, in this case. As a college freshman at the Ohio State Uni-
versity, Kasich wrote a letter to then-President Richard Nixon, requesting a meeting at the White 
House. It must have been a pretty compelling letter, because less than three weeks later after sending 
his earnest (and brash) three-page plea, Kasich was in the Oval Office, chatting with the president.

John Kasich (R)

Rand Paul (R)

Challenges: Santorum rose to prominence in 2012 as part of a much less crowded pri-
mary field. Those vying for conservative Christian support included Rick Perry, Her-
man Cain, and Newt Gingrich, each of whom fell victim to various campaign follies 
along the way, thereby tacitly designating Santorum the “guy who screwed up the least.” 
This year, Santorum has to do more than just not screw up by either becoming the 
front-runner of the conservative wing (unlikely), or somehow earning the support of 
more moderate Republican voters. The latter will be made difficult by his controversial 

stances on marriage equality, contraception—even education, as Santorum would like to 
see Bibles brought back into the public school classroom curriculum. Finally, many Re-

publicans see Santorum as a guy whose shot at the Oval Office already came and went, and 
his 2016 bid has (so far) been overshadowed by many of the party’s new up-and-comers.

Fight For Your Right: … to dope? In 1987, Santorum, working in his first career as a law-
yer, represented the World Wrestling Federation, arguing to the Pennsylvania State Leg-
islature that professional wrestling should be exempted from federal steroid regulations 
on the grounds that professional wrestling as we know it is not actually a “sport,” per se. 

part, for a pool of $100 billion in federal money to cover insurance expenses for low-income 
individuals and people with pre-existing conditions. The plan has drawn criticism from both 

the left and the right, but the fact that Jindal has any plan at all is at least worth noting.

Challenges: Once seen as a rising star within in the Republican Party, Jindal’s reputation 
(and popularity) has suffered some serious setbacks since he assumed the role of gover-
nor. His approval rating in Louisiana—where his economic policy left a $1.6 billion bud-

getary shortfall in its wake—bottomed out at a paltry 31.8 percent (possibly lower, de-
pending on where you look). Under Governor Jindal, the state of Louisiana currently has 

the seventh highest unemployment rate, and the third highest poverty rate, in the country.

What’s My Name Again?: Jindal was born Piyush Jindal, which re-
mains his legal name to this day. When he was four years old, however, Jindal opt-
ed for the monicker “Bobby,” in honor of the youngest brother of the Brady Bunch clan.

Challenges: It would actually take less time to make a list of things working in Pataki’s 
favor in 2016, as that list would consist of approximately zero items. Pataki has little 
to no name recognition outside New York State, and even there, he didn’t leave pub-
lic office on the best terms: in 2007, his approval ratings were painfully low, and 
that year's 40-point victory of Democratic successor Eliot Spitzer is seen by many 
as a reflection of the state’s mounting discontent with Pataki. He hasn’t held pub-
lic office in eight years, and he’s 70 years old, making him the oldest of the Republi-

can candidates. Add to all of that the fact that his party’s recent conservative shift 
has left him clinging to the margins to which Moderate Republicanism has been rel-

egated, and it’s no surprise that Pataki has struggled so profoundly in the primary polls.

Where’s The Beef?: Last June, Pataki made his entrance into the boutique food indus-
try, selling beef products from Pataki’s South Farm (located in Essex, NY) at a stand 
at Abingdon Square Greenmarket, a farmer’s market in Manhattan’s West Village.

Credentials: After serving as Governor of Arkansas from 1996 to 2007, Huckabee com-
peted for the 2008 presidential nomination, emerging victorious in the ever-impor-
tant Iowa caucuses. Since then, he's spent his political hiatus hosting a show on 
FOX News—the aptly titled Huckabee—from September 2008 to January 2015.

Supporters: As an ordained Southern Baptist minister, Huckabee has a loyal support 
base of Evangelical Christian voters, who were largely responsible for the relative suc-
cess of his 2008 bid. This time around, however, Huckabee is also the only Republican 
to have received endorsements from major labor unions (specifically, the Internation-
al Union of Painters and Allied Trades, and the International Association of Machinists 
and Aerospace Workers, which represent a combined total of nearly 900,000 workers).

Platform: Social agenda aside, Huckabee touts himself as an economic populist (hence the organized 
labor support): he’s critical of the Trans Pacific Partnership; opposed to reducing Social Security ben-
efits; and maintains a belief in the economic utility of private-sector unions. Huckabee believes that 
the country’s current trajectory has us on the fast-track for the “criminalization of Christianity,” and 
he has so far been campaigning on the promise to do everything in his power to prevent that, starting 

Mike Huckabee (R)

with an amendment to overturn the Supreme Court’s ruling that same-sex couples have the 
right to marry in all 50 states. Recently, he has been one of Kentucky clerk Kim Davis’s big-

gest public supporters, praising her as a “champion of religious freedom” in her refusal to 
issue marriage licenses to same-sex couples after the passage of the Marriage Equality Act.

