
YOUR LOCAL PAPER, NO MATTER WHERE YOU LIVEVol. 6, No. 2 www.nationalchamberreview.org

Page 1

N
ational C

ham
ber Review

130 East M
ain Street, G

ranite Building
Rochester, N

Y 14604

PRSRT STD
U.S. POSTAGE

PAID
ROCHESTER, NY

PERM
IT #51

Look Inside!
Read Through Our Pages For
Other Great Articles!

ISSN 2326-8069 
ISSN 2326-8115

The National Chamber Review

Brian Groth
Staff Writer

Downtowns across the US 
are seeing renewed interest in 
the lifestyle and opportunities 
they offer in contrast to their 
suburban counterparts. Largely 
among millennials and empty-
nesters, people are exchanging 
their lawns, shopping malls, and 
cars for parks, main streets, and 
a good pair of shoes. In parallel 
to this market shift, downtown 
public spaces are being revived 
from deteriorated remnants of an 
earlier age to drivers of economic 
development and improved qual-
ity of life. While a steady stream 
of emerging data illuminates the 
economic benefits received by 
the entire community with revi-

talized public spaces, implemen-
tation of such projects is not as 
straightforward as standard rede-
velopment projects. Their value is 
not realized by a singular entity, 
but instead by the community-at-
large. As such, successful public 
spaces depend on cooperation 
and consensus among public, pri-
vate, and philanthropic interests.

Once the most dangerous 
park in New York during the 70’s 
and 80’s, Bryant Park now serves 
as an international model of ur-
ban revitalization, responsible for 
creating billions of dollars in real 
estate value since its reopening 
in 1992. Its transformation and 
continued management is owed 
to the Bryant Park Corporation, 
a self-sustaining non-profit orga-
nization founded by Dan Bieder-
man. Following this project, Bie-
derman established Biederman 
Redevelopment Ventures, a firm 
specializing in placemaking and 
public spaces around the world.

So where do public space ini-
tiatives start?

“We see three different rea-

sons that public space initia-
tives arise: a problem needs to 
be solved, a public perception of 
a problem, or where spaces are 
merely underutilized,” says Ben-
jamin Donsky, BRV’s Vice Presi-
dent.

Problems in need of a solu-
tion might be physical hazards 
or crime-related danger. Physical 
dangers are sometimes a result 
of a lack of flexibility or staffing 
in the public sector, where any-
thing beyond basic maintenance 
is not often a priority, if on the 
budgetary radar at all. Troubled 
public spaces may also be nodes 
of crime, drug-use, and/or home-
less encampments. These were all 
attributes of Bryant Park prior to 
its revitalization.

“Perception of danger can 
have the same effect as real dan-
ger,” Donsky says. In otherwise 
safe areas, deferred maintenance 
and other forms of neglect can be 
symbols of apathy that fuel nega-
tive perceptions. Donsky recalls 
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No Walk in the Park: Revitalizing Public Spaces Invest In The Future: Invest In Renewable Energy
Amie Salsbury
Staff Writer

From rising sea levels to 
shrinking icebergs, increasing 
temperatures to receding shore-
lines, the global scientific com-
munity is constantly abuzz with 
talk of climate change. According 
to NASA, “Ninety-seven percent 
of climate scientists agree that 
climate-warming trends over the 
past century are very likely due to 
human activities, and most of the 
leading scientific organizations 
worldwide have issued public 
statements endorsing this posi-
tion.” NASA further acknowledg-
es that, “Most of the warming oc-
curred in the past 35 years, with 
15 of the 16 warmest years on 
record occurring since 2001.” In 
order to spare the planet some 
degree of the damage inflicted by 
the steady warming of the atmo-
sphere, we need to decrease the 
size of our collective environmen-
tal footprint. One way to do that is 
by investing in renewable energy.

Aside from preserving the 
earth for our children and our 
children’s children, there are also 
significant economic reasons to 
focus on renewable energy. For 
the purposes of this article, it 
should be noted that renewable 
energy does not include nuclear 
energy. Instead, the topic of re-
newables, also known as clean 
technology, includes sources such 
as wind, solar, and hydropower. 
In other words, our focus is on 
sources that are found in nature 
and do not have a fixed supply. 

