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Election 2016: Political Landscape in Turmoil

The National Chamber Review

Crowdfunding and the Rise of the 
“BEGGING ECONOMY”

The Empire of Professional Sports 
Nicole Milano
Staff Writer

For more than five years 
now, a new way of fundrais-
ing has been gaining traction: 
crowdfunding. Crowdfunding 
is the practice of asking normal, 
everyday people to fund entre-
preneurial projects. Startup vi-
sionaries use websites like Kick-
starter or GoFundMe to design 
campaigns aimed at garnering 
grassroots support for their proj-
ects and initiatives. These sites 
provide individuals with a plat-
form to tell their story and host a 
crowdfunding campaign.

Kickstarter, founded in 
2009, was originally designed to 
support creative projects. Prior 
to the launch of a campaign, 
the project founder sets a fun-
draising goal, and only receives 

 
   
  
 
 
 
 
 
 
 
  

 Candidates who would have 
been relegated to the margins 
of minor-party ballot lines just 
a few years ago have come to 
dominate the mainstream dis-
course of the current election 
cycle. Of the five remaining can-
didates, only Republican John 
Kasich and Democrat Hillary 
Clinton are even reminiscent 
of the “establishment-friendly” 
candidates the two major parties 
traditionally put forth (and only 
one of them has better odds than 
I do of securing a nomination). 
In the Republican polls, Kasich 
currently trails behind both 
insurgent-turned-frontrunner 
Donald Trump, and Texas Tea 
Party Senator Ted Cruz. On the 
Democratic side, the political 
machine that is the Clinton can-
didacy has found an unexpect-
edly formidable opponent in 
Vermont Senator Bernie Sand-
ers, and his self-identified “dem-

ocratic social-
ist” ideals.

 

A s -
s e s s i n g 
the shifting 
boundaries of 
American politi-
cal parties hardly 
constitutes any 
sort of journal-
istic innovation; 
in fact, it’s per-
haps one of the 
greatest pastimes 
of the American 
news media, es-
pecially during an 
election year. But 
unlike the other 
analytical under-
takings of its kind, 
the point of this piece is not to 
make any sweeping predictions 
about Where The Parties Are 
Headed. This is, admittedly, a re-
flection of my own bias: it seems 
to me that predictions, if they are 
to be anything more than blind 
shots in the dark, must be in-
formed by past trends; by histor-
ical analogs culled from our col-
lective memory to help inform 
our contemporary existence.

 The party boundaries of the 
2016 election, however, appear 
to constitute enough of a devia-

tion from the status 
quo that these exercises 
cease to be a productive 

means of gaining insight 
and understanding. In-

stead, this year, it might 
more productive to con-
textualize the 2016 presi-

dential election by exam-
ining its historical basis, and 
identifying the social, political, 
and economic conditions that 
have precipitated the spectacle of 
party upheaval to which we are 
currently bearing witness.
 Where The Party At? (A 
Brief History):
 The Republican and Demo-
cratic Parties have been the two 
dominant forces in American 
politics since the 1860s, when 

Abraham Lincoln became the 
first Republican in the White 
House. (The Democrats had 

been around 
since 1828, 

t h e 
same year that 
party founder 

Andrew Jack-
son assumed the presidency.) 
But our “two-party system,” as 
it’s known, was not the version 
of democracy that the Founding 
Fathers had originally set out to 
create. In fact, the authors of 
the Constitution (James Madi-
son in particular) hoped to pre-
vent the establishment of politi-
cal parties in the United States, 

pledged funds if his or her proj-
ect reaches that goal. Funds are 
typically pledged by users (or 
“backers”) in exchange for other 
incentives. These incentives can 
be actual products, but they can 
also include things like shout-
outs or meet-and-greets from 
the brains behind a given op-
eration. GoFundMe, founded in 
2010, is a bit more lax on the lo-
gistical specifics: users can raise 
funds for any cause, and have 
access to all funds raised, regard-
less of whether or not they reach 
their campaign goal. It’s also not 
unusual to see GoFundMe cam-
paigns that grant backers little 
more than the personal satisfac-
tion of having helped someone 
out in a time of need, in ex-
change for their donations.

In theory, these platforms 
are meant to level the proverbial 
playing field for aspiring entre-
preneurs who need access to 
start-up funds. The traditional 
methods of seeking funding 
from venture capitalists or inves-
tors, while lucrative for some, 
can be difficult for first-time 
business owners to navigate, and 
are subject to myriad biases. As 
the poor man’s investor pitch, 
crowdfunding should be a gift to 
small economies.

The days of courting inves-
tors with lunch, drinks, and a 
custom pitch are waning. With 
crowdfunding platforms, entre-
preneurs can write one pitch and 
send it en masse to hundreds of 
potential investors. The ease of 
this process is enticing to busy 
small entrepreneurial hopefuls. 

There’s just one question: does it 
actually work?

There is research to sup-
port the idea that smart entre-
preneurs can use crowdfund-
ing sites to reach experienced 
investors whom they may not 
otherwise meet. With a good 
business plan and smart mar-
keting strategies, it is possible 
to create a community of expert 
investors to support a small 
business—monetarily and oth-
erwise. To build this communi-
ty, crowdfunding hopefuls must 
identify and research their tar-
get audience. This includes not 
only investors, but consumers, 
too. 

The most successful crowd-
funding entrepreneurs are the 
ones who take the time to de-
velop an audience before mak-
ing the big ask for funds. This 
means reaching out to and en-
gaging with customers on the 
ground floor, specifically via 
social media and email mar-
keting. Sharing ideas with, and 
asking for feedback from, early 
buyers helps entrepreneurs fine-
tune their business plans before 
launching a crowdfunding cam-
paign. Plus, social media mar-
keting creates an army of “brand 
ambassadors.”  Brand ambassa-
dors, in their most basic form, 
are consumers who represent a 
brand in a positive light, publicly 
singing a brand’s praises, ideally 
of their own volition. (There do 
exist paid brand ambassadors, 
but really, which one do you 
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Brian VanDenBergh
Staff Writer

Every February, after awards 
have been handed out, after all of 
the games have been played, and 
the confetti has been swept up, 
31 empty stadiums sit cold and 
waiting for the bright lights of 
the fall to come roaring back like 
so many of the come-
backs they themselves 
have borne witness to. 

At virtually any giv-
en point in a day, you 
can tune your radio or 
television to ESPN, Fox 
Sports 1, and the like 
to be greeted by talk, 
news, and game shows 
that promise debate, dis-
cussion, and the latest-
breaking sporting news. 
Of all the sports, leagues, 
teams, games, and play-
ers in the United States, 
one topic, no matter the 
time of year, owns the 
lion’s share of Internet 
column inches, social 
media posts, and radio 
and TV airtime: the Na-
tional Football League. 

Founded in 1920, the 
NFL has grown to be the 
nation’s most watched, 
and most profitable, facet 
of the professional sports indus-
try. A report by CNN classifies 
it as the “world’s richest sports 
league,” projecting the NFL’s reve-
nue in 2015 to exceed $13 billion.

The league’s 32 clubs (yes, 
there are 32 teams to 31 sta-
diums; the New York Jets and 
the New York Giants share 
MetLife Stadium in East Ruth-
erford, New Jersey) are not just 
teams, but powerhouse brands 
in themselves. According to 
Forbes, in 2015, the average 
NFL team is worth just under 
$2 billion, while the league as a 
whole generated a whopping $9 
billion in revenue for the 2013-
2014 season alone. The most 
profitable team in the league, 
the Dallas Cowboys, is valued at 
around $4 billion, making it the 

most profitable sports franchise 
on the planet.

Continuous, nonstop cov-
erage; regular season games in 
London; fantasy sites; merchan-
dising; players making a differ-
ent kind of name for themselves 
as tabloid regulars; media and 
sponsorship deals—all are shin-
ing jewels adorning the crown of 

the NFL. And the Super Bowl? 
Well, let me put it this way: the 
top five most-viewed American 
broadcasts in television history 
are all Super Bowls. This empire 
is not just surviving; it’s thriving.

The cities and communi-
ties that these teams call home, 
and the millions of hometown 
fans who worship them, are of-
ten filled with a strong sense of 
hometown pride when it comes 
to cheering for their representa-
tive sports team. But are any of 
them actually gaining anything 
other than entertainment, spec-
tacle, and bragging rights from 
playing host to these teams? 
 Not even sort of. 

The greatest goal for all of 
the teams in the NFL, NBA, 
MLB, and NHL is to be The Best, 

though whether that means win-
ning the most games, or mak-
ing the most money, is anyone’s 
guess. But either way, one thing 
is certain: having the best draft 
pick doesn’t hold a candle to hav-
ing the newest and best stadium 
money can buy. Since 2009, three 
new stadiums have been built for 
NFL teams, with two more on the 

way. The average cost of 
these home fields? $1.3 
billion. 

So where does all 
that money come from? 
Usually, new stadiums 
are paid for by a com-
bination of public and 
private dollars, with the 
“public” share of that tab 
averaging about 65 per-
cent. Once they’re built, 
however, the city, mean-
ing primarily the taxpay-
ers, are left to pay main-
tenance costs, as well as 
the demolition bill for 
razing the old stadiums 
the teams leave behind. 
Teams can sell the new 
stadium’s naming rights 
(see: New England Pa-
triots’ Gillette Stadium; 
New York Mets’ Citi 
Field, Buffalo Sabres’ 
First Niagara Center) 

and use the facility to 
host concerts and special events, 
pocketing every last dollar of as-
sociated revenue all the while. If 
city residents think this sounds 
like a raw deal and refuse to help 
fund the stadiums or pay for their 
upkeep, the team owners simply 
threaten to pack up and move to 
another city. And having a team 
leave your city? Not exactly the 
best alternative: from politicians, 
to commentators, to local resi-
dents, many see a pro sports fran-
chise’s departure as the sounding 
of a city’s death knell.

When faced with that choice, 
local communities have to make 
an impossible decision: dig in 
their heels and resist the allure of 
a flashy new home team, or start 
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With roughly six months 

until its conclusion, the 

2016 presidential 

election is already 

shaping up to be one of 

the most unusual in recent 

memory.

CARLY MORGAN  
Head Writer
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In so many ways, the most 
talked about 2016 presiden-
tial candidates such as Donald 
Trump and Hillary Clinton are 
less a comment on the state of 
American politics but more a 
reflection of our rapidly chang-
ing media landscape. As Ameri-
cans, we are exposed to more 
news media (on a wider range 
of platforms) than ever before. 
And with thousands, if not mil-
lions, of print news publica-
tions, broadcast channels, on-
line news sources, and social 
media sites all vying for our 
attention, it’s no wonder every 
news outlet is looking to push 
out the punchiest, most outra-
geous stories. Because people 
actually watch them.

Enter Donald Trump. Real 
estate mogul. Former reality 

TV star. And now presidential 
hopeful, he has caused people 
all across the country to sit back 
and try to determine how he’s 
gotten this far. The Atlantic on 
Trump’s presidential run, “Sur-
prising his rivals, the press, 
and—one suspects—himself, 
The Donald is the biggest politi-
cal story in America.” But how? 
He has never held public office. 
And for many of us, his cam-
paign reads as one big practical 
joke. However, the Donald sure 
knows how to market himself. 

He understands it’s more about 
presentation, how you look, 
than what you do or even who 
are you are. At least, at the start.

Since the first televised pres-
idential debate in 1960 between 
John F. Kennedy and Richard 
Nixon, public image has been a 
key influencer in politics. Ken-
nedy, a longshot for the presi-
dency prior to the debate, came 
off as poised, confident and 
handsome whereas Vice Presi-
dent Nixon, arguably the better 
debater and far more experi-
enced, appeared incompetent in 
a pool of his own sweat. Many 
say that debate won Kennedy 
the presidency. 

In fact, that debate changed 
the face of politics as we know 
it. From then on out, presenta-
tion, image and how candidates 
connected with voters became 
major factors. Donald Trump 
knows this, and has taken ad-

vantage of it. He’s practically 
transformed himself into a full 
blown cartoon character: two-
dimensional, loud and utterly 
ridiculous but hugely recogniz-
able and ultimately relatable.

This persona is mainly ac-
complished through constant 
media exposure. Trump calls 
into radio talk shows. Does ev-
ery TV interview. Phones into 
broadcasts. He has 4.9 million 
Twitter followers, rivaling that 
of the POTUS himself, and peo-
ple could not wait to watch him 

host SNL. The Washington Post 
nailed it on the head when de-
scribing his marketing approach, 
“Talk to the press (and everyone 
else) a lot. They will write what 
they write. But most people will 
just see the name in the news—
and that’s the key.” Trump may 
be over-exposed, no question. 
But his marketing strategy has 
led people to feel like they know 
him. Which in this day and age, 
is a huge leg up.

Other candidates who un-
derstand the importance of re-
latability, especially effective 
through social media, have tak-
en an approach that differs from 
Trump’s. Hillary Clinton, for 
example, has gone all out social. 
She has highly active accounts 
through not just Facebook and 
Twitter, but Instagram, Pinter-
est, Snapchat, and even Spotify. 

A recent Pew Research poll 
indicates that more Americans 
are using social media to con-
nect with politicians, showing 
that 16 percent of registered 
voters follow a political figure 
on a social media site, a 10 per-
cent jump from the 2010 mid-
term elections.

Hillary’s Pinterest boards 
feature pictures of female role 
models, childhood photos, and 
updates from her campaign 
trail. During the first week of 
school for many students, the 
Clinton campaign posted a 
high school picture of her on 
Snapchat, captioned “Here’s to 
the nerds. Happy first day of 
school!” All of this of course, is 
carefully planned and executed. 
“The goal is to create an image 
around Clinton, humanize her 
and make her more relatable,” 
says Syracuse University pro-
fessor Bill Jasso, specializing in 
public relations.

So while Trump blasts him-
self across every available plat-
form, Hillary’s campaign choos-
es to take a more controlled, 
targeted approach pairing sub-
stantive, thought-provoking 
content with seemingly off-the-
cuff posts. In a way, their two 
approaches play like a political 
marketing experiment in quan-
tity versus quality.

Ben Carson is an important 
candidate to mention as well. 
A retired neurosurgeon whose 

impassioned speech at a nation-
al prayer breakfast launched his 
run for the presidency has been 
predicated mainly by his vast 
social media efforts. Unlike his 
competition, Carson could not 
benefit from the same built-in 
infrastructure many candidates 
enjoy due to their years of serv-
ing in public office to fund his 
campaign. Which makes the 
news that he’s raised most of his 
money from online donations 
even more impressive.

Barry Bennett, Carson’s 
campaign manager says of their 
Facebook fundraising campaign, 
“We’ve dominated the process of 
converting likes to donors.” 

And instead of smear cam-
paigns, or negative ads, Car-
son has been more successful 
using tools like “Pet Week,” an 
online push featuring images 
of animals next to Carson sup-
port signs. An example was of 
a dog next to a post that read, 
“Brownie Barks for Ben.” Re-
inforcing the image that he’s 
kind, decent and maybe a little 
snuggly. Adjectives presiden-
tial campaigns would normally 
run from, but seems to be doing 
pretty well for Carson.

Media sources have dubbed 
Carson the “anti-Trump.” But 
he really seems to be marketing 
himself as the “anti-politician.” 
Something his inspiring rags-to-

riches, or inner-city Detroit to 
Harvard Medical School story 
can hardly deny. His background 
appeals to the every man in a 
way Trump’s and Hillary’s can’t. 
What many would see as a dis-
advantage, Carson’s campaign 
has used to make him stand out.

In the end his run came 
up short, but his marketing al-
lowed a relatively unknown, 
non-political entity to make a 
decent attempt at a nomination.

So, how can chambers of 
commerce use these market-
ing strategies, or similar ones 
to build relatability? The start 
would be to put a face to the in-
stitution. Create a character, or 
a mascot that represents your 
area. Play to your strengths. For 
someone like Donald Trump, 
he’s characterized as abra-
sive and quick-tongued. He’s 
run with it so far during his 
presidential campaign, and it’s 
worked.

Emphasize the history of 
your area. Where you come 
from. Who are now, and where 
you want to be in the future. 
People want to know that you 
understand their situation and 
can offer steps to improve it 
whether your business commu-
nity is flourishing or struggling.

Increasing marketing efforts 
would also be another step in 
the right direction. Many people 

do not know what a chamber of 
commerce is, much less what 
they do or why they’re impor-
tant. Market yourself through 
local businesses, events that local 
businesses and vendors attend 
and more. Make yourself visible.  

Also market yourself across 
dozens of platforms such as print, 
TV, and social media. Beyond just 
Facebook and Twitter. Attempt to 
branch out to more niche social 
platforms such as Instagram, Pin-
terest and Snapchat. 