Challenges: The voting bloc from which Huckabee drew most of his support back in 
‘08 has many more options in this race: Carson, Cruz, and Louisiana Governor Bob-
by Jindal are all actively courting the conservative Christian vote. Funding may also 

prove problematic for Huckabee, as his early success in the 2008 primaries was not 
enough to keep his campaign from ultimately petering due to insufficient funds for ad-
vertising in major battleground states like Florida. This time, though, Huckabee and 
his team have taken some unique approaches—like fundraising in Israel, campaigning 

on Huckabee’s opposition to the Iran deal—in efforts to ensure that history doesn’t repeat itself.

The Biggest Loser?: After a 2003 diagnosis of Type II Diabetes, Huckabee undertook a lifestyle over-
haul and lost more than 100 pounds. In 2005, he went on to complete his first of several marathons. 
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Credentials: Webb represented Virginia in the Senate from 2007 to 2013. He’s also a 
decorated military veteran, having been awarded the Navy Cross, the Silver Star Med-
al, two Bronze Star Medals, and two Purple Hearts for his service in Vietnam.

Supporters: With little name recognition, and even less campaign funding, Webb’s 
support within his party is minimal. To moderate Democrats, though, Webb rep-
resents an opportunity to vote for a more conservative candidate without defect-
ing from the party entirely; to the Democratic party, a Webb candidacy might con-
stitute a chance for the party to win over demographics whose support has alluded 
the party for years: rural, working-class, and low-income white voters, for instance, as 
well as military veterans, as Webb is the only decorated, active-service veteran in the race.

Platform: More than any other Democratic candidate, Webb is politically amorphous. He started 
his career political career as a Republican, serving under President Reagan as Secretary of the Navy, 
and some of his right-ward tendencies on issues like gun control (he’s a staunch defender of the 
Second Amendment) and climate change (he’s critical of efforts to enhance greenhouse emissions 
regulations) certainly seem like holdovers from that era. On the other end of the political spec-
trum, however, Webb identifies as an economic populist (though he did vote against initiatives to 

Credentials: Sanders is one of two Independents in the US Senate,  and has 
been representing Vermont since 2007. Prior to that, Sanders occupied Ver-
mont’s sole seat in the House of Representatives for sixteen years, mak-
ing him the longest-serving Independent in US congressional history.

Supporters: Progressive Democrats who are dissatisfied with Clinton’s moderate 
platform have gravitated toward Sanders, who is especially popular among voters 
age 29 and younger (i.e., Millennials, a demographic which, if they actually show up 
to the polls, would constitute the largest voting bloc in the country). Sanders also has 
a network of volunteers that would put most any grassroots movement to shame, with 
nearly 200,000 self-organized volunteers campaigning on his behalf all over the country.

Platform: A self-identified “democratic socialist,” Sanders’ domestic policies include single-payer 
health care, progressive taxation, higher wages, and enhanced labor rights. He believes that the US 
is on its way toward oligarchy and warns that capitalism must be made more humane if we hope 
to preserve our democracy, pointing to Sweden, Norway, Denmark, and Finland as countires af-
ter which the US should model its own domestic policy. The consistency with which Sanders has 
held to his beliefs is another central tenet of his campaign, as he highlights that his efforts to raise 
wages, impose stricter corporate regulations, and reform campaign finance span the entirety of his 
political career, which dates back to his 1981 election as Mayor of Burlington. Sander’s foreign pol-
icy positions have remained of secondary to his campaign efforts thus far, and voters have mostly 
been left to try to deduce a platform based on his congressional voting history (e.g, “no” on both 
Iraq war votes, “yes” on the war in Afghanistan, and a pledge of support for the Iran nuclear deal).

Credentials: Clinton was Secretary of State under President Obama from 2009 to 2013. 
She served as a senator from New York from 2001 to 2009, and was First Lady of the 
United States from 1993 to 2001, during her husband Bill Clinton’s presidency.

Supporters: Clinton is probably the closest thing the Democratic party has had to a 
“consensus candidate” since Edmund Muskie in 1972. She has the party machinery and 
political establishment behind her, and for a little while, the idea of Clinton securing the 
nomination was not a question of “if,” but “when.” Clinton’s lead in the polls has been 
steadily diminishing in recent months, though, as liberal and progressive Democrats prove 
more than willing to migrate over to the camp of her lesser-known adversary, Vermont 
Senator Bernie Sanders. One thing Clinton has working very much in her favor, however, is a 
female voting demographic eager to see a woman in the Oval Office: House Minority Leader 
and California Democrat Nancy Pelosi has publicly attested to that sentiment, and Massachusetts Sena-
tor Elizabeth Warren stated more than once that she wouldn’t run against Hillary Clinton, specifically, 
perhaps alluding to a desire not to interfere with another female candidate’s pursuit of the presidency.

Platform: Clinton’s economic platform is characterized by redistributive efforts to reduce in-
come inequality (e.g., higher minimum wage, free or reduced public college tuition, paid family 
and medical leave) and greater regulation of the financial sector (particularly the “shadow bank-
ing” industry, the practices of which played an integral role the 2008 financial crisis). In terms 
of foreign policy, Clinton’s congressional voting record actually positions her right-of-center, 
which prompted President Obama, during his 2008 primary campaign, to dub her record “Bush-
Cheney Lite.” As a member of President Obama’s cabinet, Clinton remained steadfastly hawk-

Credentials:  O’Malley is a two-term Maryland governor, in office from 2007 to 2015. He was 
Mayor of Baltimore for seven years prior to that, and in 2005 was included on Business Maga-
zine’s list of the five “new stars” in the Democratic party. Also on the list? President Obama.