Chambers of commerce are 
perfectly positioned to advocate 
for this shift. One such cham-
ber that has started down the 
forward-thinking path toward 
renewable energy is the Austin 

Chamber of Commerce in Aus-
tin, Texas. According to Callie 
Turley, Economic Development 
Director for Cleantech, a division 
of the Austin Chamber, renew-
able energy is an important cause 
for chambers to focus on. states 
that, “The Austin area has a pretty 
large clean tech community,” Tur-
ley explained. “Business and civic 
leaders … have been trying to 
promote cleantech in the region 
for about 25 years now.” In fact, 
there are several economic ben-
efits at every level already in place. 
We’ll take a look at climate change 
on a federal, state, and local level, 
how the Austin Chamber ad-
dresses these concerns, and how 
your chamber can do the same.

Federal Level: 
Starting from the top, we’re in 

the midst of a nation-wide effort 
to spearhead climate change. Ac-
cording to an article published in 
December by the Office of Energy 
Efficiency and Renewable Energy, 
“The U.S. Department of Energy 
(DOE) ... announced $3 million 
in funding for three projects to 
speed the adoption of energy ef-
ficiency and renewable energy 
technologies at facilities across the 
federal government.” This impact 
is significant because “in practice, 
government policies will deter-
mine where we go from here,” as 
the International Energy Agency’s 
(IEA) executive director, Dr. Fatih 
Birol, states in a November issue. 

Through this funding pro-
gram, the Department of Ag-
riculture, the General Service 
Administration, and the Depart-
ment of Defense will each receive 
$1 million dollars “so agencies 
can achieve 30 percent of their 
electricity from renewable energy 
sources by 2025.” The Office of 
Energy Efficiency & Renewable 

Energy states that, “As the nation’s 
largest single user of energy, the 
federal government is leading by 
example.” 

This funding is part of a trend-
ing effort over the past several 
years. In fact, the Institute for En-
ergy Research states, “From fiscal 
year 2010 through fiscal year 2013 
… [t]he largest increases in fed-
eral energy subsidies were in elec-
tricity-related renewable energy, 
which increased 54 percent.” Dur-
ing the same time period, “Total 
fossil fuel subsidies declined by 
15 percent.” Federal focus on re-
newable energy is continuing to 
expand while investment in fossil 
fuel diminishes. 

And the United States cer-
tainly is not the only nation mak-
ing the transition: efforts to re-
duce investment in coal energy 
sources constitute a worldwide 
phenomenon. As illustrated in a 
Bloomberg article, “Coal phases 
out in wealthier countries first.” 
For example, “the world’s first coal 
superpower, the U.K., now pro-
duces less power from coal than it 
has since at least 1850.”

Investing in renewable energy 
versus fossil fuels will have ma-
jor economic benefits in terms of 
healthcare. According to the Na-
tional Wildlife Federation, “Coal-
fired power plants are the single 
largest source of mercury con-
tamination in the U.S.”

As far as what that means for 
human health, the list of negative 
consequences is extensive. Most 
notably, however, are the severely 
negative effects of coal-burning 
byproducts on cognitive develop-
ment. As cited in an article from 
the U.S. National Library of Medi-
cine National Institutes of Health,  
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Bikes and Business: The Economic Side of Cycling
Sasha Pincus
Staff Writer

The conversation surround-
ing America’s infrastructure is 
often overly sparing, particularly 
when it comes to biking. The dust 
kicked up by partisan debates 
over spending and investment 
settles down, and we turn instead 
to a quick round of Scattergories. 

Ways to get from here to there: 
trains, busses, bridges, highways. 
I’m sorry, you used the wrong let-
ters, save those for another round!

The thing is, though, by 
neglecting to include bicycle 
infrastructure as part of that 
conversation, we’re passing up 
monumental opportunities—
some of which come with much 
smaller price tags than you might 
expect. 

Biking, in particular, offers 
a rare amount of reward relative 
to its investment risk. Of course, 
there are limitations (prohibitive 
distance between Point A and 
Point B, adverse seasonal condi-
tions, etc.), but a strategic outlook 
reveals that such hurdles aren’t 
nearly as insurmountable as they 
once appeared. And they’re en-
tirely worth jumping. 