Monitor activity through 
these platforms in order to dis-
cover which ones are most suc-
cessful. Start wide like Trump, 
but eventually become more 
precise and controlled in your 
marketing strategies like Hillary.

Ultimately keep your mes-
sages short and bursting with 
personality. Alternate between 
quick, eye-catching statements 
and headlines, if you will, that 
lead to more substantive infor-
mation. 

For if we know anything 
about the chambers it’s that they 
offer a wealth of information to 
their local business communi-
ty and the area they represent. 
Creating a marketing plan fo-
cused on image and relatability 
could be the way to further your 
presence in the community, es-
pecially in the minds of the mil-
lennial generation.

Image and Relatability Marketing in the 2016 Presidential Race

Kellsey Evers
Staff Writer

Today’s television market-
place is bigger than ever before. 
In addition to network televi-
sion, a wide range of shows air 
on cable, no longer playing sec-
ond fiddle to network shows in 
terms of viewership and critical 
reception; and now in more re-
cent years, television has even 
expanded to streaming services 
like Netflix, Hulu, and Amazon 
Prime, which have all begun to 
showcase their own program-
ming. Television is evolving, and 
with over 400 scripted shows in 
primetime television this year 
alone, it’s become a cluttered 
market. Networks, streaming 
services, producers, and writers 
alike are struggling to develop 
shows that will interest and 
maintain audiences. This strug-
gle has led to the growing popu-
larity of reboots and revivals in 
television.

The concept of recreating 
old shows is nothing new, but 
in the last year it has become a 
legitimate trend. ABC currently 
airs a new program centered 
on the Muppets. Fox aired a 
limited series continuation of 
The X-Files in January. Netflix 
has announced revivals of both 
Gilmore Girls and Full House. 
Showtime is planning a return of 
Twin Peaks. It seems as though 
every day marks the return of a 
former show in some new form. 

So why has this become such 
a popular strategy? Over the last 
several years, the television market 
has expanded exponentially and 
with such a large market, there is 
now plenty of room to accommo-
date the revivals of shows from the 

past. Unlike 
a medi-
um such 
as film, 
which has 
been created 
to stand the 
tests of time, 
most television 
shows that aired 
before the 80s are either 
difficult to find or completely 
inaccessible. Yet now, with more 
permanent solutions to saving 
and re-watching TV shows after 
they have aired, whether it be on 
DVR, DVD, or Netflix, television 
has established its own means 
of immortality. Reboots and re-
vivals are simply another way of 
keeping older shows alive and 
sharing them with newer, young-
er audiences.

When it works, it really 
works. In 2013, Disney Chan-
nel announced a series order 
for Girl Meets World, a sequel 
to the popular 90s show Boy 
Meets World, focusing on the 
daughter of Corey and Topan-
ga, two of the main characters 
from the original show. The 
name recognition alone im-
mediately gained Girl Meets 
World a heavy amount of buzz 
from fans of the former show, 
especially on social media. 
While plenty of dialogue does 
not guarantee a show’s success, 
it does provide it with a leg up 
over other programming. For-
tunately for Girl, the show has 
seen massive success, likely due 
to its cross-generational ap-
peal. In an article for Vulture, 
Josef Adalin discusses that even 
though younger viewers weren’t 
around when the original show 
aired, their parents and siblings 

were and “it seems 
logical that 

they en-
couraged their 
daughters and sisters 
to check out the up-
date (while some stuck 
around to watch them-
selves).” With a built-in 
audience from its prede-
cessor, Girl has managed 
to utilize a healthy mix 
of old and new by detail-
ing the day-to-day life of 
a new young character 
targeted toward today’s 
tweens, while constantly 
referencing characters 
and ideas from the older 
show.

Another option for 
reboots and revivals are 
limited series runs. While 
series spin-offs have been 
a tried and true method 
for reviving or continu-
ing shows, with successes 
including Fraiser from 
Cheers and Laverne and 
Shirley from Happy Days, 
a limited series run is a 
newer model which allows 
for a short return to the char-
acters and elements of an older 
show, but with an established 
ending. Fox plans to air new epi-
sodes of The X-Files, but it will 
only be a six episode run. With 

the original creator and cast 
involved, a limited run 
suggests that a revival is 
not just happening in or-
der to create buzz; there 
is a reason for it. In his 
Splitsider article “The 
Case for TV Revivals and 
Reboots,” Chris Kop-
cow writes, 
“ B e -

g i n -
n i ng - m i d -

dle-and-ending a 
new plotline over the 
course of one season 
lets the audience know 
that  this  story needs to 
be told, that the series’ 
revival has a purpose, 
and longtime fans aren’t 
just being taken for a 
ride.” With a focus on 
new angles and ideas 
using beloved charac-
ters and concepts with 
a close-ended storyline, 
there is plenty of oppor-
tunity for interesting, 
creative work to result 
without pushing the 
material past its creative 

peak.
Of course, there are also 

downsides that come with rec-
reating shows. While a built-
in audience from the original 
show certainly creates buzz, it 
also means the new show will be 

prime for criticisms. With high 
expectations due to appreciation 
of the original show, fans will be 
skeptical of a reboot or revival 
and comparisons to the origi-
nal are inevitable. When Netflix 
revived Arrested Devel-

opment for a 
fourth sea-

son, fans 
w e r e 
initially 

ecstat ic 
about the 

return of 
the cult clas-

sic. However, 
with several dif-

ferences in story-
telling and the show itself, 

including issues with the avail-
ability of the original actors, the 
result led to polarized viewers 
and mixed critical reception. Re-
boots and revivals always pose 
the risk of failure, but so does 
any other show.

Creating a new show, 
whether original or a revival, is 
a practice in alchemy. Between 
the concept, casting, writing, 
production, and more; every el-
ement must work harmonious-
ly together in order to result in 
a successful show that reaches 
and appeals to a wide audience. 
“So much of great television is 
like magic,” says Alan Sepin-
wall in an article for HitFlix. 
So it is no surprise that those 
in the television industry aspire 
to recreate the magic of shows 
from the past. However, with 
such a wide range of television 
programming today, revivals 
should not be created lightly or 
simply as carbon copies of their 
original source material. Cre-
ativity and originality are key, 

and when they are taken into 
account with new program-
ming, especially with reboots 
and revivals, there is a greater 
chance of meeting and appeal-
ing to viewers’ high demands 
for new and unique television 
shows.

Reboots and revivals in tele-
vision use nostalgia to market 
across demographics and gen-
erations. Marketing nostalgia 
offers the opportunity to incor-
porate the past with the pres-
ent, creating something new in 
the process. Referencing im-
ages, music, or more from the 
past typically evokes the same 
feelings that an audience once 
experienced. Coca-Cola has 
found success by capitalizing on 
its polar bear mascots around 
Christmas-time, a marketing 
campaign that first began over 
20 years ago, because most au-
diences remember the initial 
campaign (or subsequent reuses 
of it) and associate it with posi-
tive feelings.

By using something from 
the past, whether it be an old 
campaign, slogan, or mascot, 
and incorporating it into new 
content in unique and creative 
ways; businesses and chambers 
of commerce can increase en-
gagement and social sharing, 
forge a potential emotional con-
nection with their audiences, 
and also showcase their history. 
Organizations often struggle to 
strike a balance between fresh, 
innovative tactics and familiar, 
successful strategies; yet mar-
keting nostalgia offers both and 
is an excellent method of ap-
pealing to multiple generations.

Marketing Nostalgia: TV Reboots and Revivals
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Your Annual Business Conditions Report; Why You Need It

When Did Chamber Committees Go Out of Fashion?

Jason M. Ball
President & CEO, 
Hutchinson/Reno County 
Chamber of Commerce
Contributing Writer

 In so many ways, the most 
As chamber leaders we all love 
to organize press conferences, 
ground-breakings, and ribbon 
cuttings to celebrate the “new 
business coming town”. New 
business announcements grab 
the headlines and put smiles on 
the faces of board leadership 
and elected officials alike. So it 
is not surprising that the needs 
of the existing local business 
and industry base are some-
times viewed as taking a back 
seat to recruiting new firms.
 Why a Survey and Report:

 A business conditions survey 
is an essential tool in reporting on 
the condition of a local economy, 
and an easy way to identify busi-
ness that is poised for growth, un-
der operational stress, or at risk of 
closing or relocating. Engaging 
the local business community 
is the best and most sustainable 
strategy to promote job growth 
long-term. It is always easier to 
assist the growth of a company 
already in your community than 
to convince a group of business 
leaders to establish a new facility 
in another community.
 A confidential survey, ad-
ministered in person, provides 
a simple framework to initiate 
candid discussion about the 
challenges and future plans of 
a business. It also offers the best 
opportunity to identify ways 
your organization can help 
that existing business grow, or 
to prevent it from reducing its 
presence in your community.
 Business needs change 
over time due to market con-
ditions, new industry innova-
tion, and ownership changes. 
Occasionally, that means that a 
company may move or reduce 
employment.  Although there 
are no guarantees in economic 
development, business visita-
tions provide the most effec-
tive means to identify areas of 

difficulty, provide support, and 
minimize preventable losses 
of economic activity through 
company relocation, employee 
layoffs, or business shut down.
 Who to Interview and What 
to Ask:
 Each organization must de-
termine how many businesses 
to survey in order to provide 
a meaningful measure of eco-
nomic health, and balance that 
against the time and personnel 
available. Organizations in mid-
size and large cities will typically 
interview businesses which are 
primary employers; those which 
export goods and services and 
thereby inject new money into 
the local economy. In smaller 
communities it is often impor-
tant to also interview business 
leaders of the “main street” econ-
omy; retail, restaurant, tourism, 
and entertainment.
 Likewise, the survey itself 
can vary greatly in the number 
of questions asked, the detail in 
responses, and topics. There are 
always a few issues strongly rec-
ommend to address each year:
 Basic Information: name, 
contact information, new man-
agement, facility (size, condi-
tion, lease or own)
 Market: sales trends, supply 
chain, industry, products pro-
duced, competitors, market share

 Workforce: number of em-
ployees (past, present, and 
expected), recruitment and 
training practices, skills 
required
 Operations: satis-
faction with workforce, 
satisfaction with produc-
tion, satisfaction with 
utilities and community servic-
es, future changes in manage-
ment or ownership
 Community: 
strengths and weaknesses, sat-
isfaction with the community
 Future Plans: intent to hire, 
add equipment, expand, re-
duce workforce, relocate
 Follow Up Activities: un-
answered business questions, 
resources requested, inter-orga-
nizational connections
 The Report and Presentation:
 Once the data is collected, 
it is fairly easy to develop a se-
ries of charts and information 
to summarize the findings. Take 
great care to report the results of 
the survey in such a way that no 
individual or company can be 
identified by its responses. The 
objective is to give the reader 
a general understanding of the 
shared concerns of local busi-
ness leaders, and trends within 
the local economy.
 Business retention surveys 
that identify areas of chal-

lenge or dissatisfaction early 
and often allow a proactive 
response from the community 

to maintain that busi-
ness presence. Signs of a 

weakening commitment 
to a community can in-
clude dissatisfaction with a 
community service, workforce 
challenges, market condi-
tions, ownership changes, in-
adequate facilities, or a lease 
up for renewal. Over time, the 
report of results can be com-
bined with past responses to 
highlight trends and changing 
perceptions of doing business 
in a community.
 Don’t miss the Follow-Up:
 Remember, one of the goals 
of a business visitation program 
is to identify areas where eco-
nomic development organiza-
tions can help, and then deliver 
that assistance. Most often fol-

low-up activities will be related 
to providing additional infor-
mation about programs. Some 
follow-up activities required 
more ongoing interaction, such 
as facilitating contact between 
utility providers or local gov-
ernment staff.  Finally, other 
follow up activities become ex-
pansion assistance projects.
 Two Things NOT to Do:
 #1: Don’t sell a chamber 
membership, event sponsor-
ship, site, building, or anything 

else. As a business pro-
fessional your primary 
intent is to simply lis-
ten and offer assistance. 
EDOs and chambers are 
often rightly criticized 

for being too “sales” focused. 
The tenor of the interview ought 
to revolve primarily around lis-
tening and understanding the 
challenges of business.
 #2: Don’t administer the 
survey online. Yes it would be 
faster and easier for both the 
surveyor and the surveyed. It’s 
also dreadfully impersonal, and 
often won’t uncover the subtle 
frustrations or big projects that 
a business is wrestling with. Re-
member, the data and the re-
port are very good information 
to have, but the real point is to 
develop a relationship with the 
business leadership.

The question is usually 
followed by descriptions of 
declines in volunteers, do-
nothing committees, and com-
mittees that act without au-
thority.

A chamber president told 
me, “We had some unproduc-
tive committees that did not 
advance our agenda and coun-
terproductive ones generating 
ideas outside our mission. We 
have eliminated most standing 
committees, preferring focused 
task forces instead.” 

History
Governing bodies have re-

lied on committees for centuries. 
The results can be powerful.

On June 11, 1776, Congress 
appointed a committee of five 
to write the Declaration of In-
dependence. They operated for 
four weeks or until the Declara-
tion was published on July 5th. 
It could be said they were an ex-
peditious task force. 

In another example, an 
architectural drawing of the 
Texas state capitol circa 1839-
1856 designed the building to 
incorporate five com-
mittee rooms adjacent 
to the House and Senate 
chambers.  

Always, the intent of 
committees has been to 
make the best use of talented 
persons willing to give their 
time to advance issues and 
solve problems—supplement-
ing the work of the board of 
directors and staff.  

Waste of Time?
I’ve known committees that 

produced significant results. 
They have written books, cre-
ated certification programs, and 
passed legislation. They’ve been 
the source of inspiration and 
created future leaders.    

Adversely I’ve listened to 
committees that start with the 
question, “What do you think 
we should do this year?” The 
group thought they’d brain-
storm to come up with new 
projects for staff.

Problems arise when the 
chairman provides no agenda, 
dominates conversations, ad-
vances a personal agenda, or 
the meeting lacks a quorum; or 
when members arrive only for 

lunch, offer minimal input, and 
frequently check watches for a 
quick departure.    

One way to lose a paying 
member is to ask him or her 
to participate on a committee 
that wastes time. Members have 
described attending meetings 
where the chair arrived late; 
there were no resources and no 
decisions were made.   

Equally bad are calls for vol-
unteers that lead to dead ends. 
Members who agree to sign up 
receive no more information, 
which may imply, “we don’t 
want you.”

Talent, Direction, and 
Leadership

Talent, direction, and lead-
ership are three essential ele-
ments for effective committees.   

Talent 
– Volunteers bring interests 

and skills to the committee ta-
ble. Their role is not to simply 
listen in hopes of gaining insid-
er information.   

For example, a Govern-
ment Affairs Committee has 
40 persons who attend to gain 

first-hand information. 
The composition leaves 

the committee short of 
persons with abilities to 
monitor legislation, draft laws, 
and lead coalitions.   

Call for Volunteers 
– Maintain a roster of per-

sons willing to volunteer.   The 
clearer the purpose statement 
for each committee, the more 
likely the right persons will vol-
unteer. Describe the amount of 
time required. Explain how vol-
unteer work and leadership can 
be advantageous.    

Assignments 
– Get the right volunteers on 

the right committees. Identify 
their interests and competen-
cies, then recommend a good 
fit. Most importantly, if they vol-
unteer, respond to their offer. It 
is belittling to call for volunteers 
and then ignore them.

New Models 
– Volunteers have limited 

time. Committees are trans-
forming into micro-tasks and 
quick action teams. Volunteers 
prefer a clearly defined timeline 
as opposed to a year-long stand-
ing committee. The trend is 
fewer standing committees and 
a reliance of task forces that dis-
band upon completion of their 
assignment.

Mergers 
– Some organizations ap-

point committees because, 
“We’ve always had that commit-
tee.” Be sure there is a need for 
every committee and they align 
with the goals of the strategic 
plan. It may be politically diffi-
cult, but some committees can 
be eliminated or merged.  

Communication 
– Keep the members in-

formed. Though a committee 
may meet infrequently, it needs 
a flow of information.   Invest in 
the technology to allow online 
collaboration. Keep everyone 
informed of progress.    

Outsource 
– Why appoint a commit-

tee when outsourcing the task 
can be more efficient? For in-
stance, a Bylaws Committee 
can take six months to do what 
an attorney could do in days.   

Direction 
– Committees fall under 

the authority of the board 
and direction of the strategic 
plan. They need clear assign-
ments (expected outcomes) 
and should have a statement of 

purpose.   
It is common that 

committees will “wan-
der,” sometimes expand-
ing their workload with-
out necessity or authority. 