Supporters: On paper, O’Malley is nothing short of a Dream Candidate for 
the Democratic Party. In this particular election cycle, though, with media at-
tention largely focused on other higher-profile candidates (i.e., Hillary Clin-
ton and Bernie Sanders), O’Malley is struggling to carve out his own voter bloc, 
scoring a paltry four percent name recognition among potential primary voters.

Platform: As governor of Maryland, O’Malley enacted progressive reforms in multiple are-
nas: he signed legislation to raise Maryland’s minimum wage to $10.10 an hour by 2018, 
passed some of the country’s toughest gun restrictions, as well as legislation to end capital punish-
ment and legalize same-sex marriage, respectively. A strategic hallmark of O’Malley’s governance is 
his data-based approach to policy decisions, a strategy that was behind many of the policies associ-
ated with the 48 percent reduction in overall crime that O’Malley oversaw as Mayor of Baltimore. 
These past accomplishments will undoubtedly shape O’Malley’s national platform, allowing him to 
outflank Clinton on the left in several areas, but still pose a more establishment-friendly alternative 
than Sanders, should the wheels fall off the Clinton campaign. Most recently, O’Malley has garnered 
media attention for his response to the ongoing Syrian refugee crisis, urging the US to absorb at least 

Credentials: Chafee was appointed to the Senate as a Republican in 1999 after the death of his 
father, Rhode Island Senator John H. Chafee, left the seat vacant. He was elected to a full term in 
2000. In 2010, Chafee ran for Governor of Rhode Island as an Independent and won, though 
he ended his gubernatorial tenure as a Democrat, registering with the party in May 2013.

Supporters: Chafee doesn’t have much in the way of voter support, even among 
members of his home state, and he barely even registers in many major polls.

Platform: As a senator, Chafee was the only Republican to vote against the 2003 in-
vasion of Iraq, which he often highlights as a proud point of contrast between him-
self and Democratic frontrunner Hillary Clinton, who voted in favor of the military 
campaign. Foreign policy is the central component of Chafee’s platform: he’s staked 
out ideological territory to the left of Clinton’s, and will aim to challenge her on her positions in 

Credentials: Biden is currently Vice President of the US, a position he’s held since he and 
President Obama assumed office in 2009. Obama tapped Biden as his running mate in 
the 2008 presidential election primarily as a way of bolstering the foreign policy cred-
ibility of the Democratic ticket, as Biden had several years’ experience as the Chair-
man of the Senate Foreign Relations Committee under his belt. Prior to his vice 
presidential appointment, Biden had served as a Delaware senator since 1973 when, 
at thirty years old, his election made him one of the youngest senators in US history.

Supporters: In the month of August, Biden’s poll numbers among Democratic primary 
voters increased ten percent, giving him the support of 22 percent of the party’s primary 
electorate, and pushing him just ahead of Vermont Senator Bernie Sanders. The complication, 
of course, is that Biden is not actually a candidate, and although he launched an exploratory 
committee last month, there’s still a good chance he won’t be a candidate any time soon, or at all. And the 
party’s pretty torn on how it feels about that: Biden has broad within-party appeal, and many Democratic 
voters like the idea of another big-name candidate to undermine Hillary Clinton’s perceived status as 
2016’s “Anointed One.” Others, however, worry that a Biden candidacy would only divide Clinton’s base, 
siphoning votes away from her and clearing the way for a Sanders victory. Sanders, although popular 
among liberal and progressive Democrats, would be markedly less viable in a general election than some-
one like Biden. Also of note is the Draft Joe Biden Super PAC, launched in March 2015 by some Biden 
supporters hoping to drum up national support, and compel the reluctant VP to declare his candidacy.

Platform: If Biden were to run, one area in which he could mount an ideological offensive against 
Clinton would be in the foreign policy arena. As members of Obama’s cabinet, Biden and Clinton often 
disagreed on how and when to use military force, with Biden’s reluctance to wield military power—in 

Bernie Sanders (D)

Hilary Clinton (D)

Jim Webb (D)

Joe Biden (D)

Martin O’Malley (D)

Lincoln Chafee (D)

ish: she was a proponent of escalating the war in Afghanistan, arming Syrian rebels, in-
tervening in Libya, and allowing the use of drone strikes in Pakistan and Yemen.

Challenges: If Clinton is the party’s 2016 analog for Edmund Muskie, then it might 
behoove the Democratic establishment to remember what happened to Muskie: he 
lost the nomination to little-known, grassroots candidate George McGovern. Ber-
nie Sanders might be the McGovern to Clinton’s Muskie, as his far-left platform ap-
peals to the party’s liberal base. But even if Sanders doesn’t prove as formidable an 

opponent, he has succeeded in pushing Clinton further to the left on some domestic 
issues, forcing her to find that delicate balance between maintaining her broader appeal, 

while also liberalizing her platform. And while the “email scandal” continues to hamper 
Clinton’s campaign, it’s her history of supporting some initiatives that were widely un-

popular with Democratic voters (e.g., the invasion of Iraq and the Trans-Pacific Partnership) that 
makes it all the more imperative for her to find a way to show voters that a Hillary Clinton presi-
dency wouldn’t just be “Barack Obama: The Sequel.” Also, the reservations that some Republi-
can voters have expressed about electing a third Bush to the White House can be seen replicated 
in a Democratic party that isn’t unanimously enthusiastic about the prospect of another Clinton.