For the individual commuter, 
biking offers a clean, healthy, and 
cost-effective alternative to motor 
vehicles. Not only do bikes create 
zero meaningful pollution, but 
studies have also shown that peo-
ple who bike to work are healthier 
and more productive, and require 
less time off. For communities, 
though, the possible returns on 
investment are even more pro-
found. 

In 2007, John Pucher and 
Ralph Buehler (researchers at 
Rutgers University) published a 
study titled “Making Cycling Irre-
sistible: Lessons from the Nether-

lands, Denmark, and Germany.” 
In it, they outline the cultural and 
economic benefits to building out 
biking.

“Not only do the Nether-
lands, Denmark, and Germany 
have high and growing levels of 
cycling, but their cyclists com-
prise virtually all segments of so-
ciety,” Pucher and Buehler write. 
Their research goes on to show 
that people of every age and de-
mographic are taking advantage 
of their two-wheeled tools, and 
they’re not just zipping around 
the block. According to Pucher 
and Buehler, people are shopping, 
exploring, and commuting via bi-
cycle every day. Better yet, they’re 
doing it safely. 

Because it’s such a socially ac-
cepted initiative, biking in Ger-
many, Denmark, and the Nether-
lands is notably well-organized. 

Children are taught to ride in 
the earliest years of their educa-
tion, and are expected to pass an 
exam not unlike our driver’s tests. 
They’re taught about road safety, 
how to conduct themselves at in-
tersections, and the appropriate 
signals to use when sharing the 
road. As children grow into soci-
ety’s adults, that implicit under-
standing—that the roads are for 
motorists and bikers—remains.

From there, infrastructure is 
put in place to reflect and sustain 
that compromise. 

In Germany, Denmark, and 
the Netherlands, bike lanes are 
popular, and are often accompa-
nied by precautionary guard rails. 
Specialized traffic lights neatly 
dictate right-of-way, and park-
ing solutions are numerous. Tra-
ditional bike racks are situated 
throughout different areas, as are 
covered (and sometimes heated) 
structures to shelter riders in in-
clement weather. Trains and bus-

ses are prepared to accommodate 
bike storage, and the digital revo-
lution has ushered in a variety 
of apps for renting and sharing 
bikes. “At the same time,” Puch-
er and Buehler write, “car use is 
made expensive and less conve-
nient through a host of taxes and 
restrictions on car ownership, use, 
and parking.”

Each of the aforementioned 
elements, in and of themselves, 
are uncomplicated, and when ex-
ecuted as a holistic and systematic 
initiative, the results are unmistak-
able. People bike farther distances, 
and they do so well into the more 
mature years of their lives, using 
their bikes for everything from 
errands to daily work commutes. 
They can do this because their 
local and national governments 
have supported this transition to 
more bike-friendly roadways.

Again, from Pucher and 
Buehler: “In Germany, for ex-
ample, the federal government 
contributed over €1.1 billion to 
doubling the extent of bikeways 
along federal highways from 1980 
to 2000, and is now devoting €100 
million per year for further bike-
way extensions, cycling research, 
and demonstration projects. In 
addition, about €2 billion a year in 
revenues from the motor fuel tax 
are earmarked for a special urban 
transport investment fund, which 
provides 70- 85% federal match-
ing funds for state and local gov-
ernments wanting to build cycling 
facilities (paths, lanes, bridges, 
traffic signals, signs, parking, etc.).”

It’s only been in the past thirty 
years or so that these countries 
have shifted the focus of their in-
frastructure spending to better ac-
commodate cyclists. In so doing, 
municipalities have prioritized 
urban plans that are more people-
friendly over those that are strictly 

car-friendly, thereby making their 
cities more livable and more sus-
tainable than their American, 
British, and Australian counter-
parts.

So, what can we do to follow 
their lead?

Some solutions are obvious: 
updated traffic lights, and integra-
tion with current public transport 
systems, for example. Others take 
more work.  Bike lanes are partic-
ularly controversial, as they take 
up precious city space. The solu-
tion to that, though, is a seeming-
ly counter-intuitive one: parking 
structures. And not for bikes, but 
for cars. 