For instance, a Governance Re-
view Committee is charged with 
making recommendations about 
two paragraphs in the bylaws. At 
the first meeting they expanded 
the charge to review the entire 
bylaws and policy manual, to ex-
amine ten years of history, to an-
alyze the interface of leadership 
and staff, and a study of similar 
organizations.    

Purpose Statement 

– Every committee should 
have a purpose statement; a 
sentence or paragraph to nar-
row the focus. Without a state-
ment, a “Membership Commit-
tee” might expand its work to 
member benefits, recruitment 
and retention, campaigns, and 

member awards.   
Current Year Charges 
– “When it is in writing it 

is more likely to be achieved.” 
The chief elected officer or the 
board should precisely define 
assignments for the committee. 
Narrow the focus to only one to 
three charges for the year.  

Strategic Plan 
– Nearly every endeavor 

should support an aspect of 
the strategic plan. Committees 
should recognize they are ad-
vancing the organization’s stra-
tegic plan. Failure to perform 
will endanger the success of the 
plan.   

Vision 
– A committee should have 

a vision to define what success 
looks like. For example, “By our 
final meeting we will have re-
viewed all the certification test 
questions and presented a report 
to the board.” Vision should in-
fluence nearly every communi-
cation, discussion, report, and 

outcome. Without a vision, mo-
mentum wanes, members lose 
interest, and the group begins 
holding meetings for the sake of 
holding meetings.

Leadership 
– Committees require lead-

ership. The appointees are re-

sponsible for planning and 
chairing an efficient meeting 
and be the visionary for en-
gineering how results will be 
achieved. Committees are often 
the forum for developing future 
leaders.

Chair and Vice Chair 
– Appoint both a chair and 

vice chair (or co-chairs). When 
the chair cannot attend, loses 
interest, or is transferred, the 
vice chair can assume the role.  

Liaisons 
– Committees need a con-

nection to the board. The role of 
a board liaison is to champion 
the committee’s positions and 
work to the board of directors. 
The role of a staff liaison is serve 
as a resource.  

Orientation 
– Include committees in the 

annual orientation process. Just 
as board members benefit from 
an improved understanding of 
the organization, so do commit-
tee chairs.   

Organizational Chart 
– Depict the lines of com-

munication between board, 
staff, and committees with an 
organization chart.   

Technology 
–  I smile when I hear a board 

from a relatively small state say, 

“We can’t get our committees 
together because of driving dis-
tance.” The opposite are global 
organizations with committees 
that manage across multiple 
time zones and languages to 
produce results. Integrate tech-
nology into committee meet-
ings so members can participate 
without the drive time and have 
access to information 24/7.

Succession 
– The committee leader-

ship should maintain records 
so that the successive leaders 
will understand the work of the 
prior year and be able to pick up 
seamlessly where the commit-
tee ended.

The suggestion for this arti-
cle came from a meeting of state 
chamber of commerce execu-
tives where I was asked, “Do you 
have pixie dust for committees?” 

Note:  Bob Harris, CAE, provides 
governance tips and templates at 
www.nonprofitcenter.com.

One way to 

lose a paying 

member is to 

ask him or her to 

participate on a 

committee that 

wastes time.

A frequent question of chamber executives 
is, “Can you tell us how to get our committees 
to work?”

 Bob Harris, CAE  Contributing Writer

Incoming chief elected officer considers committees 90 days before taking office.

Only essential committees are appointed.

Consider alternatives to standing committees, i.e. task forces, quick action 
teams, strike forces and volunteer micro-tasks.

Each committee aligns with goals in the strategic plan.

Every committee has a (1) purpose statement and (2) current year charges.

Appoint leaders who are visionary and good meeting managers.

Committee leaders are included in orientation. 

Performance measures are set. 

Liaisons connect committees to board and staff.

Committees are aware they do not speak for or act on behalf of the board. 

Achievements of committees will be recognized, celebrated.

The transition to successive committees (next year) should be seamless.

assocait ion
CHECKLISTS

the real point 
is to develop 

a relationship 
with the business 
leadership.
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One Southern Indiana Chamber of Commerce
New Albany, IN

Patrick McCabe
Editor-in-Chief

Brian VanDenBergh
Staff Writer

 New Albany in Clark Coun-
ty, Indiana, is experiencing that 
ever so transitional, but encour-
aging period that all commu-
nities look forward to facing—
growth. The Chamber of One 
Southern Indiana is unique as 
it is both the chamber and the 
economic development entity 
of its area. As it exists now, it 
was established in 2006, after a 
merger with the Southern Indi-
ana Chamber of Commerce and 
the Southern Indiana Economic 
Development council.
 That cohesion is one that’s 
familiar to the area. Wendy 
Dant Chesser, President of the 
One Southern Indiana Cham-
ber of Commerce, describes 
that “about twenty percent of 
our membership has a Kentucky 
address because we are part of 
the Louisville Metro Area, and 
because we are a growing area 
for the state of Indiana, we have 
Indianapolis membership. We 
have a larger than normal num-
ber of members from beyond 
our borders, our jurisdiction if 
you will.” That level of regional 
based support has been a strong 
benefit to members, as many of 
them participate in both Lou-
siville and Indiana chambers. 
 All said and done, One 
Southern Indiana Chamber 
includes about 1,050 mem-
bers, increasing their number 
by about 300 in the last three 

years. That growth in member-
ship was caused by what Wendy 
describes as an “organizational 
strategic plan,” built by stake-
holders. “We went to a lot of the 
stakeholders and we asked them 
basically what they expected of 
our organization, how we could 
help them, what their goals 
and objectives are, and then 
we pulled it into a plan.” She 
describes that the plan shows 
consistency, direction, mea-
surements, and metrics, which 
prove extremely valuable for the 
members.
 Many of the members en-
joying the new plan are manu-
factures. Wendy explains that 
the “area is very heavily depen-
dent on manufacturing … about 
twenty percent of our workforce 
is manufacturing, so for us it’s 
an important piece of our eco-
nomic stability as a region to 
give the small and mid-sized 
manufacturers that hands-on 
attention.”
 Currently, 75 of the cham-
ber members are manufactur-
ers and have a special member-
ship category called the Metro 
Manufacturing Alliance. They 
pay a bit more, but of course, 
get a bit more than traditional 
members.
 The benefits they receive 
come from the chamber hold-
ing thirteen monthly roundta-
ble meetings. These roundtables 
are broken up into specific posi-
tion groups and include a CEO’s 
meeting, a CFO’s meeting, and 
meetings for environmental 
health and safety experts, IT 
experts, and plant managers, to 
name a few.
 The goal is to foster discus-

sion about best practices be-
tween similar professionals in 
the industry. “If you’re in IT and 
a manufacturer and you want 
to know what the other IT pro-
fessionals in the area in manu-
facturing are doing, they come 
together.”

 
One Southern Indiana Cham-
ber has found great success with 
this service over the past ten 
years since the merger.
 “Our biggest business re-
sources, are what we would 
call the chamber services, the 
networking, educational se-
ries, company promotion, and 
events and awards, is equal to 
economic development.”
 “Our economic develop-
ment services right now are get-
ting a lot of attention because we 
are experiencing tremendous 
growth in our area.” From the 
first quarter of 2014 to the first 
quarter of 2015, Indiana counties 
increased the number of payrolls 
by 2,913. “For our area, percent-
age-wise, that’s huge growth.”

 In addition to the payrolls, 
the region is investing heavily in 
upgrading their infrastructure. 
“The Ohio River separates Lou-
isville from Indiana, and right 
now there are two new bridges 
under construction across that 
are connecting to the interstate 

system. So we have basically a 
$2.3 billion project being built 
in our area.” The construction 
has been underway for some 
time, but as it stands, the bridges 
are set to open up this October, 
2016. Not only does it help infra-
structure and jobs, it also eases 
some of the transportation bur-
den the area has been facing.
 New Albany is also experi-
encing growth through the con-
version of a former Army am-
munition plant. It’s called the 
River Ridge Commerce Center 
and stretches across 6,000 acres 
of land.
 Right now, the park holds 
7,000 employees and is unbe-
lievably only about ten percent 
full. “A large portion of River 

Ridge is designated as a ‘mega-
site’ so that we are marketing 
that now as a 1,700 acre mega-
site inside of a 6,000 acre indus-
trial park.” To again touch on 
the cohesive relationship of the 
area, the new bridge that opens 
in October will connect directly 
to the River Ridge Commerce 
Center.
 Despite the growth, as al-
ways, there can be some grow-
ing pains.
 For the innumerable ben-
efits the megasite has to offer, 
it is still an old Army ammu-
nition plant and a lot of work 
needs to be done before more 
employees can start flooding it 
to capacity. The owners, River 
Ridge Development Author-
ity, are developing it in lon-
ger phases. “When the army 
took this property over in the 
1940s, they made it a self-suf-
ficient city. So it had a landfill, 
it had two electrical generat-
ing stations, it had a water and 
a wastewater system on it, so 
a lot of that infrastructure is 
old or it needs to be upgraded 
or they stored.” However the 
chamber and the owners work 
in tandem to market the site 
and remain optimistic of its full 
potential.
 Turning back to the com-
munity, one the biggest issues 
the chamber seems to be facing 
is the workforce. When asked 
about how the area and chamber 
combats the problems they face, 
Wendy advised that they “have 
community colleges, we have 
four-year degrees, we have K-12, 
we have the WIB, the Workforce 
Investment Board, we have ser-
vices that are offered through 

the state and federal govern-
ment. We have private groups 
popping up to help us with some 
training needs” but, “There is no 
magic bullet. We’re going to have 
to continue working on these 
things for long term successes.”
 She goes on to say that it’s 
“not just attracting talent to our 
area but growing the talent from 
within.” The chamber is also 
working on plans to help raise 
the average wages in the county. 
They currently have an average 
of $17 an hour and she describes 
that it “takes two adults work-
ing at that level for a truly stable, 
functioning household.” That 
battle is one that will take dedi-
cation, and more than anything, 
time, to produce results.
 When asked about striking 
the balance between deciding 
how to combat some of the larg-
er problems with the immediate 
needs of the chamber members, 
Wendy said simply they have an 
understanding with their mem-
bers based on the consistency of 
the stakeholder-driven strategic 
plan. “So the stakeholders now 
look at it and we can go back to 
that and say, ‘The folks that con-
tribute dollars to our organiza-
tion say that these are the things 
that are important to them. This 
is our priority.’”
 Pains and challenges aside, 
growth, advocacy, and eco-
nomic development are quite 
clearly on the rise and paying 
dividends to the businesses and 
cohesive community of Clark 
County, IN.
 For more information on 
the One Southern Indiana 
Chamber of Commerce, visit  
www.1si.org.

Palm Coast, Florida

Patrick McCabe
Editor-in-Chief

 The ability to evolve is ab-
solutely crucial to a chamber of 
commerce. The needs of your 
members won’t stay the same 
over a ten, five, or even one 
year period. How a chamber 
responds to change, how they 
adapt, says a lot about the orga-
nization’s ability and willingness 
to stay relevant.
 Relevancy, change, adapta-
tion … these are all attributes 
of the Flagler County Chamber 
of Commerce in Palm Coast, 
Florida.
 For years, everything was 
about growth in the county. Fla-
gler County has been around 
for almost 100 years, but they’re 
largest city, Palm Coast, was only 
incorporated in 1999. “Palm 
Coast was ranked the fastest 
growing city in the nation for 
two years in a row in 2003 and 
2004,” says Rebecca DeLorenzo, 
President of the Flagler County 
Chamber of Commerce. At the 
time, almost three-quarters of 
the county’s residents were em-
ployed in the real estate and 
construction industry. But like 
many, Flagler County was hit 
hard by the 2008 recession, and 
the bottom fell out.
 “We went from fastest grow-
ing to having the highest unem-
ployment rate in the state. And 
we kept that title for a very long 
time,” says DeLorenzo. “We’re 
only now getting to the point 
where our numbers are flat.”
 When a booming economy 
disappears nearly overnight, what 
do you do? How do you adapt for 
survival during a turbulent time? 
You focus on your members and 
your business community, and 
you double-down.
 Prior to the recession the 
chamber organized and held 
a lot of community-minded 
celebrations. In this new envi-
ronment they needed a way to 
devote more of their efforts to 
members, but without losing 
these much-loved events. So 
they got county municipalities 
involved in a more hands-on 

role to help the chamber out.
 “Our 4th of July Festival 
took place in one of our beach 
communities,” says DeLorenzo, 
“and we said, ‘This is probably 
better suited for you to put on 
since you’re in charge of police, 
you’re in charge of fire, you’re in 
charge of all of this, you’re costs 
can be a little less than what we 
can do.’ Same with the parade. 
We do the parade with the City 
of Palm Coast and we said, ‘It’s 
your roads that have to close, it’s 
your police that have to do ev-
erything, so this is maybe some-
thing that is better suited for 
you.’ So we didn’t remove any 
events, we did just like you said, 
appropriated them elsewhere.”
 At the same time they were 
re-engaging relationships with 
municipalities and sharing the 
burden of community events, 
they were also re-evaluating 
their own calendar to be more 
business-centric.
 For years the chamber had a 
Taste of Flagler event; a one-day 
celebration of local restaurants 
that would come to a public lo-
cation, prepare their meals and 
treats inside of tents, then dish 
them out to hungry residents. 
Unfortunately, the one-day event 
had some inherent problems.
 “We had one year where 
it got rained out, we pushed 
it back, and it got rained out 
again,” says DeLorenzo. “It’s 
challenging for the restaurants 
to be able to come out and par-
ticipate because 1) most of them 
are locally owned small busi-
nesses. They don’t have the staff 
to be able to have their restau-
rant open and come out and set 
up for one day with us, and 2) it 
was a one day event, so if some-
thing happened, if the weather 
was bad, we didn’t really get any 
success out of it.”
 So what they did was transi-
tion the event into a Restaurant 
Week. “We’ve got kick-off par-
ties,” says DeLorenzo. “So we’ve 
got a mini Taste of Flagler event, 
but the restaurants only have to 
come out and bring something 
like 400 samples of one item. 
Then for a week to ten days we 
really promote the event on so-
cial media, radio, and television 

to residents about going out and 
visiting the restaurants.
 “We’re still in a growth stage 
for that, but we had twenty res-
taurants participate this year 
and most of them were really 
pleased with the traffic. We try 
to hold it in September which 
is generally a really slow time 
for the restaurants, and then 
just raise awareness for our lo-
cal eateries. We have a lot of lo-
cal restaurants. We don’t have 
many restaurant chains, maybe 
fifteen to twenty, and the rest of 
our 80 restaurants are local. So 
we try to push out all the great 
foodies we’ve got here.”
 This re-distribution of time 
and energy goes back to the 
chamber’s strategic plan and 
focusing on their mission: to 
help their business community 
thrive. So what are they offer-
ing members to achieve that 
mission? “We focus on business 
engagement and we try to offer 
a lot of tools and resources to 
help them grow their business, 
whether it’s leads groups or net-
working opportunities,” says 
DeLorenzo.
 The chamber has an annual 
business boot camp consisting 
of six sessions over six weeks 
that helps start-ups and new 
businesses focus on what they 
need to be successful. Business 
plans, customer service, mar-
keting, finances, and more go 
into training sessions and lunch 
and learn opportunities. Part-
nering with a local small busi-
ness development center helps 
reinforce these efforts.
 One of the biggest tools 
for business engagement at 
the chamber’s disposal is their 
in-house quarterly business-
to-business publication Thrive 
Magazine. It focuses on re-
sources to help the business 
community.
 “One of the things we like to 
say is we try to help them focus 
on their business. Most of them 
work in their business on a daily 
basis because they’re all locally 
owned, but we try to get them to 
think about how they can work 
on it,” says DeLorenzo. “So 
whether it’s business boot camp 
or our Thrive Magazine, or any 

of the other resources we have, 
it’s trying to get them to step out 
of the day-to-day work in their 
business and focus on how to 
actually grow their business. It 
tends to make them more effi-
cient and stronger.”
 The magazine isn’t the only 
publication done by the cham-
ber. For years their bread and 
butter was a phone book that 
distributed to every resident 
in the county. With 50% of the 
population over age 45, the 
phone book still holds relevance 
for residents, but it no longer 
holds much value for advertis-
ers. So it was with that in mind 
that the chamber decided this 
year’s phone book would be the 
last they produce.
 As a result of that, however, 
the chamber is pushing the dis-
tribution of their annual visitor 
and relocation guide to more 
than double. With advertising 
opportunities available (as well as 
a business directory) this publica-
tion is expected to be opened and 
read by a far higher percentage of 
residents than the phone book. 
“We’ve printed 20,000 in the past, 
so what we’re looking at doing is 
mailing a copy to every resident 
in the county,” says DeLorenzo.