Goldwater Girl: Clinton’s involvement in national politics began with her 1964 volun-
teer stint on Republican Senator Barry Goldwater’s presidential campaign. In 1968, how-
ever, Clinton supported Eugene McCarthy’s candidacy for the Democratic presiden-
tial nomination, and in 1972, she worked on George McGovern’s doomed White House 
bid, thereby solidifying the Democratic political identity that characterizes her today.

Challenges: For starters, Sanders is running against the most popular non-incumbent can-
didate in the history of the Democratic party, and despite his usurping Clinton’s lead in 

both the Iowa and New Hampshire polls, analysts warn against reading too much into 
these results: Sanders’ support base, though enthusiastic, is also narrow, and he has 
yet to win over two of the Democratic party’s key demographics, female voters and 
black voters. And, while some will point to Barack Obama’s 2008, come-from-behind 
primary victory as evidence of political precedent for a Sanders win, a key difference 
between the two candidates is the support Obama received from an overwhelming 

majority of black voters; a voting bloc which, in this race, favors Clinton over Sand-
ers by a factor of nearly five. Which means Sanders’ campaign could ultimately prove 

more similar to those of past “party insurgents” like former Vermont Governor Howard 
Dean, whose strong anti-establishment campaign in 2003 was not enough to secure the 

nomination, which ultimately went to current Secretary of State John Kerry. Most recently, Sanders 
has drawn criticism for his inconsistent record on gun control, having voted in favor of an assault 
weapons ban and universal background checks, but against the Brady Bill and in favor of allowing 
firearms on Amtrak trains. Finally, Sanders lacks any semblance of the establishment support that 
has so far fueled Clinton’s campaign, as he has not yet received a single congressional endorsement.

Not Another Nader: Sanders has unequivocally stated that he will not run as an Independent candidate 
in the general election, should he fail to secure the Democratic nomination. His reluctance to launch 
a third-party White House bid stems from his concern that it might ultimately facilitate a Republi-
can victory—a scenario all too familiar to former Vice President Al Gore, whose narrow loss in the 
2000 presidential election soured many Democratic voters on the very idea of third-party candidates.

situations from Libya, to Afghanistan, to the bin Laden raid—drawing a stark contrast to Clin-
ton’s record as a hawk. Like Clinton, though, Biden did vote in favor of the 2002 Iraq inva-

sion, though he has since been very open about how much he regrets the decision. Part of 
Biden’s campaign would undoubtedly center, too, on his now-infamous candor and au-
thenticity (or his ostensible lack of a conversational filter—six of one, half dozen of the 
other, really). The Biden Brand has all but acquired a life of its own in recent years, thanks 
in part to his tendency to go completely off-script and do things like publicly declare his 
support for same-sex marriage, well before the White House had taken an official stance. 

Challenges: Biden’s in a bit of “damned if he does, damned if he doesn’t” type of situa-
tion for 2016: at 72 years old, this would be his last shot at a job to which he has aspired for 

most of his life, with failed candidacy bids in 1988 and 2008. So, if he didn’t run (or if he 
ran and lost), he would be the first incumbent Democratic vice president since Alben Barkley (Harry 
Truman’s second-in-command) never to become the party’s candidate in any subsequent election. 
(Biden’s historical, vice presidential analogs are Lyndon Johnson in ’64, Hubert Humphrey in ’68, 
Walter Mondale in ’84, and Al Gore in 2000.) But with the amount of establishment support (and 
major donor dollars) behind Clinton, there’s a good chance Biden wouldn’t win even if he did decide 
to run. And with the recent and untimely passing of his eldest son Beau, Joe Biden has been very 
open about his uncertainty of whether or not he’s emotionally ready to commit to a White House run.

Leaving on an Amtrak Train: In 1972, shortly after he was elected to the Senate, Biden lost his first 
wife and infant daughter in an automobile accident. In light of that tragedy, Biden began making the 
90-minute commute from Capitol Hill to his home in Wilmington, Delaware every day, in order to 
spend more time with his two young sons. Biden maintained the practice throughout his Senate career.

650,000 of the four million people displaced by Syria’s civil war, as well as for his stance on gun 
control, which is arguably the furthest left-leaning of any of the Democratic candidates.

Challenges: Democratic voters, by and large, have no idea who O’Malley is. 
O’Malley, however, remains undeterred by this, often citing Democratic hope-
ful Gary Hart’s 1984 primary campaign (for which O’Malley worked as a volunteer) 
as evidence that slow and steady, even if it doesn’t win the race, can at least have an 
impact. (Hart, who spent months languishing on the outer margins of his party’s 

polls, didn’t win the nomination, but did prove a formidable opponent to party fa-
vorite Walter Mondale.) Marring O’Malley’s political legacy, however, is the April 2015 

death of Freddie Gray, an unarmed black man who died while in custody of the Bal-
timore Police Department. Some of O’Malley’s critics have speculated that it was the 

“tough on crime” policies of O’Malley’s mayoral tenure that fostered an environment rife with ra-
cial tension and mistrust of law enforcement, both of which were key factors in Gray’s death.