The Congress for New Urban-
ism powers a publication called 
Build a Better Burb. In it, Jocelyn 
Wenk recently published an ar-
ticle entitled. “Financing Parking 
Garages: Q&A with Parking Con-
sultant Gerard Giosa.” However 
disinterested your inner child may 
be by that premise, allow yourself 
a few moments to consider this 
conversation, in which Giosa ex-
plained two outrageous successes:

“The Town of Morristown,” 
Giosa said, “constructed a $10 
million downtown parking ga-
rage in 2000 that became the cata-
lyst for over $60 million in new 
residential and commercial devel-
opment in the immediate vicinity 
over the next five years. A second 
800-car downtown garage that 
was completed in 2008 at a cost 
of about $16 million supported 
a new round of residential and 
commercial redevelopment total-
ing $125 million.”

When asked if the structures 
were worth the cost (as opposed 
to traditional lots), he explained, 
“Surface parking gobbles up so 
much land that it begins to nega-
tively affect the character and 
walkability of a [community]. … 

A garage … can be tucked into the 
center of a downtown block.”

This creates a major boon not 
just as far as biking is concerned, 
but for the community overall. 
Not only are the streets largely 
freed up to better share space 
(with parking spots converted to 
bike lanes), but the garages lo-
calize given retail communities. 
Shops, restaurants, and business-
es pop up within an easy walking 
distance of the structure, enliven-
ing the atmosphere and creating 
more surface area for economic 
growth. 

Problems begin to arise, how-
ever, when there isn’t enough fol-
low through on a project. In 2016, 
Henry Grabar published an arti-
cle for Slate titled “Why Bicycling 
Infrastructure Fails Bicyclists.” 
Above all, he cites outdated infra-
structure, and a lack of oversight 
as the biggest offenders. “Some-
times lanes suddenly switch from 
one side of the street to the other,” 
he reports. “Sometimes they end 
without warning. Cars turn across 
them without signal permission. 
Mostly, they are full of double-
parked cars.” 

Furthermore, despite the il-
legality of obstructing a bike lane, 
erratic enforcement of such regu-
lations leaves little to no disincen-
tive for motorists to do exactly 
that. For example, according to 
Henry, “in fiscal year 2015, the 

NYPD issued 77,000 tickets to 
vehicles parked in bike lanes. That 
means that for every city block of 
bike lane, the department is issu-
ing approximately one obstruc-
tion ticket every three months.” 

An increase in biking cannot 
work without communal support. 
Fortunately, we live in a remark-
ably connected and innovative 
time, and as towns, cities, and 
counties continue to grow larger, 
we can work to promote not just 
cleaner lifestyles, but stronger 
economies. 

Because, let’s not forget: bikers 
buy things. 

Distance cyclists need accom-
modations, food, and supplies. 
They also require regular repair 
services, be it for their bikes, their 
equipment, or medical care for 
themselves. Short term bikers 
have similar needs, and bring with 
them the added benefit of a more 
conserving lifestyle that localizes 
the expenditure of capital, while 
also protecting the environment.

As a community, consider 
what cycling can do for you and 
yours. Then consider what it 
might take to pursue it. From in-
frastructure updates and stronger 
oversight processes, to member 
incentives for businesses who 
provide accommodations for cy-
cling employees, the avenues are 
endless. Give it a shot. Odds are, 
it’ll pay off in the long run.

5chw4r7z - Flickr Bicycle Club
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Unpaid Internships: The New Entry Level Job?
Shelby Cook
Staff Writer

Last November, British Par-
liament voted on a bill propos-
ing a ban on all unpaid intern-
ships. The bill didn’t pass, but 
its introduction into the House 
of Commons raised some ques-
tions about the legality and eth-
ics of unpaid internships—an 
issue college students and re-
cent grads alike are all too fa-
miliar with.

Somehow, in the last ten 
years, internships have become 
all but synonymous with ca-
reer success. In fact, if you don’t 
land at least one internship dur-
ing your four years of college, 
you’re probably already behind 
before you’ve even crossed the 
graduations stage. 