 The publication, called Fan-
tastic Flagler, is designed to 
educate new people who are re-
locating to the area, but also to 
inform residents who may not 
realize all that is happening in 
the county. “We find that many 
of the people who have lived in 
our community for a long time 
get blinders on and they don’t 
really realize the cool things 
that we have. … So it’s a great 
piece for people that are new to 
the community, but I think it’s 
going to be a great piece to edu-
cate people who have been here 
a long time.”
 The publication is over 100 
pages long and done completely 
in-house, an impressive feat for 
any chamber of commerce. Both 
Fantastic Flagler and Thrive 
Magazine are available as hard 
copies and in digital format. 
“We’ll be amping up those ef-
forts,” says DeLorenzo. “Making 
sure when people are looking for 
businesses to provide services 
or to go shopping, that they’re 
looking at the chamber and who 
our membership base is, to really 
shop those members first.”
 These publications both ad-
dress the goal of member en-
gagement, something that the 

chamber strives for daily. It’s a 
focus to such a point that they 
have two staff members dedi-
cated to the task: a Membership 
Development Director and a 
Business Development Manager. 
They meet with new businesses, 
meet with members, and get ev-
eryone engaged in the chamber.
 Strategic planning and 
member engagement go hand 
in hand, and having everyone 
on the same page is what makes 
it all possible.
 “I’ve got a really supportive 
Board of Directors,” says DeLo-
renzo. “I love it when we have 
our strategic planning retreat, 
because it’s an opportunity to 
get all those people trapped in 
a room to talk about what we 
need to do to make the cham-
ber better and stronger. … So 
I think that’s probably the best 
day, when you’re working on a 
program and you’re working on 
something that you know is go-
ing to be better for the chamber 
and the community and every 
is engaged and moving forward 
with it.”
 For more information on 
the Flagler County Chamber of 
Commerce, visit 
www.flaglerchamber.org.

Flagler County Chamber of Commerce
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 When a chamber looks at 
their membership they’re al-
ways focused on making things 
better; better services, better 
support, a better understand-
ing of the member’s needs. So 
when you also run your cham-
ber like a business, you’re focus-
ing on those things for yourself, 
too. We spoke with RaDonna 
Hessel, CEO of the Grapevine 
Chamber of Commerce in Tex-
as, and this is exactly the ap-
proach they’ve taken in order to 
remain relevant.
 “We’ve worked really hard 
to listen to what our members 
need and what our members 
want, and not just what cham-
bers have always done,” says 
Hessel. “We’ve worked really 
hard to step outside the box.” 
That’s not to say they’re com-
pletely non-traditional (they’ll 
still do ribbon cuttings upon 
request), but the focus is on the 
needs of the members.
 “We’re really big on, ‘This is 
your chamber, not our cham-
ber.’ It’s not the staff ’s chamber,” 
Hessel says. “The chamber is 
not the building that we sit in. 
The chamber is all about the 
businesses who are partnered 
together. And so what can we 
do as a partnership to make 
the business climate better for 
you?”
 Often, they find, that the 
best practices for their members 
are usually the best practices for 
the chamber as well. When Hes-
sel joined the chamber in 2008, 
they were a little behind the 
times technologically speaking, 
illustrated by the fact that they 
were still handwriting checks. 

So the chamber re-focused and 
dedicated more of the budget 
toward new technology: new 
computers, new website, a mod-
ern database, and increased 
staff.
 A few years later, in 2011, 
the chamber also began a Fri-
day morning, once-a-month 
business insight series. “We 
worked really hard on not just 
educating ourselves, but edu-
cating our businesses,” she says. 
“We’re a business, too, so we 
started bringing in specialists 
in different areas. One month 
might be Facebook; one month 
might be LinkedIn. These are 
things that we needed to learn, 
too, so we brought them in 
partly for us, but then also of-
fered it to our business mem-
bers. We found that if it was a 
need we had, it was a need they 
had, and we continue to do that 
today.”
 By constantly learning and 
adapting, they have a keen 
sense of where the chamber is 
strong and where the chamber 
needs to adjust their approach. 
Currently, that’s a focus on 
young professionals. “We met 
with several of our young exec-
utives and said, ‘What do you 
need? What would help you?’,” 
says Hessel. “And a lot of them 
talked about mentoring and 
getting more comfortable in 
the organization setting. How 
does a young person get on the 
chamber board? How does a 
young person take a leadership 
role? So we started what we call 
‘AMP’T’, and that stands for, 
‘Advancing Modern Profes-
sionals for Tomorrow.’ So, ‘Get 
AMP’T.’”
 They found that most young 
professionals groups mainly 
stick to networking. Network-
ing is an excellent way to meet 
other young professionals and 
make connections, but the 
chamber discovered that their 

young professionals really 
wanted some personal men-
toring time to meet with more 
established business leaders, 
like CEOs. “We bring in a com-
munity CEO, a business leader, 
have lunch, and then we just ask 
the CEO to tell us how they got 
to where they are in their ca-

reer … and just allow that one-
to-one feedback. And so that’s 
been very successful with our 
young people.”
 Because of the AMP’T pro-
gram, Hessel is finding that her 
young professionals are more 
outgoing and comfortable at 
all chamber gatherings. In-
stead of staying in their social 
groups of peers, they’re seek-
ing out the CEO they met with 
last month at AMP’T and ap-
proaching them at other cham-
ber functions. This access leads 
them to meet other groups of 
people and making new con-
nections. “It’s been an ever-
evolving opportunity for men-
torship and growth. And of 
course our CEOs love to share 

their knowledge as well, so it’s 
beneficial in both directions.,” 
says Hessel. “It’s hard to do a 
mentoring program where you 
hook every young person up 
with a CEO, but it’s fairly easy 
to bring a CEO in to talk to a 
group. That part has worked 
really well.”

 How the AMP’T program 
began, how they knew there 
was a need for more young pro-
fessionals development, how 
they understood what needed 
to happen all stems from a 
sound communication strategy. 
“You can’t get down the path if 
you don’t know what the path 
is,” says Hessel. “So I think for 
us, it’s a matter of a lot of com-
munication in a lot of different 
formats … face-to-face … via 
surveys … just asking the ques-
tions. The way you get people 
to accomplish a goal is to know 
what the goal is.
 “Sometimes we assume we 
know what they need. We assume 
they only need what we’ve been 
doing. And so I think that for us 

it’s just a matter of being willing 
to be flexible, be willing for our-
selves to learn something new, 
and also knowing that you can 
have fun and still do business.”
 Different members respond 
to different things, so the cham-
ber tries to make it so different 
kinds of members all have a lot 
of opportunities to get involved. 
“We’re probably one of the only 
chambers that do two mixers a 
month, but they’re very success-
ful. We don’t take them away 
just because people think, ‘Oh, 
that’s too much. We don’t need 
to do that.’
 “What we try to do is find, 
okay, mixers work for those 
people that like to do that, what 
do the other companies need? 
So, we make sure we do things 
that are in the morning for those 
that like to do early morning; we 
make sure we do things at noon 
for those who can do things at 
noon, and we make sure we do 
things in the evenings for those 
that can do evenings. We can’t 
be all things to all people, but 
we can listen to what they need 
and try to do as much as we can 
to fit those needs.”
 This is a chamber that em-
braces change. They strive for it. 
One big reason they are able to 
accomplish so much is that they 
have a board that recognizes 
the need for change and assists 
the chamber in making things 
happen. In fact, the goals of the 
board are written right into the 
chamber’s strategic plan.
 “They worked really hard to 
create a strategic, ‘Where do we 
want to be?’,” says Hessel. “And 
then they divided the board 
into what we call goal teams. 
So we have a leadership team, a 
business and partnership team, 
and a stewardship and prosper-
ity team. … then each of those 
teams came up with specific 
goals to meet that strategic plan. 
And as teams, as board teams, 

they actually work on those 
goals, and our board agenda 
now is nothing but those goals.”
 This change in mindset has 
caused a major transition in 
their board meetings. No longer 
are the meetings taken up with 
event planning updates, but 
fully formed reports tailored to 
their goals. “It’s about, ‘Here are 
our six or seven or eight goals, 
and this is what we’ve done in 
the last month to accomplish 
those goals’,” says Hessel.
 “And once they’ve com-
pleted the goals, then they put, 
‘Completed’ on it. I mean, that’s 
literally on our board agen-
da. That’s in front of us every 
month. Each year, a part of our 
board retreat is to look at, again, 
where is our strategic plan go-
ing? Are they going to help us 
get to the goal? And then, what 
do we need to add and/or sub-
tract from our goals? So, our 
board became a functional op-
erating active partner in meet-
ing the strategic plan, versus a 
‘vote yes, vote no.’”
 The Grapevine Chamber of 
Commerce is an organization 
dedicated to improving their lo-
cal business community; that’s 
what a chamber does best. The 
way they accomplish the im-
provement is what sets them 
apart. “What the chamber brings 
is the ability to work with the best 
people in the community,” says 
Hessel. “Successful businesspeo-
ple, both small businesses and 
large businesses, but people do-
ing what they want to do for the 
world, and then me here to help 
them meet their goals.”
 When the only constant is 
change, it makes for an inter-
esting organization. “I just can’t 
imagine doing anything else,” 
she says.
 For more information on 
the Grapevine Chamber of 
commerce, visit 
www.grapevinechamber.org.
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 For years, Frisco, Texas has 
been one of the fastest-growing 
cities in America. In 2000, the 
census recorded just over 33,000 
people living in the suburb. 
Now, a mere sixteen years later, 
they have an estimated popula-
tion of 150,000. And it’s predict-
ed to jump in the next fifteen to 
twenty years to 350,000.
 As a result, Frisco’s business 
community has grown dramati-
cally, and the Frisco Chamber 
of Commerce has gone through 
a number of changes in order to 
accommodate this burgeoning 
marketplace.
 Frisco Chamber of Com-
merce President Tony Felker, 
president now for six and a half 
years and at the chamber for 
eleven, says the change in scope 
has been an adjustment. “When 
I first came into this position 
and we were at five or six people 
… I was probably spending 90 
percent of my day on day-to-
day jobs,” he says. “Now, I’ve got 
two vice presidents and most 
everyone is reporting to them, 
and I’m spending 90 percent 
of my time now thinking about 
the big picture, six months or 
more down the road.”
 With the area’s change in size 
also comes a change in identity; 
how the business community is 
perceived. While 80 percent of 
Frisco’s business community is 
made up of smaller businesses 
carrying 50 employees or less, 
they are steadily gaining larger 
national and regional businesses.
 The Dallas Cowboys are 
building their new corporate 
headquarters there, and the 
new Toyota headquarters is just 
south of Frisco, bringing with 
them over 6,000 employees.
 “I think anybody in the coun-
try is envious of what we have 
here, but with it comes challenges 
at the same time,” says Felker.

While the area is experienc-
ing massive business growth, 
they are also seeing a lot of 
turnover. The chamber is try-
ing to take a balanced approach, 
helping to foster the bigger 
businesses that are new to the 
area but also protecting small 
business.
 Felker’s question now be-
comes, “How do you still keep 
that small town feeling? We 
want to be professional and 
have [Frisco] be at the top as far 
as a business community, and 
still keep that same small-town, 
hometown feeling. How do you 
blend those two together?”
 Because of Frisco’s rapid 
growth, the chamber has made 
substantial efforts to assess 
where they’re at and where they 
want to be.
 Felker uses as an example 
the chamber’s need to increase 
staff, particularly in the realm 
of communications and social 
media marketing. “It’s a con-
stant struggle of you don’t want 
to grow too fast because then 
you get a little too big for where 
you’re at and the budget hurts, 
but you also have to add people 
on in order to grow.”

Just last year, the chamber 
completed their first accredita-
tion through the United States 
Chamber of Commerce. This 
program recognizes chambers 

across the country that are mak-
ing a positive impact on their 
community. The Frisco Cham-
ber of Commerce was given 
four stars. The highest designa-
tion you can receive is five.
 Felker explained that once 
the accreditation was announced, 
board members were curious 
what it meant. “Okay, so we’re 
four-star accredited. Besides be-
ing able to put that on your let-
terhead or answering the phone, 
what does it get you?” He was 
asked. The accreditation alone 
doesn’t get you anything, it’s a 
benchmark. A standing. What’s 
helpful about the accreditation 
is now that you know where you 
stand, what are you going to do 
about it? What strides are you go-
ing to take to improve.
 “We have many, many 
members sitting there and go-
ing, ‘If we do this, then we’re 
going to get five stars!’” In go-
ing through the accreditation 
process, Felker, along with Tami 
Alexander, the Vice President of 
Operations, began to reevaluate 
different areas and functions 
of the chamber. One focus was 
to build a new branding con-
cept for the chamber to better 
communicate with prospective 
members about what a chamber 
of commerce is, who they are, 
and how they can benefit busi-
ness owners.

 Gaining members has been 
a slow, but steady process. 
Keeping members, however, 
has been a challenge the cham-
ber continues to tackle.
 “Obviously we’re work-
ing on developing and imple-
menting a much better reten-
tion process for the members,” 
Felker says. “Keeping them en-
gaged and the same story that 
probably so many chambers 
[are facing], is explaining the 
value of the investment to the 
chamber.”
 Felker explains they are 
shifting the focus off of their 
programs and onto what the 
chamber can do for the individ-
ual businesses.
 “We’re providing informa-
tion out there to our members 
that is of benefit to them, that’s 
of interest to them. It’s not just 
constantly, ‘Hey we’re selling 
this,’ ‘We need you to come to 
this,’ … fifteen to twenty per-
cent should be about us, and 
the rest of the time it should be 
things that are for them.”
 Putting the focus on mem-
ber’s needs is what led the 
chamber to introduce a tiered 
dues structure twelve years ago. 
Business owners interested in 
becoming chamber members 
can choose from four different 
membership levels. The level 
you choose determines the 

number, and to an extent, the 
quality of your benefits. Net-
working events are not includ-
ed in these packages, which 
differs from other chambers.
 Alexander believes the ad-
vantages of tiered dues are self-
evident.
 “I don’t know why more 
chambers aren’t going to the tiered 
dues basis,” she says. “Because it 
truly gives you a way to explain 
what they’re getting. That the 
membership has its privileges.”
 In the past, becoming a 
chamber member was de-
scribed like a gym member-
ship. If you don’t go, you won’t 
get anything out of it. Felker 
explained that this is no longer 
the case.“We want people to 
know that they’re contributing 
to the business environment 
and benefiting from their mem-
bership even if they can’t come 
to Thursday morning network-
ing,” he says.
 Despite the fact that Felker 
and Alexander are in support of 
tiered dues, they continue to as-
sess how it’s working and its over-
all value to the chamber every 
few years. Felker and his team are 
constantly looking to improve.
 “Somebody mentioned the 
other day: blow it up, blow it up, 
blow it up. We are not afraid to 
make changes around here,” he 
says.

 Felker believes the cham-
ber’s emphasis on change has 
helped them develop their gov-
ernmental affairs program and 
business member advocacy. 
This way of thinking is how 
they have distinguished them-
selves as area leaders.
 “I probably put as much 
emphasis as any on continuous 
improvement. Are we getting 
better today? Are we better to-
day than we were yesterday? … 
As long as we keep doing that, 
things are looking good.”
 Both Felker and Alexander 
understand that in order for 
the chamber to stay successful, 
and more importantly relevant, 
change is necessary and ever 
present.
 “We’re not going to do the 
same old–’We do ribbon cuttings 
and networking and business 
after hours.’ Those days, in my 
opinion, for chambers, are gone.”
 While Felker, Alexander, 
and the rest of the team are 
enthusiastic about what this 
growth could bring, they un-
derstand the weight of it, that 
it’s a big responsibility. With 
that attitude, the Frisco Cham-
ber of Commerce, its members, 
and the community can know 
that they are in good hands.
 For more information on the 
Frisco Chamber of Commerce, 
visit www.friscochamber.com.