Simon Says: In 2004, O’Malley was immortalized in season three of David Simon’s HBO 
drama The Wire, providing (at least some of) the real-life inspiration for fictional Balti-
more politician Tommy Carcetti. O’Malley, who is highly critical of Simon’s dark portray-
al of life in Baltimore, is less than flattered by the comparison, and a 2014 article in the 
Washington Post says that “aides and staffers [still] know not to mention it around him.”

raise taxes on those earning more than $250,000 annually), he opposed the war in Iraq, 
and his “pet” issue for this campaign has been prison reform and a call to start treat-

ing drug addiction as a medical problem, instead of treating it as a criminal concern.

Challenges: Webb’s defining personality trait seems to be his low-key, semi-private nature, 
so in an election cycle where few to none even know who he is to begin with, his tendency 
to lay low isn’t going to do him any favors. Like O’Malley, Webb poses another viable al-
ternative in the case of a Clinton Campaign Machine derailment; unlike O’Malley, Webb 

would probably fare better than past Democratic candidates in states that haven’t gone blue 
in a general election since the Bill Clinton years, such as Arizona, Georgia, Kentucky, and 

Louisiana, to name a few. The problem for Webb, however, is that the qualities that make him 
appealing in those southern states, are the same qualities that are going to make it hard for him 

to win primary support from a Democratic party that has been inching ever-further left in recent years. 

A Man of Many Words: Before getting into politics, Webb worked as a writer and war jour-
nalist, even earning an Emmy for his 1983 coverage of US Marines in Beirut for PBS. 
Webb’s 1978 novel, Fields of Fire, is widely regarded as the “classic Vietnam War novel.”

that arena. He also wants to switch the US to the metric system, so there’s that, too.

Challenges: Chafee has minimal name recognition, a two-person staff, and al-
most no financial support (he raised $30,000 in donations in his first quar-
ter of campaigning). With an estimated personal net worth of $50 million, how-
ever, he could afford to self-finance. But, millions of dollars or not, he’d still 
have to overcome a less-than-stellar record as governor on top of everything.

O, Tannenbaum!: In 2011, Chafee found himself embroiled in a not-so-merry 
controversy when he referred to the trimmed evergreen in the Rhode Island State 

House as a “holiday tree” instead of a “Christmas tree.” To Chafee, this was a small ges-
ture toward being more inclusive of other religions; to the state of Rhode Island, it 

was an egregious political misstep, the backlash to which garnered national media attention.
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Is There a Chamber Trend Toward Obsolesence?

The Elephant on the Street: The Solution to Homelessness is Good for Business

McDonald’s and the Real Food Movement

Penny Maynard, IOM
Contributing Writer

 Ask ourselves, is obso-
lescence in our future? The 
recurring theme at confer-
ences is often “relevancy.”
 Since there is no clear defi-
nition for a chamber of com-
merce under the US Chamber, 
or through state chambers, 
there is often confusion sur-
rounding the question, “What 
is a chamber of commerce?” 
Perhaps chambers are losing 
relevancy with the current boil-
erplate paradigm. (I am writing 
primarily about smaller cham-
bers since there are more small 
businesses and small communi-
ties in the US than major corpo-
rations and metropolitan cities.)
 Many factors come into play 
in defining a chamber and its 
role, but a crucial one is that a 
chamber of commerce is what 
its specific community says it is. 
Chambers in smaller communi-
ties tend toward acting as “com-
munity boosters” that work to 
get along with everyone. They 
specialize in networking and 

Brianna Clegg
Staff Writer

 Homelessness presents a 
multitude of problems to mod-
ern society, not the least of 
which is the immense human 
suffering it causes. But it also 
has the potential to negative-
ly impact businesses in areas 
where the homeless congregate.
 Homelessness is a prob-
lem that is often pushed aside. 
Sure, people talk about how 
much homeless outreach costs 
taxpayers, but rarely do the 
potential peripheral effects on 
business come up in the con-
versation. Chambers of com-
merce should always be on the 
lookout for ways to improve the 
business environment in their 
area, and curtailing homeless-
ness could be a highly effective 
means of doing exactly that.
 Image is one of the most 
important parts of any suc-
cessful business. Helping the 
homeless population posi-
tively impacts a business’s im-
age in two ways: public per-
ception of business morals 
improve, as does as the literal, 
physical appearance of your 
business and neighborhood.