This is especially true today: 
one out of every three Ameri-
cans has a Bachelor’s degree, 
meaning that a college educa-
tion alone isn’t enough to dis-
tinguish anyone from other job 
competitors. Couple that with 
the fact that economic fallout 
from the recession continues 
to make jobs scarce, and you’re 
left with millions of graduates 
scrambling to find for ways to 
set themselves apart. Even if it 
means working for free. 

According to the National 
Association of Colleges and 
Employers, nearly half of all in-
ternships in the United States 
are unpaid. Of course, that 
means there are also many paid 
internships, but students and 
graduates who are desperate 
enough for a job, particularly 
in more competitive fields like 
finance, communications, or 
politics, are willing to trade a 
paycheck for a line on their re-
sume.

So, what legally constitutes 
an unpaid internship? In 2010, 
the US Department of Labor 
(DOL) outlined six criteria 
against which to determine the 
legality of an unpaid internship. 
If an employer doesn’t comply 
with any one of these criteria, 
their intern is considered an 
employee and, as such, must be 
paid. Some of the standards set 
forth by the DOL, however, are 
not entirely clear, which leaves 
them open to interpretation by 
employers. 

But even that doesn’t get to 
the heart of the problem; the 
real problem lies in the fact that 
these guidelines are rarely, if 
ever, enforced.

That’s because the Depart-
ment of Labor only investigates 
employers based on complaints 
from workers. And interns, who 
are taught to be practically in-
visible, are hesitant to report a 
company when it might endan-
ger a future job.

After graduating from col-
lege, I held three different un-
paid internships in the field of 
video production. During my 
time at each one, I helped cre-
ate content for the associated 
company, which the company 
then used as promotional ma-
terial. According to the fourth 
criterion under the Fair Labor 
Standards Act (i.e., “The em-
ployer that provides the train-
ing derives no immediate ad-
vantage from the activities of 
the intern”), every single one of 
my internships was illegal. 

In fact, I’d argue that most 
unpaid internships are illegal. 
And it’s not because the major-
ity of employers are mistreating 
their interns, but more because 
both employers and interns 
don’t understand the law. 

What started out as a good 
thing, a way to gain job ex-
perience during school or af-
ter graduation, has become a 
breeding ground for unregu-
lated, unchecked free labor, in 
the hopes that that labor will 
translate into future employ-
ment: If I work an extra hour...
if I file another report… if I come 
up with a smart strategy, then 
maybe they’ll hire me.

But this is rarely the case. 
According to Ross Perlin, au-
thor of the book Intern Nation: 
How to Earn Nothing and Learn 
Little in the Brave New Econo-
my, “Since 2008, rising college 
tuition, record levels of student 
debt and high levels of youth 
unemployment have exacer-
bated the dismal prospects for 
unpaid internships.” The reality 
is that it’s become less and less 
likely for an unpaid internship 
to lead to a job.

Additionally, a study con-
ducted by the National Associa-
tion of Colleges and Employers 
stated that students who held an 

unpaid internship during their 
college career were actually 
more likely to be unemployed 
six months after graduation. 

Yet unpaid internships are 
repeatedly pushed and praised 
in thousands of universities 
throughout the country. Be-
tween 1992 and 2008, the per-
centage of graduates that held 
an internship during their col-
lege career jumped from 17 per-
cent to 50 percent, and many 
universities even require stu-
dents to complete an internship 
in order to graduate. 

Essentially, unpaid intern-
ships have become the new 
entry level job. Unless your 
dad knows a guy, or you hap-
pen to graduate with the right 
in-demand degree into the ex-
act right market (I’m looking 
at you, engineering and com-
puter science majors), most 
entry-level positions are going 
to ask for a level of professional 
experience that recent grads 
just don’t have. The only way 
to get that experience is often 
through an internship. 

Ironically, an influx of un-
paid interns in your industry 
may be the reason there’s so few 
entry level positions available. 
According to Investopedia, a 
leading financial news and edu-
cation website, a large number 
of unpaid internships “creates 
a cycle of fewer jobs and more 
job seekers willing to work for 
free to open the door.” That’s 
because the only people able to 
get their foot into said door are 
those who are willing to forego 
a paycheck to do so.