Frisco Farmland
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fearing that a fractured body 
politic would undermine the 
cooperative pursuit of a “com-
mon good.” However, the seeds 
of partisan politics were sown 
early, and they were the result of 
an ideological debate between 
two of President George Wash-
ington’s most prominent cabi-
net officials: Thomas Jefferson 
and Alexander Hamilton.
 One of the most significant 
points of disagreement between 
the two men surrounded the 
question of how to go about sta-
bilizing the new nation’s falter-
ing economy in the wake of the 
Revolutionary War. Hamilton 
favored a strong federal govern-
ment, complete with a govern-
ment-backed national bank to 
assume the debts incurred by 
individual states during the war. 
Jefferson, conversely, believed in 
a “rigorously frugal and simple” 
central government that would 
foster an economic landscape in 
which the common man could 
flourish. The question of wheth-
er to establish and maintain a 
strong federal safety net, or to 
promote a sense of rugged indi-
vidualism through free-market 
economic policies, remains a 
point of fundamental distinc-
tion between the two parties.
 Once it became clear that 
party distinctions, however un-
desirable, had become a main-
stay of the American political 
landscape, both parties recog-
nized and embraced the stabil-
ity implicit in a binary political 
system. Unlike the parliamenta-
ry systems of proportional rep-
resentation found across much 
of Western Europe, the Ameri-
can two-party, “winner take all” 
brand of democracy is notori-
ously less accessible to represen-
tatives from minor parties. By 
absorbing initiatives launched 
by third parties whenever pos-
sible, and implementing a series 
of structural hurdles to obtain-
ing public office, the two major 
parties have maintained their 
dominance of the American po-
litical system and prevented the 
infiltration of any party deemed 
“ideologically extreme.”
 By and large, the Demo-
crats and Republicans have 
maintained centrist platforms 
that ultimately boil down to 
variations on the same popular 
themes. Consequently, both 
parties typically have similar 
end-games in mind, but, like 
Hamilton and Jefferson, have 
differing views of how best 
to achieve those goals. But 
when the centrist tendencies 
of the two major parties leave 
enough voters feeling inad-
equately represented, a third 
perspective does gain a voice 
in the form of a minor party; 
and sometimes, that voice be-
comes strong enough to influ-
ence political discourse at a 
national level.
 I Wanna Dance With  
Somebody: The Rise of Minor 
Parties
 Gallup poll data shows that 
as of January 2016, 43 percent 
of all voters are registered In-
dependents, making for a re-
cord high number of voters 
not formally aligned with ei-
ther of the two major parties. 
It is perhaps unsurprising that 
this trend has been concurrent 
with an increase in support for 
minor parties (like the Tea Par-
ty), which also reached record 
highs in 2013 and 2015.
 In looking at how many 
voters no longer feel that their 
political beliefs fall within the 
ideological boundaries of ei-
ther major party, there already 
begins to coalesce some expla-
nation for why candidates with 
traditionally “fringe” positions 
have garnered enough sup-
port during this election cycle 
to challenge our view of those 
whose politics qualify as “main-
stream.” The political cam-
paigns of Trump, Sanders, and 
Cruz exemplify the “ideological 
extremes” whose representation 
the two-party system is essen-
tially designed to inhibit. In any 
other presidential election in 
recent history, these three can-
didates would have been forced 
to run minor-party campaigns, 
if they even ran at all.

 The rise of minor parties, 
therefore, seems to represent a 
rejection of “political stability” 
as the main priority of Ameri-
can democracy; or, as is more 
likely the case today, a recog-
nition of a loss of political sta-
bility, as evidenced, in part, by 
the bitter division within the 
polarized ranks of the 114th 
Congress. With all of the struc-
tural hurdles that minor party 
candidates must overcome just 
to get their names on the ballot, 
it’s the exception when any such 
candidate manages to make a 
meaningful impact on any pres-
idential election cycle. But the 
growing number of voters who 
are dissatisfied with the two 
parties’ “middle-of-the-road” 
ideologies seem to have found 
their own way of subverting a 
system that neither represents 
their beliefs, nor yields the po-
litical stability for which it was 
designed: by generating enough 
support for candidates with 
minor-party platforms to al-
low them to launch major-party 
campaigns.
 The (New) Rise of the (Old) 
Left:
 The Democratic Party’s re-
lationship with progressive pol-
itics has been tenuous for some 
time. If it’s possible to identify 
a single event most directly to 
blame for the party’s centrist 
shift, then it’s the 1972 presi-
dential election, when George 
McGovern, a Democratic sena-
tor from South Dakota, ran 
against Republican incumbent 
Richard Nixon. McGovern was 
the quintessential liberal candi-
date, campaigning primarily on 
an anti-military platform and 
drawing much of his support 
from college students and peace 
activists. His primary victory 
was seen as a major upset to es-
tablishment favorite and initial 
front-runner, Maine Senator 
Edmund Muskie.
 But McGovern would ul-
timately be subjected to one of 
history’s most crushing elector-
al losses, winning only the state 
of Massachusetts in the general 
election. In just over a decade, 
though, he would share that 
unfortunate credential with lib-
eral Democrat Walter Mondale, 
who garnered only 13 delegates 
in his 1984 White House bid 
against incumbent Ronald Rea-
gan. The voter base that helped 
McGovern upset Muskie, and 
that later gave Mondale the par-
ty nomination, was faced with 
the harsh reality of an American 
electorate not yet ready to see a 
liberal Democrat in the White 
House.
 Between 1968 and 1992, the 
only Democrat elected to the 
presidency was Jimmy Carter, 
whose slim margin of victory 
over Gerald Ford in 1976 al-
lowed him to serve one lacklus-
ter term in office. So when the 
Democrats got another chance 
at the White House in the early 
‘90s, they weren’t about to risk 
another McGovern-esque up-
set. Enter: Bill Clinton.
 Fiscally conservative, but 
socially liberal, Clinton’s broad 
political appeal propelled him 
to a decisive victory over Re-
publican incumbent George 
H.W. Bush. Although Clinton 
would go on to become the first 
Democratic president elected to 
two terms since Frederick Del-
ano Roosevelt, to the untrained 
eye, many of the policies en-
acted by the Clinton adminis-
tration could just as easily have 
passed as Republican initiatives: 
the North American Free Trade 
Agreement, for example, which 
opened up trade between the 
US, Canada, and Mexico; or 
the repeal of the Glass-Steagall 
Act, which allowed for sweep-
ing deregulation of the financial 
industry; or the Republican-
backed welfare reform that sig-
nificantly reduced the size of 
the country’s social safety net. 
Perhaps it isn’t any wonder, 
then, that Democratic voters 
who identified as even remotely 
left-of-center could have grown 
disillusioned with a party that 
had come to seem like Republi-
canism Lite.
 Then, in 2008, ideological 
Democrats reclaimed the party 
by nominating Barack Obama 
and his “progressive” policy 
agenda. Not even two decades 
prior to Obama’s first election, 

being labeled as a “progres-
sive” or a “liberal” would have 
relegated one to the “extrem-
ist” territory of the ideologi-
cal spectrum. But President 
Obama and his Democratic 
voter base instead embraced 
the “progressive” label, under-
mining its pejorative potency 
and making it more acceptable 
for other Democrats to iden-
tify in kind. This election cycle, 
Democratic candidate Bernie 
Sanders insists on the label 
“Democratic Socialist,” proud-
ly laying claim to the dreaded 
“S-word” that even President 
Obama has tried to keep at 
arm’s length. Such a classifica-
tion would have all but ended a 
major party candidacy not but 
eight years ago, given that the 
Democratic Party’s last 30-plus 
years of center-right politics 
have rendered Sanders’ plat-
form “fringe” by comparison.
 It’s clear that enough of 
the contemporary Democratic 
voter base is no longer satis-
fied with its party’s Clintonian 
legacy. In making a formidable 
primary contender out of one 
of the most liberal presidential 
candidates in decades, Demo-
cratic voters have not thrown 
their support behind a politi-
cal extremist; they’ve simply 
reclaimed the party’s legacy of 
progressive politics as estab-
lished by such legislation as 
FDR’s New Deal and Lyndon 
Johnson’s Great Society. But 
this harkening back to a Demo-
cratic Party of generations past, 
as represented by Sanders’ ma-
jor-party candidacy, would not 
have been possible were it not 
for the coming-of-(voting)-age 
of one specific demographic: 
Millennials.
 As the most liberal age co-
hort in the country, Millenni-
als (i.e., voters born between 
1981 and 2000) will constitute 
roughly 30 percent of the vot-
ing populace in the 2016 elec-
tion. This means they’ll match, 
almost voter-for-voter, the 
next-largest generational de-
mographic, the Baby Boomers. 
When it comes to the politi-
cal views most associated with 
each age demographic, the re-
ceived wisdom has long been 
that younger voters are always 
liberal, and become more con-
servative with age. Even if this 
always held true (and it doesn’t: 
the “youth vote” went Republi-
can in 1984 and 1988), Millen-
nials’ liberal bend is unlikely to 
prove as fleeting as their youth-
ful good-looks and superior 
joint mobility, as they are even 
more left-leaning than past it-
erations of the liberal youth 
vote.
 Which makes sense, con-
sidering that American Mil-
lennials are statistical anoma-
lies in more ways than one 
when compared to genera-
tions past. For one thing, Mil-
lennials constitute the most 
diverse adult demographic in 
US history, with 44 percent 
identifying with one or more 
racial or ethnic minority, ac-
cording to data from the US 
Census Bureau. They are also 
the most educated generation 
to date, with 34 percent hold-
ing at least a Bachelor’s degree. 
However, being the most edu-
cated generation has not come 
without its drawbacks: the av-
erage long-term debt balance 
among Millennials is $40,000, 
and that’s mostly in the form 
of student loans. Adding insult 
to injury, Millennials entered 
adulthood with exception-
ally bleak financial prospects, 
as inflation-adjusted median 
wages for workers ages 25 to 
34 have been falling in virtu-
ally every industry, across the 
country, since 2007.
 When President Obama 
beat out Arizona Senator John 
McCain for the presidency in 
2008, the youth vote was largely 
credited for his success. Obama 
garnered 66 percent of the 18 to 
29 year-old vote, marking the 
greatest intergenerational dis-
parity in candidate support in 
any presidential election since 
1972, the first year that exit 
polling was used to gather such 
data. Today, it’s Senator Sanders’ 
liberal agenda that has received 
the same overwhelming sup-
port in the Democratic prima-
ry: in some state polls, Sanders 

wins the under-30 vote by mar-
gins as wide as 80 to 85 percent.
 Demographic data aside, 
however, Millennial voters’ 
catalyzation of the Democratic 
Party’s return to its progres-
sive roots is perhaps most at-
tributable to their having spent 
their most formidable years in 
the wake September 11th. As 
a result of the 9/11 attacks, the 
United States in which Millen-
nials came of age was one char-
acterized by heightened secu-
rity measures and rampant fear 
of “the Other”; a discom-
fiting ethos of belligerent 
American exceptional-
ism rendered almost par-
adoxical by our protract-
ed involvement in two 
unwinnable wars; and a 
financial crisis that obliterated 
the path to financial security by 
way of “hard work and an edu-
cation,” just as members of this 
age cohort were getting ready 
to strike out on their own.
 It’s the combination of the 
unique demographic quali-
ties and the tumultuous po-
litical environment in which 
the largest generation in the 
country’s history has come of 
age that have allowed for a re-
drawing of the party boundar-
ies separating the ideological 
fringe from the Democratic 
mainstream. Regardless of 
whether he ultimately wins or 
loses the nomination, Sand-
ers’ major-party presidential 
bid could not have happened 
sixteen years ago, twelve years 
ago, or even eight years ago; 
he needed the economic un-
rest and cultural diversity of a 
liberal voter base large enough 
to influence an election, and 
young enough to have no 
memory of failed progressive 
candidates of elections past.
 Two Sides To Everything
 The unique political cir-
cumstances of the 2016 election 
have rendered the Republican 
Party equally as primed as the 
Democrats for a presidential 
candidate who, in any other 
election year, would have been 
considered an ideological in-
surgent unsuitable as a major-
party nominee. Except, in the 
Republican race, the “unusual 
candidate” designation applies 
two-fold: to real estate mogul 
Donald Trump, and Texas Sena-
tor (and Tea Party darling) Ted 
Cruz.
 When Donald Trump an-
nounced his candidacy on June 
14, 2015, virtually any credible 
political analyst in the Ameri-
can news industry would have 
told you that Trump would be 
toast come Labor Day. Now, 
nearly a full calendar year later, 
the Republican establishment is 
doing everything it can think of 
to stop Trump’s all-but-inevita-
ble primary victory.
 In a recent TIME maga-
zine article, Alex Altman 
writes that Trump is “lead-
ing a willing rebellion against 
modern conservatism itself.” 
But how do we define “mod-
ern conservatism”? It seems 
fair to say that modern con-
servatism is somewhere well 
to the right of the Republican 
mainstream. Can you imag-
ine, for example, the GOP of 
Trump and Cruz nominating 
someone like Dwight Eisen-
hower, who coined the term 
“military-industrial complex” 
when he warned against the 
tyranny of exercising undue 
global influence in his 1961 
farewell address? Or someone 
like Richard Nixon, a.k.a. The 
Guy Responsible for the Envi-
ronmental Protection Agency, 
who supported both univer-
sal health care and a guaran-
teed minimum income for all 
Americans? Even George W. 
Bush would be considered 
“liberal” by today’s standards: 
his 2000 campaign platform 
included a little policy known 
as No Child Left Behind, 
which was replete with federal 
education mandates; and in 
2008, the Troubled Asset Re-
lief Program injected trillions 
of dollars into Wall Street 
banks, thereby exemplifying 
the literal dictionary defini-
tion of “socialism.”
 The “modern conserva-
tism” against which Trump 
is rebelling, therefore, is per-
haps best represented by the 

Tea Party, a conservative po-
litical movement that arose in 
the days following President 
Obama’s 2009 inauguration, 
without whom it seems all 
but impossible to imagine the 
Trump candidacy of 2016. The 
Tea Party, however, hasn’t been 
around that long itself and, in 
many ways, constitutes its own 
“rebellion” against the conser-
vatism of the Bush adminis-
tration. If the Tea Party brand 
of conservatism constitutes a 
correction of Republican Party 

politics that parts of the 
voter base feel have shift-

ed too far center, and 
Trump’s consistently baf-
fling candidacy is a re-
action to that correction, then 
what we’re watching play out 
in 2016 effectively amounts to 
two realignments of party val-
ues occurring simultaneously.
 Just as it was a “perfect 
storm” of events that codified 
the liberal worldview of the Mil-
lennial generation, it was also 
a “perfect storm” of sorts that 
laid the foundational ground-
work for the Tea Party. In 2009, 
Republican President George 
W. Bush left office with one of 
the lowest net approval ratings 
since the Truman presidency. 
(Richard Nixon’s numbers were 
worse, but Richard Nixon also 
had to resign to avoid impeach-
ment.) In the 2008 presidential 
election, the Republican Party 
had vested its hope for the fu-
ture in Arizona Senator John 
McCain, and his loss left the Re-
publican Party without a clear 
leader.
 More than that, however, 
McCain’s loss represented a vic-
tory for so much of what the Tea 
Party holds in contempt today, 
as the most significant common 
thread among the ideological 
beliefs of Tea Party supporters 
is vehement opposition to the 
Obama presidency. Among Tea 
Party activists, concerns about 
people “freeloading” off of the 
government run rampant and 
deep; when President Obama 
assumed office, his progressive 
policy agenda featured one of 
the most redistributive pieces 
of legislation since the New 
Deal (the Affordable Care Act, 
specifically). Typically, when di-
viding the American populace 
into “workers” and “freeload-
ers,” there are two categories 
of people that wind up in the 
latter category almost without 
fail: young people, and undocu-
mented workers.
 So it is perhaps not surpris-
ing, therefore, that the inception 
of the Tea Party will forever be 
remembered as concurrent with 
Obama’s election. In The Tea 
Party and the Remaking of Re-
publican Conservatism, Theda 
Skocpol and Vanessa William-
son suggest that, to Tea Par-
tiers, Obama was “the epitome 
of the liberal elitist working in 
the interest of the undeserving.” 
Obama took office on the heels 
of the 2008 financial meltdown, 
so anxiety over financial stabil-
ity was already running high. 
Beyond that, though, Obama 
was the first African-American 
president; the son of an immi-
grant; and the second-youngest 
American president in history 
(after John F. Kennedy).
 Obama represented every-
thing the older generation of 

white, middle-class, conserva-
tives feared, and he had just 
been elected to the country’s 
highest office; his campaign 
rhetoric of “hope” and “change” 
carried an implicit promise to 
disrupt a status quo that had, 
quite frankly, been working 
quite well in its favoring of the 
demographics most represent-
ed within the ranks of the Tea 
Party. (The average Tea Par-
tier, for the record, is a white 
male, age 45 or older, and of 
middle- or upper-middle class 
socioeconomic status.) If there 
already existed some nebulous 
sense of anxiety over the direc-
tion in which the United States 
appeared to be headed, “anxi-
ety about the country’s future” 
quickly morphed into “anxiety 
about the country’s present” 
with the election of President 
Obama, and that anxiety about 
the present eventually crystal-
lized in Tea Party opposition to 
the president.
 The beginnings of the Tea 
Party, as well as the viability of 
the Trump candidacy, both ap-
pear to be rooted in the same 
thing: anxiety. Anxiety over a 
globalized economy ostensibly 
rigged against the American 
worker; anxiety over the ex-
pansion of an “untrustworthy” 
federal government that takes 
from the “workers” to sup-
port an undeserving class of 
“moochers”; and, perhaps most 
importantly, anxiety over di-

versifying demograph-
ic cross-sections. The 
Trump campaign slogan, 
“Make America great 
again,” speaks to these 
very insecurities, and 
Tea Party rhetoric seems 

to resonate most strongly with 
those who fear that the United 
States in which they grew up 
is quickly becoming a thing of 
the past.
 And although the Tea Party 
doesn’t claim Trump as one of 
its own, a lot of Trump’s sup-
port comes from voters who 
identify as members of the Tea 
Party. What makes this worth 
noting is the fact that Repub-
lican voters have the option of 
voting for an original Tea Par-
tier in Texas Senator Ted Cruz, 
but party support for Cruz has, 
thus far, proven lukewarm at 
best. With the Tea Party’s pref-
erence for citizen engagement 
over deference to elite mem-
bers of the political system, the 
voter base that the Tea Party 
movement activated is primed 
for a candidate who appears to 
be “of the people,” and not “of 
the establishment.” Unfortu-
nately for Ted Cruz, his rise to 
political prominence as a Tea 
Party up-and-comer means 
that he is now, in fact, part of 
the political establishment. 
And the voters whose loyalties 
now with Donald Trump are 
the voters who the Tea Party 
primed for a populist conser-
vative candidate, but who have 
not been exactly well-served 
by a Republican Party whose 
“trickle-down” economic poli-
cies have contributed to an 
ever-widening gap between the 
country’s highest and lowest 
income earners.
 Trump, therefore, is the 
Tea Party candidate of the con-
servative working class. His 
campaign represents the same 
grassroots, nostalgia-fueled ap-
peal of the original Tea Partiers, 
without the ties to top Tea Party 
donors whose enduring com-
mitment to free market dogma 
has left many working class 
conservatives worse off finan-
cially than they were a few de-
cades ago.
 In the 2016 primary, the frus-
trated blue collar workers and 
non-college-educated whites 
who make up Trump’s most de-
voted constituencies have de-
fined political discourse on the 
right in the same way that Mil-
lennial voters have shaped the 
discourse of the left. Regardless 
of the outcome of either party’s 
primary election, voters on each 
side of the aisle have made clear 
their growing dissatisfaction 
with the political establishment. 
It will certainly be interesting to 
see how much momentum (if 
any at all) these insurgent can-
didacies will generate in broad-
ening the ideological frame of 
American political discourse.