Taylor Garritt
Staff Writer

 The birth mother of the Big 
Mac, the Father of Fries, the 
patron saint of fast food lovers 
has finally met its match: once 
hailed as “recession proof,” Mc-
Donald’s has experienced a re-
cent decline in profits as a new 
generation of consumers make 
it clear that they care about 
what they put into their bodies.
 Let’s face it; the fast food 
industry has changed dramati-
cally since its initial boom back 
in the 1950s. Back then, confor-
mity was the driving force be-
hind consumer spending hab-
its, as one’s ability to “keep with 
the Joneses” (pardon the cliché) 
was seen as a direct measure 
of personal financial stability. 
Consequently, the general pop-
ulation found itself fascinated 
with assembly-line sameness 
and, in the case of McDonald’s, 
the magic surrounding just how 
fast this new “fast food” was.
 Fast forward to to-
day, and this fast food na-
tion is changing its tune.
 The nation, and the world, 
as we know it today has begun to 
lift the veil surrounding the food 
industry, its operations, and 
business practices. Along with 
the prominence of the Internet, 
where information is right at 
our fingertips, a new consumer 
conscientiousness has ignited a 
demand for transparency that is 
now shining light on any and ev-
ery dirty little secret it can find.
 With sales and traffic con-
sistently falling, McDonald’s 
performance numbers suggest 

are often events-driven. These 
chambers have less of a busi-
ness advocacy policy, and look 
more toward networking as the 
best way to help businesses.
 The saying, “People tend to 
do business with people they 
know” is a common theme that 
holds true in smaller communi-
ties. Chambers in these com-
munities leave business advoca-
cy to either their state chamber, 
regional coalitions of chambers 
of commerce, or economic 
development organizations.
 One possible approach for 
these smaller communities 
when it comes to business ad-
vocacy is to partner with other 
chambers and adopt a regional 
approach on broader, state-wide 
issues. In addition, let your state 
chamber do the lobbying for 
pro-business legislation, since 
it is probably better equipped 
with staff and other resourc-
es to do this job effectively.
 For smaller community 
chambers to remain relevant, 
consider operating as fiscally 
sound, five-day-a-week organi-
zations, with events primarily 

  A recent study lead by Dr. 
Rob Eyler of Economic Foren-
sics and Analytics looked into 
the potential side effects of in-
creased homelessness on busi-
nesses in the city of Petaluma, 
California. The study examined 
what might happen if servic-
es provided by the Commit-
tee on the Shelterless (COTS), 
an organization that serves 
the homeless, were reduced.
 Dr. Eyler estimated the po-
tential impact of a one percent 
reduction in revenue for busi-
nesses affected by the reduced 
COTS services. Based on the 
premise that the increased 
presence of homeless indi-
viduals would alter foot traf-
fic to the area, Dr. Eyler found 
the business losses would to-
tal as much as $20.6 million 
annually, and would contrib-
ute to the loss of area jobs.
 Depending on your local 
loitering and vagrancy laws, it 
can be difficult to manage the 
homeless in your area using pu-
nitive laws. Even if the home-
less were forced to simply move 
to another area, the problem 
wouldn’t be solved, just shifted.
 Given the potential eco-
nomic impact of a large home-
less presence, the best option for 

that it is among the biggest 
victims of the transparency-
focused consumer agenda. Ac-
cording to US News & World 
Report, in April of this year, 
McDonald’s faced its lowest 
quarterly reading since 2007.
 This drop in sales, and the 
shift in consumer perception 
of the fast food giant from one 
of universal love, to one more 
colored by skepticism, ambi-
guity, and in some cases dis-
dain, has not been sitting well 
for the men behind the curtain.
 Last May, McDonald’s an-
nounced a revitalization cam-
paign to combat the company’s 
sales woes. The plan—titled 
“Plan to Win 2.0”—officially 
went into effect on July 1, 2015. 
In a video overview of “Plan to 
Win 2.0” released by the com-
pany, McDonald’s CEO Steve 
Easterbrook said, “I will not 
shy away from the urgent need 
to reset this business,” add-
ing that the company needs 
to find a way to focus on do-
ing fewer things, better. Now 
in effect, the campaign aims to 
revamp McDonald’s outdated 
image and make the compa-
ny more competitive in a fast 
food landscape comprised of 
more socially-aware compa-
nies like Chipotle, known for 
their cutting-edge take on fast 
food that speaks to our increas-
ingly health-conscious society.
 The McDonald’s turn-
around plan has three main 
components: re-franchising 
3,500 of its 36,000 global es-
tablishments in an effort to cut 
costs; simplifying the menu 
in order to streamline service; 

funding their operations. There 
are some good non-dues reve-
nue options out there. I have de-
tails on one in particular that is 
even recession-proof; email me 
for more information on that.
 At the chamber, work be-
hind the scenes from a position 
of fiscal strength to engage in 
low-key governmental affairs. 
Once you have established wide-
spread community support (a 
process facilitated by your cham-
ber not constantly promoting 
political positions with which 
people may not agree), you 
can make things happen with 
city officials behind the scenes.
 In larger cities (i.e., popu-
lations of 100,000 or more), 
there is a stronger pro-business 
focus that places less empha-
sis on personal relationships, 
and more emphasis on profes-
sional ones. These chambers 
represent businesses quite ef-
fectively at various levels of gov-
ernment and commissions, in-
cluding state, federal, and local.
 I often hear recommenda-
tions for regional chambers, but 
there is one such recommenda-
tion that I generally do not sup-

businesses is to encourage pro-
grams that help get the home-
less off the streets and in a place 
where they can make positive life 
choices for themselves. Because 
homelessness is such a momen-
tous problem, it would also be 
helpful to focus on a particular 
subset of the homeless popula-
tion: the chronically homeless.
 People who are chronically 
homeless (i.e., those who have 
been homeless for at least a 
year, or who have expe-
rienced homelessness 
at least four times 
in the last three 
years) consume 
a dispropor-
tionately large 
amount of the 
resources avail-
able to the home-
less population.
 Traditional ap-
proaches to homeless-
ness require sobriety and em-
ployment in order to achieve 
permanent housing status. But 
in this case, it is important to 
consider what comes first: the 
chicken or the egg? Is it pos-
sible that someone might re-
quire the stability afforded 
by consistent housing before 
they can begin to make posi-