Some economists even con-
tend that unpaid internships are 
harming the economy at large. 
Without wages, young people 
cannot contribute to the income 
tax pool, or to social security, or 
to economic growth in general. 
Instead, they’re forced to leech 
off of their parents (decreasing 
their parents’ purchasing power 
in the process), or to apply for 
government assistance. Consid-
ering how many recent grads 
are saddled with mountains 
of student loan debt, we really 
should be helping our newest 
members of the workforce dig 
themselves out of that financial 
pit, not fall deeper into it.

Another compelling argu-

ment for paying interns is that 
unpaid internships work to in-
hibit class mobility. Generally 
speaking, unpaid work oppor-
tunities are resume-builders 
available only to those with 
some form of financial “safety 
net”; to young workers who 
can afford to live without any 
income for the length of an 
unpaid internship. This places 
students from working-class 
families and/or of lower socio-
economic status at an unfair 
disadvantage. The larger impli-
cations of these trends are not 
only that employers might be 
missing out on some of the best 
and brightest workers, but also 
that powerful industries and 
influential agencies (including 
those in government) are less in 
touch with the lives of everyday 
Americans than they might be-
lieve themselves to be.

While there are benefits to 
unpaid internships, like learn-
ing to work in an office envi-
ronment, and making valuable 
contacts in your field, their 
overall mission has failed. In-
stead of decreasing unemploy-
ment, promoting economic 
growth, and affording talented, 
ambitious young professionals 
a means of setting themselves 
apart, unpaid internships have 
done just the opposite. They’re 
holding recent grads back, 
rather than propelling them 
forward. If you believe in equal 
opportunity, then make no mis-
take: this system runs entirely 
counter to that goal. And if that 
isn’t enough to cause you to 
reevaluate unpaid internships, 
then perhaps the economic im-
plications will be.

To put it simply: what’s 
good for interns is good for 
businesses. When young job-
seekers hear that a company 
offers paid internships, it can 
only do good things for your 
reputation, which will lead to a 
larger number of applicants for 
any given job opening. Stud-
ies also show that employers 
who pay their interns design 
programs that are more indi-
vidually tailored and beneficial 
to interns, because—and this 
should come as no surprise—
by paying interns, companies 
end up more invested in their 
success.

Then, there’s the very sim-
ple fact that when you give a 
twenty-something a little bit 
of pocket money, that money 
goes right back into the econ-
omy. Unpaid internships make 
for less dollars spent on goods 
and services provided by other 
businesses. And let’s not even 
start on the topic of home own-
ership, which has proven to 
benefit municipalities in myri-
ad ways, but remains little more 
than a pipedream for someone 
who has no means of accruing 
personal capital, despite active 
participation in the workforce.

Regardless of the direction 
unpaid internships take, there 
is clearly a need for stronger, 
more effective internships and 

job training. To achieve this, 
chambers of commerce execu-
tives can start by reaching out 
to member businesses and lo-
cal universities to at least initi-
ate a conversation about what 
it would take to develop such 
programs. In the words of Mat-
thew Yglesias, Executive Edi-
tor of Vox, “Erecting extremely 
sharp walls between ‘education,’ 
‘training,’ and ‘work’ doesn’t 
make a ton of sense in theory 
and isn’t working out very well 
in practice either.” Ensuring 
that interns receive fair com-
pensation for their labor isn’t 
just a student issue; it’s a busi-
ness issue as well—one that the 
sooner you address, the richer 
you’ll be.
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CHAMBER SPOTLIGHT: 3 DIFFERENT CHAMBERS, 3 UNIQUE COMMUNITIES
Every chamber of commerce has a unique story to tell. In Chamber Spotlight, we take an in-depth look at three chambers across 
the country and tell their story. Want to be considered for a Chamber Spotlight? Tell us why at nationalchamberreview@gmail.com

Greater Portsmouth Chamber of Commerce
Portsmouth, NH

Brian Groth
Staff Writer

Halfway between Boston, 
MA and Portland, ME, where the 
Piscataqua River meets the Atlan-
tic Ocean, sits the City of Ports-
mouth, NH. Having the makings 
of a natural harbor, Portsmouth 
was settled in the 1600’s and 
flourished as an ideal location 
for trade, fishing, and shipbuild-
ing in the colonial and post-rev-
olutionary eras. As the Industrial 
Revolution ushered in the expan-
sion of mill towns further inland, 
Portsmouth’s growth slowed, but 
remained an important fixture for 
the military.