ELECTION 2016
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The political 
campaigns 

of Trump, 
Sanders, and 
Cruz exemplify 
the “ideological 
extremes” whose 
representation the 
two-party system 
is essentially 
designed to 
inhibit.
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 Today’s cultural climate is 
more diverse than ever before. 
Thousands of years of innovation 
have fostered a global forum for 
interaction and cooperation—
defined by common access and 
collaborative identities.
 Now more than ever, we 
share ideas and information. As 
products of our environment, 
we cultivate richer existences 
with the help of neighbors both 
next door and across the globe. 
With each passing year, we de-
velop mentally, technologically, 
and industrially.
 Yet in one way, we remain 
entirely stymied. As humans, 
we’ve yet to capitalize on the 
only truly renewable resource 
we have: our humanity.
 Humanity in the physical 
sense; the hair and teeth, nails 
and skin. Humanity as a wealth 
of information communicated 
through fashion and physical 
appearance.
 For all the progress our 
minds have made, we remain a 
society of human animals. And 
what’s fascinating about that is 
we likely always will be.
 Our bodies are the boon and 
bane of human existence. They 
can be our greatest advocates 
or the most ruthless of enemies. 
Though we couldn’t experience 
the world around us without 
one, the ones we have are, by 
their nature, severely limiting.
 Or so we think.
 Too often, the words “body 
art” are relegated to the seedy 
underworld of backstreet tat-
too parlors and unconventional 
piercings.
 Nothing could be further 
from the truth. You, reader, are 
a body artist.
 Are you currently wearing 
clothes? Did you trim your beard 
this morning, or tweeze your eye-
brows? Surely you’ve painted your 
nails, pierced your ears, practiced 
wing- tipped eyeliner, or even 
used whitening  toothpaste.
 Each day you make choices 
about your appearance—choic-
es that are carefully designed 
to speak to those around you. 
Whether you’re aware of it or 
not, you are a body artist. And it’s 
about time we appreciated that.
 In a world that’s beginning 
to tear at the sewn seams be-
tween cultures, it’s no longer 
plausible to hide behind lines 
and labels. Every day we blend 
further, and blur borders be-
tween one group and another. 
Yet at the same time, we restrict 
ourselves with antiquated in-
stincts to judge and categorize.
 Physical appearance is a 
valuable tool. It can be used to 
claim membership to a group 
or seek distance from one. It can 
show status, conform or rebel; 
it can mark a moment or even 
summon spiritual aid.
 But it cannot tell a story in 
its entirety. Not immediately, 
not ever.
 Sit long enough in any 
college -town coffee shop and 
you’re bound to see a dread-
locked, twenty- something in a 
“Feel the Bern” t- shirt.
 Conversely, wait in the lob-

by of any office building and 
you’re bound to see an expres-
sionless, middle aged man in a 
crisp suit and tie.
 Though these profiles are 
immediately familiar, it’s crucial 
that we train ourselves to rec-
ognize them for what they are: 
pieces of a story. A page or chap-
ter at most. The information 
one can divulge from another’s 
appearance is extravagant, but it 
isn’t endless and it isn’t absolute. 
And the amount of information 
you can convey with your own 
is similarly limited.
 So let’s harness that power 
through awareness and practiced 
response. Let’s maximize the ef-
ficiency of our physical inter-
actions, and lessen the damage 
done by gaps in communication.
 Individually and collective-
ly, let’s work to build a more in-
clusive society. By recognizing 
the function and flaws of our 
public displays, we can not only 
engage more intimately with 
our own identities but learn to 
approach others with interest 
and acceptance.
 More succinctly: we can 
look however we truly want, 
and more quickly accept those 
who are different.
 Though in some ways that 
may seem superficial, over time it 
could be the difference between a 
functional society or its collapse.
 Promote tattoos and pierc-
ings, either in yourself or for 
others who find meaning in that 
brand of personal decoration. 
Encourage traditional fash-
ion trends. Welcome new ec-
centricities. Incentivise creative 
cosmetics, or those that are pro-
duced in an eco- friendly man-
ners, and de-stigmatize anything 
that enforces restrictive gender 
norms. Reward establishments 
that turn away from truly unat-
tainable standards. 
 As a community, push for 
an open -minded approach to 
physical appearance. Teach one 
another to find humor in differ-
ence, rather than fear.
 Over time, maybe we’ll out-
grow the instinctive need to feel 
threatened by those that look 
different.
 Maybe beards and burkas 
won’t be ignorantly perceived as 
the uniform of terrorism. May-
be black skin won’t buy a bul-
let faster than any other color. 
Maybe golden crosses on deli-
cate chains will simply beg for 
peace, and never imply a deeper 
intolerance. Short skirts won’t 
ask to be assaulted. Short hair-
cuts won’t say anything about 
anyone’s sexual orientation.
 Because ultimately that in-
formation can’t be guaranteed 
by appearance. And to assume 
otherwise is detrimental not 
only to each of us individually, 
but all of us as a community.
 Let’s do everything in our 
power to love our bodies, the 
stories they can bear, and the 
messages they can send. And 
let’s do even more than that to 
languish in their limitations.
 Our bodies are the covers to 
each of our autobiographies. If 
we design them well enough, we 
can expand our readership, and 
accept other genres with joy or 
respectful indifference.
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signing checks and running up 
a massive tab, and hope for the 
best? In some cases, local poli-
ticians allocating public dollars 
to fund stadium construction 
has resulted to funding deficits 
in other, undoubtedly more vi-
tal, budget categories, such as 
schools and infrastructure. This 
use of public funds in the name 
of civic investment all happens 
despite the fact that there is “no 
discernible positive relation-
ship between sports facility 
construction and economic de-
velopment,” as noted by Gregg 
Easterbrook in a December 
2015 article for the Atlantic.

So why do cities fund these 
stadiums? Well, because when 
they aren’t threatening to pack 
up and leave, the teams de-
manding new stadiums are busy 
trying to convince local gov-
ernments and municipalities 
that revenue will all but pour 
in once these new stadiums are 
built: jobs will be created first 
by stadium construction, and 
then by keeping the stadium 
operational and open to the 
public; tourists, already pay-
ing good money to come to the 
games, will bring an additional 
influx of consumer spending to 
the area when they visit local 
stores, hotels, and restaurants; 
hometown pride will encour-
age locals to come out to games 
and revitalize the discretionary/
entertainment spending of area 
residents All that with the addi-
tion of the rent and sales tax on 
merchandise and concessions, 
and the stadiums will surely be 
able to fund themselves right? 

Wrong. 
Truthfully, NFL teams only 

play eight regular season games 
at their home stadiums if they 
don’t make the playoffs. And 
even if they do, there’s no guar-
antee of home field advantage, 
so any postseason play could, 
theoretically, happen just about 
anywhere. But for those eight 
games someone is making 
money hand over fist: fans shell 
out an average $85 per ticket to 
attend, pay for parking outside, 
and spend money on conces-
sions, beer, and merchandise 
inside. Now, multiply that fig-
ure by the tens of thousands of 
attendees at any one game (in 
2014, average per game atten-
dance in the NFL was just over 
67,000, making it the second-

largest live spectator sport in 
the world, right after auto rac-
ing), and multiply that by eight 
to find full-season revenue. Fi-
nally, to figure out how much 
of that revenue the city itself 
sees, multiply whatever number 
you’ve come up with by zero. 
Because the city gets virtually 
none of it.

Again, we circle back to the 
impossible decision. Let them 
leave and suffer the political and 
public backlash, or let them stay 
and eat the cost?

On one hand, maintaining 
stadiums is actually cheaper 
than letting teams move out. 
The city and taxpayers are still 
on the hook to pay off any debt 
or tax fees incurred by these 
empty stadiums as they stand 
vacant, while the city decides 
what to do with them. On the 
other hand,  in order to be able 
to to pay to keep these stadiums 
operational, most cities have to 
resort to taking money away 
from other public activities and 
venues. 

In an August 2013 article 
from Al Jazeera America, Neil 
deMause reports on one spe-
cific instance of this practice, as 
seen when the National Hock-
ey League’s Arizona Coyotes 
moved from Phoenix to Glen-
dale, Arizona in 2012, and got a 
new arena in the process.

“’Our police and fire depart-
ments were the first ones that 
started seeing their budget cut 
back,’ says Ken Jones, a Glen-
dale resident who led several 
unsuccessful attempts to force 
a public vote that could have 
overturned the Coyotes lease 
deal.’Libraries were hit pretty 
hard. They raised our water bills 
80 percent, our sales tax was 
raised, and our property tax was 
raised. They have robbed the 
things that people really expect 
to get from their taxes in order 
to keep supporting sports.”’

The lease deal for this arena 
amounts to the city of Glendale 
paying the team $25 million a 
year in arena management fees. 
This requires a $12 million an-
nual deficit payment for the 
arena. Of course, the Coyotes 
justify this by pointing out that 
they pay the city the fees and 
rent agreed upon as part of the 
deal. However, to put this in 
perspective, Glendale receives 
$2.2 million in rent payments 
and other fees from the Coyotes 
each year. That’s a $9 million 
shortfall every year. Two years 
after this deal went through, the 

Glendale City Council voted to 
terminate that contract, starting 
a legal battle that may ultimately 
result in the team moving back 
to Phoenix from Glendale. 

So what happens when a city 
tries to stand up to the demands 
of a professional sports team in 
their area? In 2006, the owners 
of the National Basketball As-
sociation franchise, the Seattle 
SuperSonics, wanted to make a 
drastic, geographical move be-
cause the team just wasn’t mak-
ing any money. They set their 
sights on Oklahoma City. 

The Seattle SuperSonics’ 
management and ownership in-
volved in this move concluded 
that the easiest way to “sell” the 
move to the city that had shared 
its turf with the SuperSonics for 
over 40 years was to present the 
city of Seattle with an impos-
sible request: They asked for a 
new stadium. 

In 2007, the Washington 
State legislature refused to put 
up taxpayer money to build a 
new arena, thereby playing right 
into the hands of the relocation 
group. When the NBA discov-
ered evidence of this plan, the 
league commissioner surmised 
that the deal was negotiated in 
bad faith and sent down some 
fines, but by that time, the vot-
ers in Oklahoma City had al-
ready approved $120 million in 
tax incentives to update the ex-
isting arena in their hometown, 
and the move was allowed to go 
through. The SuperSonics be-
came the Oklahoma City Thun-
der. The taxpayers wanted a big 
time sports franchise, and for 
better or worse, they got it. 

Of the four main Ameri-
can sports leagues (i.e., Major 
League Baseball, the NFL, the 
NBA, and the NHL), Neil deM-
ause had this to say in a 2011 ar-
ticle originally appearing in the 
Nation: 

“[They] have reaped nearly 
$20 billion in taxpayer subsi-
dies for new homes since 1990. 
And for just as long, fans, ur-
ban planners and economists 
have argued that building facili-
ties for private sports teams is a 
massive waste of public money. 
As University of Chicago econo-
mist Allen Sanderson memora-
bly put it, “If you want to inject 
money into the local economy, 
it would be better to drop it 
from a helicopter than invest it 
in a new ballpark.”’

For many cities across this 
country, having a professional 
sports team seems like a great 

way to bring prestige and in-
fluence to your area. However, 
it can also be a poison pill to 
swallow—one that is likely be 
a financial drain for years, even 
decades, to come. 

The NFL, like the other four 
main leagues, is an internation-
al, multi-billion dollar business 
with a product that customers 
are ready and willing to pay for. 
The money is there, to be cer-
tain, but for fans, it can be dif-
ficult, even downright uncom-
fortable, knowing that almost 
all of that money ends up back 
in the pockets of the teams and 
owners instead of helping the 
communities and cities shell out 
millions of dollars to acquire and 
sustain them. It is almost impos-
sible to see this trend of taking 
advantage of cities to get public 
money stopping any time soon. 
Right now, there isn’t a voice big 
enough, or a public concerned 
enough, to get these leagues and 
their franchises to stop, or to 
hold them accountable. 

The original rationale be-
hind the construction of these 
colossal sports venues was one 
of “stadiums as civic improve-
ment project.” With ideological 
roots nearly a century old, this 
line of thinking is outdated, and 
no longer applicable at a time 
when millions of sports fans 
tune into watch games from the 
comfort of their living rooms. 
And why do they do that, you 
ask? Well, it’s at least in part be-
cause the stadiums that these 
fans’ tax dollars built have made 
it impossible for most middle-
class families to spend any time 
actually inside them: accord-
ing to Team Marketing Report, 
a sports information publisher, 
in 2015, San Francisco families 
of four could expect to shell 
out, on average, $640 to spend 
the day watching the 49ers play 
at Levi Stadium; on the East 
Coast, fans of the New England 
Patriots spent an average of 
$624.70 to bring a family of four 
to a game at Gillette Stadium—
and these numbers are only if 
the families weren’t too worried 
about where in the stadium they 
were seated.

But Americans love their 
sports, and the hometown pride 
and comradery that a profes-
sional home team brings to a 
city seems to be worth the fi-
nancial sacrifice in the eyes of 
many. And let’s be honest: bot-
tom line, on the night of Febru-
ary 7, you know exactly what 
you were watching. 
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think would be most persua-
sive?) When a small business is 
ready to launch its crowdfund-
ing campaign, a strong social 
media following will give that 
campaign more visibility from 
the very beginning.

A successful crowdfunding 
campaign is one with a developed 
and ambitious vision. Neither 
investors nor consumers want to 
support a Phase One project that 
has no clear trajectory for future 
development. It’s important for 
entrepreneurs to think in terms 
of the big picture: have a major 
vision for the future, and then 
design a detailed business plan 
to get there. A successful cam-
paign has to do more than merely 
reflect contemporary trends or 
passing fads; in other words, it 
has to be sustainably marketable. 
This isn’t new—investors typi-
cally aren’t clamoring to support 
a half-baked idea without any real 
utility value—but when investors 
and entrepreneurs are brought 
together in such an impersonal 
way, disclosure becomes that 
much more crucial in building a 
strong relationship.