and improving their declining 
reputation among consumers.
 It’s that third point, though, 
that best addresses what is 
likely at the root of McDon-

ald’s consumer perceptions 
problems: the quality of their 
food. In the revitalization plan 
announcement video, Easter-
brook spoke to that very point, 
saying, “The business cannot 
ignore what consumers are 
saying when the message is 
clear: We’re not on our game.”
 But it’s not just about the 
quality of the menu items; con-
sumers are also put off by some 
of the company’s food produc-
tion practices, and its long-
standing tradition of trying 
to obscure the details of these 
practices from consumers’ view. 
 On October 13, 2014, with 
its image steadily losing favor in 
the eyes of the American con-
sumer, McDonald’s launched 
a campaign called “Our Food, 
Your Questions.” This cam-
paign aimed to give consumers 
what McDonald’s thought they 

port. I was a chamber executive 
in the past, and headed one of 
eight organizations under a 
state chamber. The coalition 
held, just barely, for a few years. 
Local chambers began leav-
ing after being swallowed up 
by the state chamber and los-
ing their individual community 
identity. The coalition/regional 
model was used primarily for 
legislative advocacy, but I be-
lieve that smaller communities 
want and need to maintain their 
uniqueness, and should, there-
fore, remain separate entities.
 Regionalization can work 
on a few issues, such as tourism 
and economic development, 
but sometimes, smaller, lo-
cal, chambers are better able to 
serve their local communities.
 A concern that has con-
tributed to businesses leaving 
chambers of commerce is the 
growth of associations. Asso-
ciations often provide similar 
services and programs, but for 
one type of business rather than 
for the many different types that 
tend to belong to chambers of 
commerce. The US Chamber 
has shown that this broader 
model is not always the most ef-

tive choices, and effect posi-
tive change in their own lives?
 “Sobriety first” systems have 
proven to be fairly ineffective, 
not to mention expensive. Po-
licing the homeless and pay-
ing for the emergency services 
they use costs a lot. For that 
reason, cities across the coun-
try have embraced a different 
way of approaching aid for the 
homeless: giving them a home, 
no strings attached. And it is 

surprisingly affordable.
 Salt Lake City, 

Utah is approach-
ing the end of a 
ten-year plan to 
eradicate chronic 
homelessness , 
and the city is 
well on its way to 

success. In April 
of this year, the Salt 

Lake Tribune report-
ed that Salt Lake’s chronic 

homeless population dropped 
from 1,932 to 173, and 80 per-
cent of individuals remained in 
supportive housing over time.
 The Housing First program 
also saved an estimated $8,000 
for every chronically homeless 
individual, in comparison to 
the amount spent per person on 
“sobriety first” programs. The 

wanted: transparency. Using be-
hind-the-scenes video footage 
and statistical data, McDonald’s 
offered consumers clearer in-
sight into how a Chicken Mc-
Nugget is made; what a McRib 
Sandwich is actually made of; 
and from where their food is 

sourced. This campaign was 
intended to give the public 
a look into how McDonald’s 
food is prepared, with the hope 
that this would make the com-
pany appear more accessible 
and in-touch with customers.
 But when consumers de-
mand transparency, it doesn’t 
always mean that they’re go-
ing to like what they see once 
transparency is achieved. For 
example, as part of the “Our 
Food, Your Questions” series, 
one question the company ad-
dressed was: “Does your beef 
contain added hormones?”
The answer? “Most of the cat-
tle we get our beef from are 
treated with added hormones, 
a common practice in the U.S. 
that ranchers use to promote 
growth.” When asked whether 
or not McDonald’s uses the 
“so-called ‘pink slime’” in their 

fective, since businesses tend to 
drop membership if their issues 
are not addressed at the nation-
al level, or if issues addressed 
nationally are ones with which 
they do not agree because they 
are not good for their specific 
business or industry. For this 
reason, associations tend to do 
better at government advocacy 
on state and federal legislation.
 One reason for question-
ing the continued relevancy of 
chambers of commerce is that 
some seasoned executives (as 
well as newer executives being 
taught by them) are pursuing an 
outmoded business model that is 
fast becoming obsolete. Cham-
ber executives need to get out of 
the bubble and away from much 
of what they were trained to do 
more than twenty years ago.
 Chambers that continue to 
stress membership are an exam-
ple of this shift toward updating 
the organizational model to im-
prove relevance. But this is not 
necessarily true of all chambers. 
When I began in the chamber 
industry, the received wisdom 
was “75 percent membership, 
25 percent events.” I think we 
have almost flipped these num-