Crowdfunding critics claim 
that sites like Kickstarter and 
GoFundMe are filled with peo-
ple who are just looking for 
attention or hand-outs. Cam-
paigns continually pop up ask-
ing donors for help covering 
expenses that, in general, most 
people are expected to pay on 
their own. In a November 2015 
article in the New York Times, 
Judith Newman writes cam-
paigns in which users “beg” for 
money for weddings, vacations, 
or school—not for innovative 

entrepreneurial ventures. As 
these types of campaigns be-
come more prevalent, it is in-
creasingly more important for 
entrepreneurs to design a smart, 
transparent campaign for a tar-
geted audience. Otherwise, even 
the most brilliant idea risks get-
ting lost in the shuffle due to a 
poorly-executed campaign.

Other critics claim that 
it is unethical for established 
small businesses to use crowd-
funding to support expan-
sion efforts. In a February 
2014 New York Times article, 
Stacy Cowley cites the case of 
The Chocolate Room, a cof-
fee and desserts shop located 
in Brooklyn, NY. When faced 
with a substantial rent hike at 
their storefront location, the 
owners took to Kickstarter to 
ask for donations to support 
relocation efforts. Many com-
munity members went online 
to express their disapproval of 
a for-profit business asking for 
public support to fund expan-
sion efforts. Others, conversely, 
saw their personal donations 
to the business as “a contribu-
tion to local culture.” Another 
small business owner, Lynette 
Krajewski, started a Kickstart-
er campaign to fund the open-
ing of her second restaurant. 
In the same New York Times 
piece, Krajewski recalls having 
received “irate messages” from 
the public, scolding her for 
“asking for handouts.”

These small business own-
ers and others argue that com-
munity members are unaware 
of the heavy burden of debt that 
many small businesses carry. 
Almost every independent ven-
ture begins with a loan of some 
kind. In 2014, the U.S. Small 
Business Association approved 

52,044 loans for $19.19 billion. 
This accounts for a 12 percent 
increase in the overall number 
of loans, and a 7.4 percent in-
crease in dollars loaned, com-
pared to the same figures from 
2013. The need for startup capi-
tal is a large part of what drives 
small businesses to ask for do-
nations via crowdfunding plat-
forms. It’s a relatively easy way 
to ask for money without using 
a ton of resources.

Legally, this form of raising 
capital just recently began to 
gain traction. Congress intro-
duced legislation regarding it in 
2012, when President Obama 
signed the Jumpstart Our Busi-
ness Start-ups (JOBS) Act, which 
created a federal exemption un-
der securities laws that allowed 
start-ups to use crowdfunding 
to raise capital. The Securities 
and Exchange Commission fi-
nalized new rules and regula-
tions governing crowdfund-
ing in October of 2014. Under 
these rules, startups must use 
an SEC-registered funding por-
tal to raise funds not exceeding 
$1 million. Businesses are also 
required to be completely trans-
parent with investors regarding 
any factors that might impact 
the investment. For example, all 
debt, ownership, and detailed 
financial information must be 
disclosed in order for an invest-
ment to be viable.

So, it’s possible for a small 
business to raise money via 
crowdfunding if it follows the 
rules and creates a smart busi-
ness plan—but what are the 
odds of a successful campaign? 
According to a recent Time 
magazine article by Ben Taylor, 
more than half of the 200,000-
plus completed campaigns on 
Kickstarter fell short of their 

goals. Visibility plays a huge role 
in this: one of the most famous 
Kickstarter campaigns was the 
recent push to get the beloved 
PBS series Reading Rainbow 
back on air. The campaign 
brought  in over $6.4 million, 
shattering existing Kickstarter 
records, but the catch was a 
simple one: Reading Rainbow, 
in its 21 existing seasons that 
aired from 1983 to 2006, already 
had established a massive (and, 
evidently, massively devoted) 
following. 

While crowdfunding does 
its part to level the playing field 
for startup owners, its users are 
not immune to consumer biases 
or skewed advantages. Some-
times, something as small as a 
celebrity sharing or re-posting a 
campaign plea on their personal 
social media account can tip the 
odds in the favor of a campaign, 
regardless of what that cam-
paign is offering, or its popular-
ity with consumers leading up 
to that pivotal moment.

With a whole mess of pleas 
for rent money, vacation funds, 
and other frivolous requests out 
there, entrepreneurial hope-
fuls must show the value in 
their products or ideas. Other-
wise, it’s just white noise in an 
already crowded marketplace. 
As a chamber of commerce 
executive, consider providing 
resources for your small busi-
ness-members that can help 
them refine their marketing 
efforts—especially digital and 
social media marketing. While 
crowdfunding may be a new 
avenue, businesses can’t escape 
the time-tested techniques that 
bring in funds, and smart mar-
keting and thorough planning 
are the keys to success, regard-
less of the platform.

CROWDFUNDING
FROM PAGE 1 
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This section is designed to suggest new ideas, inspire creative thought, and hopefully encourage other chambers to try new things. So 
take a look at this long list of events and try to think of ways they can apply to your chamber and your community. Have a third quarter 
event you’re really proud of? One you want to shout about from the rooftops? Email your upcoming events for July, August, & September 
2016 to nationalchamberreview@gmail.com to submit them for our next issue!

2nd Quarter 2016 Upcoming Events:

April
-Harbor Springs Area Chamber 
of Commerce & Visitor Cen-
ter, Harbor Springs, MI: Bowl-
ing Down Main Street (4/1). It’s 
April Fools Day!  Come out for 
an annual tradition as we cel-
ebrate the approach of Spring. 
Students, parents and business 
owners from around the com-
munity come out to watch chil-
dren go for a strike down Main 
Street, just west of State Street.   
The event is free.  For more in-
formation, contact the Harbor 
Springs Area Chamber of Com-
merce at (231) 526-7999 or visit 
the chamber online at www.
harborsprings.com.

-Moscow Chamber of Com-
merce, Moscow, ID: 17th Annu-
al Tutxinmepu Powwow (4/2). 
Tutxinmepu is a Nez Perce word 
meaning “the place where the 
deer loses its spots.” Dancers, 
drummers and audiences come 
from across the Northwest and 
Canada to participate in this vi-
sual and artistic representation 
of the strength and vitality of the 
Native culture. Come join the 
Native American  Student Cen-
ter as they host the 17th Annual 
Tutxinmepu Powwow. 

-Capital Region Chamber 
of Commerce, Schenectady, 
NY: Let’s Talk, Engaging Four 
Generations in the Workplace 
(4/8). The workplace has be-
come increasingly diverse and 
complex, as employees have to 
manage generational differenc-
es between four groups: Gen Z, 
Gen Y, Gen X and Baby Boom-
ers. Each generation was born 
in a different time period, has 
diverse workplace preferences 
and needs to be managed in 
a different way. Generational 
perspectives form based on the 
time period one grew up in, 
and each person carries lasting 
beliefs as he or she progresses 
in his or her career. Today, it’s 
increasing important to create 
a workplace cultural that un-
derstands and supports genera-
tional differences.

-San Jose Silicon Valley Cham-
ber of Commerce, San Jose, CA: 
Secrets of Successful Retailing 
(4/11). This class will present 
ideas for brick and mortar retail 
stores, restaurants not included. 
We will provide thoughts and 
ideas as well as practical tips 
on how to attract new custom-
ers and more importantly how 
retain current customers. This 
class will help you understand 
the mind of your customer, 
what attracts customers and 
what repels them. We will talk 
abut how to maintain a com-
petitive edge over the big box 
stores and how to promote the 
value proposition of your store. 

-Rensselaer County Regional 
Chamber of Commerce, Troy, 
NY: Empowerment Series 
Presents Game Changers: How 
Sports Drive Leadership (4/13). 
Playing sports provides partici-
pants with opportunities to de-
velop skills in communication 
and team building. These skills 
enable people to function ef-
fectively as leaders, as well. At-
tendees will hear how lessons 
learned in sports has transi-
tioned to their leadership and 
management style, first-hand 
accounts of how teamwork 
and communication skills are 
crucial to success, what advice 
they would give to someone 
pursuing a career in sports and 
how athletics and the sports 
industry are economic driv-
ers.  Panelists include: Chris 
Ciceri, Chief Executive Officer, 
The Albany Devils; Dr. Lee A. 
McElroy Jr., Director of Ath-
letics, Rensselaer Polytechnic 
Institute: Rick Murphy, Chief 
Operating Officer/Executive 
Vice President,  Tri-City Val-
leyCats. Moderator: Rodger 
Wyland, WNYT TV – News-
Channel 13.

-Gwinnett Chamber of Com-
merce, Duluth, GA: Gwinnett 
Leadership Organization for 
Women, presented by Gwin-
nett Medical Center, featuring 
Hala Moddelmog, president & 
CEO of Metro Atlanta Cham-
ber (4/15). Hala Moddelmog, 
Metro Atlanta Chamber presi-
dent & CEO, has held execu-
tive-level leadership roles while 
accomplishing many firsts for 
women in business. Learn how 
she has become a change lead-
er by taking calculated risks. 
A dedicated community ad-
vocate, she serves on multiple 
boards including the Georgia 
Tech Scheller College of Busi-
ness, the Georgia Public Tele-
communications Commission 
and the Woodruff Arts Cen-
ter. She has also served on the 
boards of two New York Stock 
Exchange companies. She re-
ceived an honorary doctorate 
from her alma mater, Georgia 
Southern University.

-Folsom Chamber of Com-
merce, Folsom, CA: Folsom 
Issues and Insight – Looking 
to the Future. Will Millennials 
Choose Folsom? (4/18). This 
is the topic of the third session 
in this four part series. Join the 
Folsom Chamber and its ener-
gized discussion featuring cur-
rent leaders and up and com-
ing Millennials. This interactive 
forum is free to attend and will 
be held at Folsom Lake College. 
Doors will open at 6:00 pm. 
Watch for the signs directing 
you to Buckeye Hall, Large Lec-
ture Hall, Room FL3-173. Park-
ing is $2.00.

-Greater Elkhart Chamber of 
Commerce, Elkhart, IN: Us-
ing Social Media to Market 
Your Business (4/28). Join us 
for this instructional input on 
how to use social media for 
your business. Mike Gingerich, 
President of Digital Hill Multi-
media, will cover social media 
networks including Facebook, 
Twitter, LinkedIn, Pinterest, 
Google+ and Instagram, and 
how they can be used by en-
trepreneurs and businesses 
to grow leads and sales.  We’ll 
look at each platform and out-
line a plan for how businesses 
can integrate social media as 
part of their overall market-
ing plan.  This plan can help a 
business to increase their web 
presence, reach new custom-
ers, and nurture new leads to 
become clients. 

May
-Canandaigua Chamber of 
Commerce, Canandaigua, NY: 
Canandaigua New Business De-
velopment Event (5/4). Please 
join us at this educational and 
networking event for business 
owners interested in further-
ing their success thorough a 
new, and/or additional location. 
Added to the chance to her from 
successful business owners and 
meet potential resources. There 
will be a walking tour of sites 
that are move-in ready, includ-
ing Main St retail storefronts, 
second floor office space, and 
commercial plazas elsewhere in 
the City.

-Rancho Cordova Chamber 
of Commerce, Rancho Cor-
dova, CA: Annual Women’s 
Luncheon (5/4). Each spring, 
Sacramento Children’s Mu-
seum honors a woman who 
has earned our respect and ad-
miration for the work she has 
done to make a positive impact 
on young children.  The after-
noon will include a delicious 
catered lunch, hand-picked 
vendors, a raffle, and feature a 
table design competition. 2016 
Honoree is Katy Carlsen, M.D., 
FAAP (Co-Chair, American 
Academy of Pediatrics Foster 
Care Committee). Individual 
tickets are $45, table sponsor is 
$500.   Ask about sponsorship 
opportunities. 

-Whittier Area Chamber of 
Commerce, Whittier, CA: Ka-
leidoscope 6-Chamber Mixer 
& Silent Auction (5/4). Attend 
this 6-Chamber Mixer & Silent 
Auction hosted by CACP, Inc. 
Wear orange to represent Whit-
tier! Participating chambers 
include Whittier, Fullerton, 
La  Habra, Norwalk, Pico Rive-
ra, and Santa Fe Springs. Come 
enjoy: silent auction tables, 
auction board squares, compli-
mentary hors d’oeuvres, no host 
bar, entertainment by RMH 
Dance & Productions. Pro-
ceeds from this event will help 
CAPC, Inc.  support individu-
als with disabilities: attend col-
lege/community classes, obtain 
employment, move into their 
own apartment/home, access 
community resources, improve 
communication.

-Arlington Chamber of Com-
merce, Arlington, VA: SMART 
Start (5/5). A free network-
ing seminar for new, existing, 
and prospective members, 
SMART Start  is your oppor-
tunity to learn how to maxi-
mize your chamber member-
ship. Learn about the chamber 
and the many ways you can 
get involved through events, 
networking, sponsorship op-
portunities, and joining com-
mittees. Take advantage of the 
opportunity to meet our staff, 
future clients and associates, 
and expand your membership 
potential at SMART Start!

-Greater Winter Haven Cham-
ber of Commerce, Winter Ha-
ven, FL: Girls Incorporated of 
Winter Haven 25th Annual 
“She Knows Where She’s Going 
Awards” (5/13). The 25th an-
niversary celebration luncheon 
will honor all past honorees 
and celebrate  four outstand-
ing women who are recognized 
as leaders and role models for 
the girls and young women of 
Greater Winter Haven. Tickets 
are $45 per person. As  a  25th 
Celebration  Luncheon Sponsor 
your contributions directly pro-
vide programs and activities for 
over 220 girls in Winter Haven, 
in addition: Platinum Sponsors 
receive a reserved table of eight 
seats to the event and program 
recognition for $1000; Gold 
Sponsors receive  six reserved 
seat tickets and program recog-
nition for $500; Silver Sponsors 
receive  four  event tickets and 
program recognition for $250; 
Bronze Sponsors receive one 
event ticket and program recog-
nition for $100.

-The Chamber of Commerce 
of Greater Cape May, Cape 
May, NJ: 37th Annual Great 
Cape May Footrace (5/14). 
On Saturday May 14th, for 
the 37th  year, The Chamber 
of Commerce of Greater Cape 
May  will transform the Cape 
May beachfront into certified 
5k & 10k racecourse. Come for 
the race and stay for the day! 
Runners will enjoy the fast flat 
course that loops throughout 
Cape May.

-Loudoun County Chamber of 
Commerce, Lansdowne, VA: 
Patents 101: Demystifying the 
Patent Process (5/20). Call-
ing all innovators! Think you 
have something patentable, 
but aren’t sure? Wonder if you 
should even patent your inven-
tion? Don’t have a clue where 
to start? Join us for this highly 
informative Patents 101 work-
shop that will demystify the 
patent process for you.  What 
will be covered:  The practi-
calities and definitions of pat-
ent types; When to know that 
you have something patent-
able; The importance of for-
mulating a patent strategy and 
why; The nuts and bolts of the 
actual process within the U.S. 
Patent and Trademark Office; 
Timing expectations after a 
patent is filed, and follow-up 

action items to monitor; Your 
IP future: building a patent 
portfolio and why; a Q&A ses-
sion will follow the presenta-
tion. This seminar will be led 
by John Sotomayor, Patent 
Attorney and Founder of So-
tomayor IP Consulting, Ltd. 
(www.sotoip.com). Based in 
Research Triangle Park, NC, 
John specializes in assisting 
start-up and emerging growth 
companies to protect their 
valuable innovation assets. 
John was formerly in-house 
patent counsel for high-tech 
start-ups in RTP, is a former 
Patent Examiner with the 
USPTO, and spent the first 
half of his career as an elec-
trical engineer in the energy, 
telecommunications, software 
and intelligence industries.  

-Jackson Hole Chamber of 
Commerce, Jackson Hole, 
WY: ElkFest (5/21-22). Elk-
Fest, a weekend of activities 
built around the world-fa-
mous Jackson Hole Boy Scout 
Elk Antler Auction, will be 
held May 21-22, 2016. Elk-
Fest is an exciting time for 
celebrating nature, outdoor 
skills, hunting and ecological 
education and awareness. This 
annual event, which includes 
the High Noon Chili Cook-
Off and the Mountain Man 
Rendezvous, supports the Na-
tional Elk Refuge with a large 
portion of auction proceeds 
going back to habitat enhance-
ment projects on the refuge. 
Every spring, thousands of elk 
wintering on the National Elk 
Refuge lose their antlers be-
fore they migrate to their sum-
mer range. The Boy Scouts as-
sist the refuge with harvesting 
the shed antlers and auction 
them to bidders from around 
the world who make furniture, 
wall decorations, jewelry and 
food products from them. Last 
year, 10,609 pounds of antlers 
were sold at the auction. Bid-
ders paid a record-setting av-
erage of $17.03 per pound, or 
$5.76 per pound higher than 
the $11.27 average seen over 
the past 10 years.