Housing First solution is not 
only saving money up front, but 
it’s also affording the chroni-
cally homeless a path to more 
stable, healthy lives, while si-
multaneously helping keep the 
streets of Salt Lake a place where 
consumers want to be spend-
ing their time--and money.
 Despite the efficacy of 
such programs, those wish-
ing to implement them must 
first overcome two major 
obstacles: local homeless-
ness policies and funding.
 The United States Inter-
agency Council on Homeless-
ness (USICH), a conglomerate 
of nineteen federal agencies, 
coordinates the federal re-
sponse to homelessness and 
is predicated on the belief 
that the solution to homeless-
ness does not rest in a single 
federal, state, or local entity.
 USICH provides online re-
sources for communities and 
policymakers regarding the 
implementation of Housing 
First programs. One important 
way businesses and chambers 
of commerce can contribute 
to the adoption of such a pro-
gram would be to support and 
promote legislation in favor 
of Housing First programs.

burgers, the response was: 
“Yes, we used Lean Finely Tex-
tured Beef between 2004 and 
2011. We do not use this today.” 
Which is only about half an an-
swer because, well—what does 
that mean you’re using today?
 After facing backlash over 
some of the production prac-
tices revealed by the company’s 
push for increased transpar-
ency, McDonald’s seems to have 
realized that what American 
consumers wanted from their 
most historically beloved fast 
food chain was never trans-
parency just for transparency’s 
sake; they weren’t looking for 
a clearer glimpse of what they 
had already suspected were un-
healthy food production pro-
cesses. What they wanted was 
transparency that would foster 
corporate accountability and 
force McDonald’s to address the 
growing disparity between the 
food consumers were looking 
for, and the food McDonald’s 
had been hoping to sell them.
 In the US inparticular, con-
sumer spending trends show 
that diners have grown less 
interested in “fast food,” and 
more interested in “good food, 
fast.” This has contributed to the 
growing success of restaurants 
like Chipotle, Five Guys, Shake 
Shack, and Panera—restaurants 
that don’t offer full table ser-
vice, but are more conscious of 
food quality—relying less heav-
ily on frozen or processed in-
gredients than their traditional 
fast food counterparts. Con-
sequently, consumers perceive 
the food at these “fast casual” 
restaurants as healthier than 
standard fast food menu fare.
 Following Chipotle’s well-
received example of remov-

bers in recent years. I’ve had 
great success with recruiting 
only 25 percent or so of the 
businesses in the community 
to become chamber members. I 
worked to grow events through 
sponsorships and increased 
attendance, leaving business 
advocacy mostly to our state 
chamber or regional group.
 With nominal dues increas-
es and a tiered dues program, 
we were able to remain a com-
munity booster while growing 
our tourism-based economy. 
Additionally, when we did go to 
our city government to advocate 
on some local issue, we were lis-
tened to and supported because 
we had not been constantly 
pushing an aggressive agenda.

After a 22 year career as a cham-
ber executive professional and 
a graduate of the US Cham-
ber Institute program, Penny 
now provides, through Cham-
ber 911, consulting services as 
a transitional executive, finan-
cial turnaround specialist, and 
will evaluate your chamber. 
To learn more, contact Penny 
at pdanabeach@gmail.com or 
by cell phone at 949-370-6520.

 A second way chambers can 
contribute is to support the non-
profit and private sector entities 
that offer services to the home-
less. USICH relies on many non-
government organizations that 
directly meet the needs of the 
homeless, and it is important 
that they are supported in order 
to continue meeting those needs 
and maintain program efficacy.
 Helping the homeless is 
good for the economy and for 
individual communities, and 
what is good for the economy 
and communities is good for 
business. If your city’s strate-
gies for helping end homeless-
ness haven’t been working, 
consider looking to Salt Lake 
City, and other municipalities 
like it, as an example of how 
to effectively address the chal-
lenges posed by homelessness. 
 Businesses and business or-
ganizations represent a power-
ful force in the political world 
and society as a whole, and when 
they rally behind worthwhile 
causes, everyone comes out 
ahead. Aiding in the creation of 
programs that positively impact 
the homeless population could 
lead to long-term positive ef-
fects on business communities, 
and on our country as a whole.

ing artificial ingredients from 
its menu items, McDonald’s 
has come out with a “simpli-
fied” take on grilled chicken, 
cutting unrecognizable in-
gredients to cater to a current 
population focused on fresh.
 The goal was achieved: cre-
ate a fast food chicken sandwich 
made of real ingredients. But the 
impact was probably less than 
intended, as consumers were 
not all that impressed. Maybe 
it’s a matter of too little, too late; 
or maybe it’s just that the typi-
cal consumer has moved on.
 McDonald’s is changing 
as they try to keep their head 
above water and navigate ter-
ritory they have rarely found 
themselves in: amid a declining 
interest in traditional fast food. 
They are doing what they do 
best, marketing to appeal to the 
masses. Since the preference of 
the masses is evolving, McDon-
ald’s must follow suit by using 
prominent buzzwords such as 
“artisan,” “organic,” and simply, 
“real,” in order to stay relevant.
 McDonald’s revitalization 
and shift towards “real” food 
made with “real” ingredients 
is an attempt to remain a fast 
food leader. It’s a small step, 
but a small step for such a large 
company is a promising vic-
tory for the new consumer.
 It’s the perfect exam-
ple of supply and demand, 
of the power of voting with 
your dollar, and of the power 
of the real food movement.

McDonald’s Artisan Grilled Chicken Sandwich
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