June
-Columbus Chamber of Com-
merce, Columbus, OH: CEO 
Insights 2016 Featuring Ryan 
Vesler, Owner, Homage (6/1). 
When he created Homage in 
his parents’ basement at the 
tender age of 23, Ryan Vesler 
did not have an MBA or a busi-
ness pedigree. What he did 
have was a vision that wouldn’t 
stop and the tenacity to make it 
a reality. Seven years later, he’s 
sitting atop a growing business 
with national cred. Not bad for 
a T-shirt designer. In an inter-
view format, Ryan will share 
his unique business model 
and practices that have turned 
Homage into a slick, self-as-
sured company. This is a tick-
etless event. An electronic re-
minder will be sent with event 
details prior to the event. Reg-
istration fees are considered 
non-refundable. Limited seat-
ing available. CEO Insights sells 
out quickly. Visit columbus.org 
for details and to purchase your 
tickets.

-Carbondale Chamber of 
Commerce, Carbondale, IL: 
Carbondale Chamber of Com-
merce Golf Scramble (6/3). 
Hickory Ridge Golf Course. 
Registration at 8:30, start at 
9:00.

-Greater Tallahassee Chamber 
of Commerce, Tallahassee, FL: 
The Chamber Awards (6/7). 
Each year individuals  nomi-
nate  deserving businesses  for 
their outstanding achievements 
and contributions in our com-
munity.  Nominees then  fill 
out  applications which are re-
viewed by a selection commit-
tee local business experts.   The 
nominees are narrowed down 

to three finalists in each category 
and the winners are announced 
at The Chamber Awards lun-
cheon. For 2016, nominees will 
compete in the following  cat-
egories: Entrepreneurial Start 
Up,  Locally Owned, Manufac-
turing, Next Generation, Non-
Profit, Service, Technology  & 
Innovation.

-Nacogdoches County Cham-
ber of Commerce, Nacogdo-
ches, TX: 27th  Annual Texas 
Blueberry Festival (6/11). The 
Texas Blueberry Festival is a 
delightful day of the America 
you dreamed that still exists. 
This is the most delicious fes-
tival in the Lone Star State—
a day-long celebration of the 
annual blueberry harvest. As 
the only state-sanctioned blue-
berry festival in Texas, this de-
licious annual event attracts 
more than 19,000 people to 
downtown Nacogdoches. It of-
fers a smorgasbord of activities 
to keep folks entertained all 
day long.

-U.S. Chamber of Commerce, 
Washington, D.C.: America’s 
Small Business Summit 2016 
(6/13-15).  Join more than 800 
business owners and cham-
ber executives from across the 
country in  Washington D.C. 
on June 13-15, 2016 to network, 
hear from business and policy 
experts, and tell Congress what 
your business needs to suc-
ceed.  The action packed event 
will feature high caliber key-
notes, small group breakout ses-
sions, and a variety of network-
ing opportunities.

-Queens Chamber of Com-
merce, Jackson Heights, NY: 
Breakfast Workshop Series – 
Building and Coaching High 
Performance Teams in the 
Workplace (6/17). This pro-
gram covers how HR profes-
sionals and managers build 
and coach teams for greater 
performance. The workshop 
will provide participants with 
hands on techniques for se-
lecting team members and 
getting the team on the right 

track. Queens Chamber of 
Commerce In conjunction 
with NYIT Center for Human 
Resource Studies and Dispute 
Resolution Institute of New 
York.

-Bedford Area Chamber of 
Commerce, Bedford, VA: 2016 
Beach Bash (6/18). Start Sum-
mer off right and kick off your 
50th Anniversary Celebration 
of  Smith Mountain Lake at 
the  2016 BEACH BASH. Fea-
turing music by the Carolina 
Breakers! $25 Advanced Tick-
ets ($30 at Gate) Designated 
Drivers can purchase a non-
drinking band for $10 Tickets 
include music, shagging, and 
wine tasting! Support LOCAL 
by purchasing additional wine 
from the participating win-
eries: Peaks of Otter Winery, 
Ramulouse Ridge, Hickory 
Hill, DeVault Family Vine-
yards, Rebec Winery. Make 
Beach Bash your vacation by 
staying at Mariners Landing 
Resort! Ask about accommo-
dation packages.

-Gresham Area Chamber of 
Commerce and Visitors Cen-
ter, Gresham, OR: Chamber 
101 (6/28). Chamber 101 is 
one of our favorite events at the 
chamber because we have the 
opportunity to chat with many 
of our new (and aspiring) 
members, as well as folks who 
are new to businesses that may 
be long-standing members. It’s 
a great way to learn more about 
the chamber. During the short 
session, we: learn how to take 
advantage of marketing and 
exposure available through 
chamber membership; discov-
er how to maximize opportuni-
ties available for your business 
within the chamber; give you 
an opportunity to meet others 
in the “freshman class”; and 
enjoy a light lunch provided 
by our host, Oregonians Credit 
Union. We hope you can join 
us. Chamber 101 is a ton of fun 
and usually includes stories 
from staff and members alike 
that help build an understand-
ing of creative ways to plug in. 
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Inventing Your Chamber’s Future

Four Ways to Master Your Business, Relationships & Connections

Frank J. Kenny
Contributing Writer

 I forewarn you: what you are 
about to read may upset you.
 I won’t blame you if you 
choose not to read it. What I have 
to say here starts off rather un-
pleasantly, but it does offer hope, 
and direction, for those looking to 
innovate and try something new.
 Before we begin, please do 
me a quick favor.
 Do a Google Trends search 
for “Chamber of Commerce.” 
When you do that search, you 
will get this chart:
 This chart represents 
Google search interest for the 
term “Chamber of Commerce” 
over the past ten years.
 The trend line for chamber 
interest within that time frame 
is horrible.

 The numbers show that com-
paratively few people today care 
to search for things like, “Should 
I join my local chamber of com-
merce?”; “What does a chamber 
of commerce do for me?”; or, 
“How can membership in the 
chamber of commerce benefit 
my business?”
 People just aren’t as inter-
ested in chambers anymore, at 
least according to this piece of 
data.
 Should we just ignore this? 
Is interest, and therefore rel-
evancy, not an issue that needs 
to be addressed? Many people 
in the industry have said as 
much. 
 I disagree.
 Here is another data point, 
one much less precise, but still 
informative:
 Do a Google News search 
for “Small Business Saturday.” 
You will find tons of newspaper 
stories about it. 
 How many of those articles 
mention the local chamber of 
commerce, the organization 
that supports small businesses 
all year round? I went through 
more than a dozen articles im-
mediately following the last 
Small Business Saturday (which 
falls on the Saturday after 
Thanksgiving) and the chamber 
was hardly mentioned. It’s sad, 
and it’s scary, particularly if you 
love this industry.
 Let’s do a few more busi-

ness-related Google Trends 
queries.
 Content Marketing: 
 The data shows a sustained 
upward trend for this mod-
ern marketing technique. The 
vast majority of chambers are 
doing old school interruptive 
marketing. Content marketing 
provides massive reach into the 
community at very little cost, yet 
few chambers are leveraging this 
trend to their full advantage.
 The Membership Economy 
(started trending after 2011):
 Subscription and member-
ship economy companies (think: 
Netflix, Amazon Prime, Birch-
Box) are changing the way we 
find entertainment, buy life’s ne-
cessities, purchase software, etc. 
It’s a massively disruptive shift. 
In the membership economy, 
it’s not about a single purchase 
of a product or service; it’s about 
creating exclusive audiences and 
lifetime customers. A core tenant 
of the membership economy is 
relationship building. This helps 
organizations retain their mem-
bers as the company discovers 
and serves current wants and 
needs. Retention, or “reducing 
churn,” as these companies term 
it, is paramount. Chambers could 
learn a thing or two about build-
ing online relationships, exclusive 
audiences, and truly knowing 
and serving their members’ cur-
rent wants and needs.
 The Sharing Economy (start-
ed trending after 2011):
 Today, people are flocking to 
companies that save them time, 
effort, and money. The “shar-
ing economy” model lends itself 
to offering your members and 
customers solutions at scale. 
Imagine the Uber, Airbnb, and 
Kickstarter business models, re-
purposed in order to serve your 
members and community. If you 
want to grow your budget, the 
only thing holding you back to-
day is your imagination, as your 
members are already spend-
ing their money on things that 
your chamber could be broker-
ing or helping them acquire. The 
chamber industry is comfortable 
doing international travel trips, 
for example. That is leveraging 
the sharing economy.
 Why don’t many chambers 

offer the other things members 
and prospects are already pay-
ing too much for, or the things 
they want and/or need?
 Your Chamber is Perfectly 
Positioned to Leverage These 
New Trends
 It’s time for chambers to 
start using their strengths and 
their enviable position in their 
communities more to their ben-
efit. As the saying goes, “The 
best way to predict the future is 
to invent it.”
 If you want to secure your 
chamber’s future, start do-
ing real content marketing to-
day. People will be thrilled to 
get content from the chamber 
(and chamber team) that in-
forms, entertains, and inspires 
them. Quit interrupting people 
with what’s important to your 
chamber and start providing a 
lot more value through content 
that is important to your mem-
bers and prospects. This is “top 
of the funnel” work.
 As for acting like a member-
ship economy business, focus 
not so much on “wham-bam” 
inbound lead generation, but 
on building exclusive, propri-

etary, audiences. Build those 
relationships and get to know 
your members and prospects 
inside-out. Segment your mar-
ket and build your tribes. This is 
“middle of the funnel” work.
 Then, as a sharing economy 
business, offer the products and 
services that your members and 
prospects have told you they 
want and/or need. Solve your 
segment’s specific problems. 
When you do, you become in-
dispensable. This is where the 
conversion happens, at the bot-
tom the funnel.
 It sounds simple enough, 
but it isn’t. Truth be told, your 
chamber should have started 
this years ago when content 
marketing, blogging, and per-
mission marketing went main-
stream. If your chamber doesn’t 
have a blog, or a similarly inter-
active platform that allows you 
to provide value without push-
ing your own agenda items, you 
aren’t doing content marketing.
If you are not segmenting and 
growing your exclusive online 
audience, you aren’t truly get-
ting to know the wants and 
needs of your members. You 

aren’t leveraging the member-
ship economy. 
 Finally, if your chamber is 
not delivering products and ser-
vices that you know your seg-
ments actually want, or already 
buy somewhere else, you aren’t 
leveraging the sharing economy 
to the benefit of your members 
and community. 
 Don’t feel this is the right 
time for your chamber to le-
verage these disruptive trends? 
Waiting for the case studies to 
help your organization avoid 
any potential pitfalls?
 I will leave you with this a 
quote from Seth Godin, “If you 
wait until there is another case 
study in your industry, you will 
be too late.”

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.
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 “We must be relentless in 
convincing our members that 
we matter to them in order to 
survive,” said Mary Cano, CEO 
of the North Central Jersey As-
sociation of REALTORS, in a 
discussion about planning for 
new ways to communicate with 
members.
 Chambers invest extraordi-
nary time and resources to de-
velop and fine-tune their prod-
uct delivery chain (fundraising, 
advocacy, new member pro-
grams, etc.), but most FAIL to 
invest in the most fundamental 
factor of business success: figur-
ing out how they matter most to 
their members.
 Every time I meet with a 
member organization, I’m on 
the lookout for four things: 
written plans; clarity about 
why they exist; realistic bud-
gets and the expected return 
on investment (ROI); and 
quality relationships with the 
organization’s most important 
members.

 In 2013, the Chamber of 
Commerce of Harrison County 
in Corydon, Indiana made a 
commitment to mastering their 
business focus and member 
relationships. Under the direc-
tion of their chamber president, 
Lisa Long, the group pursued 
a series of activities associated 
with these four areas. I recently 
reached out to Lisa to find out 
how things were going and to 
get her thoughts on the impact 
of their efforts.
 The strategic planning pro-
cess is the point at which many 
organizations come to the “ah-
ha” moment of realizing there 
is a lack of clarity about why 
the group exists. Lisa admits 
she, like many in her industry, 
was guilty of focusing more on 
what the chamber had to offer, 
instead of capitalizing on what 
members already valued most 
about the chamber. 
 The Chamber of Com-
merce of Harrison County 
used a survey to identify 
members’ perception of the 
organization’s value. With 
that information in hand, the 
group developed a unique 

value proposition: “Connect-
ing the Community—Cham-
ber Connections that Create 
Business Success.” The value 
statement provides the all-im-
portant clarity about why the 
chamber exists. It also guides 
the group’s strategic planning. 
Lisa says it’s now much easier 
to develop written strategies 
and goals with a clear sense of 
purpose.
 She adds that it’s also help-
ful in keeping board members 
focused on the approved stra-
tegic plan. New volunteer lead-
ers often arrive with their own 
agenda for what the chamber 
should accomplish during their 
term. Lisa reminds them of the 
plan (which they most likely 
helped to develop) and the im-
portance of sticking to activities 
aligned with agreed-upon goals 
and strategies.
 Being able to show a return 
on investment (ROI) is criti-
cal for most chambers. Few, if 
any, have money to burn or the 
luxury of operating without 
competition. Lisa stresses the 
importance of being able to jus-
tify both the time and the funds 
invested in chamber initiatives. 
This is becoming increasingly 
important as most members 
are too busy running their own 
businesses to actively engage in 
overseeing chamber business. 
It’s much easier to communi-
cate the ROI of what you do 
when you tie it to your strategic 
plan, especially when your stra-
tegic plan reinforces your mis-
sion and value proposition.
 Which brings us to the 
fourth way to master your 
business, relationships, and 
connections: quality relation-
ships. Lisa says some people 
think these relationships just 

happen. Wrong. There needs 
to be a plan. Especially impor-
tant are your big members—
for example, banks, hospitals, 
and other such members who 
have large investments in the 
community. These member 
businesses need to feel that 
the value  of what they are get-

ting justifies what they pay for 
membership. Lisa is vigilant to 
ensure that every communica-
tion sent reinforces her cham-
ber’s value proposition.

Technology has made it 

easy to cut back on face-to-face 
communication. Lisa empha-
sizes to her team the impor-
tance of picking up the phone, 
even when a quick email might 
do. New members, in particu-
lar, benefit from a personal, 
one-on-one communications 
approach. Lisa recommends 

mentoring programs, personal 
outreach, and ensuring some-
one connects with them the 
first few times they show up at 
an event.
 While most chambers of 

commerce benefit from an eco-
nomic development group that 
helps bring businesses into the 
market, the Harrison County 
Chamber emphasizes business 
retention and expansion—i.e., 
engaging businesses already in 
the community. This happens 
through personal communica-
tions, and outreach, which lead 
to quality relationships.
 While the Harrison County 
Chamber has found its path to 
mastering its business focus 
and member relationships, ev-
ery group is different. Regard-
less, I stand by these four ways 
as important, general elements 
for business and member re-
lationship success. There’s no 
absolute order to approaching 
these four areas. Wherever you 
are in your strategic develop-
ment will guide you.
 Inc. writer Jeff Hayden 
reminded me, “Like Jason 
Bourne, successful people don’t 
do random.” Nor do successful 
chambers of commerce. Suc-
cessful chamber executives and 
leaders are intentional about 
what they do, because, as Jeff 
says, “they’re constantly think-
ing about why they do what 
they do.”
 Chamber executives and 
leaders who work on all four 
of these aspects of their busi-
ness use processes, products, 
and people (in equal parts) 
to reach their biggest goals. 
When these inter-related sys-
tems work well, the chamber 
has time to think about new 
ideas, evaluate them, and bring 
the best ideas to fruition.
 I’ve spelled these out a bit 
more in an infographic. I hope 
this generates some new think-
ing and new ideas for you and 
your team!

Google Trends search results for various phrases over the last ten years. Each graph is unique and only 
relevant to the trend for that particular phrase; the numbers aren’t comparable between each result.

The right balance of these three initiatives will make you indispensible.
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Your Best Foot 
Forward

Established in 1987, CGI Communications, Inc. contin-
ues to be a leader in digital marketing solutions. Proudly 
utilizing the endorsements from the National League of 
Cities and the United States Conference of Mayors, CGI’s 
online video programs are backed by the most reputable 
entities in local government. Boasting more than 80,000 
satisfied customers to date, CGI uses innovative technolo-
gies—from video tours to reputation management to track-
ing systems—to highlight our clients’ best attributes and 
pave the way as the nation’s premier community image 
marketer.

Having fully produced over 20,000 videos for munici-
palities, chambers of commerce, counties, and associations 
across the country, CGI constantly evolves with changing 
technology to create new and interesting initiatives to pro-
motes communities and organizations. A leading provider 
of high-impact marketing solutions, CGI is poised to build 
a better future for the communities and businesses who 
support them.
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