Beginning in the 1950’s, 
Portsmouth was home to Pease 
Air Force Base, but was slated for 
closure in the late 1980’s. Since 
it’s closure, the city and other vi-
sionaries have worked tirelessly to 
redevelop the site as a major em-
ployment center, Pease Tradeport. 
As a result, industry is once again 
capitalizing on the advantageous 
location and quality-of-life found 
in Portsmouth, breathing new life 
into this historic city.

Today, its evolution has 
reached new heights. Portsmouth 
is a popular destination for busi-
ness and culture, and continues to 
strengthen its position as an idyl-
lic place to live, work, and play.

In 2016, National Geographic 
dubbed Portsmouth “the best 
small town in the USA”. Imagine 
a quintessential coastal New Eng-
land town: brick and tree-lined 
sidewalks, tugboats bobbing in the 
harbor, architectural craftsman-
ship that harks back to a different 
era, the smell of the salty sea air, 
and the hubbub of singing voices 
echoing from a corner pub—that 
is downtown Portsmouth.

It boasts an impressive swath 
of culinary options and world-
renowned chefs. It is an interna-
tional hotspot of craft-brewing. 
The arts are alive and well, fos-
tered by theaters, galleries, perfor-
mance venues, film festivals, and 

craft co-ops. Summer concerts 
and seafood festivals highlight a 
long list of public events held at 
Prescott Park, a historic, seaside 
park downtown. A system of 
parks provide recreation through-
out its neighborhoods. To put it 
plainly, Portsmouth embodies the 
new American dream of a bal-
anced, high-quality lifestyle, flush 
with economic, social, cultural, 
and recreational opportunity.

But it wasn’t always this way.
“Growing up in North Ando-

ver, MA, we were never allowed 
to go to Portsmouth. It was not 
a place where young ladies went, 
period. You didn’t go there,” re-
flects Valerie Rochon, President 
of the Greater Portsmouth Cham-
ber of Commerce.

“When [Pease AFB] closed 
and they were looking for new 
development, Portsmouth could 
have died, but I credit the city, 
[City Manager] John Bohenko, 
his predecessor, Dave Mullen of 
Pease Tradeport, Renee and Dan 
Plummer of Two International 
Group, the folks who had vision; 
the vision to develop Pease Trade-
port and turn it into the bustling, 
vibrant area that it is [today].” 

Still, with greater geographi-
cal mobility than before, today’s 
workforce wants not only a job, 
but also a desirable place to live 
and raise a family.

“Now part of that [success 
with Pease Tradeport] is because 
[we] also had a city attached to it, 
that is beautiful and has quality of 
life; a vibrant city of restaurants 
and things to do. You could think 
about moving your family here 
because you have good schools, 
you have a vibrant community.”

And so the quality of life in 
Portsmouth is the yin to the yang 
of its job opportunities. Rochon 
explains, “The synergy between 
the community, the tourism and 
hospitality industry, and the abil-
ity to bring in employers of other 
industries—that synergy is beau-
tiful. It took a lot of really high 
level planning. It would never 
have grown the way it did without 
leadership and vision, and they 

continue to do that.”
It begs the question, then, with 

so many things going right, what 
challenges face GPCC? In short, 
adapting to the digital landscape.

“We need to communicate 
better, electronically,” says Ro-
chon. And not only communica-
tion, but content and programs 
also need an update. In the 80’s, 
seminars such as The State of the 
State, which is attended by the 
governor, would attract well over 
100 people. These days, even with 
membership over 750, the same 
event draws around 75 people. 
Educational seminars, breakfast 
forums, and other programs have 
also seen a decline in attendance. 
Rochon and her team believe this 
is due, in part, to the nature of the 
digital age.

“People are getting their infor-
mation in so many different ways. 
It used to be the only way you 
could find out, speak to the gov-
ernor, or learn what the governor 
was doing was to go to The State 
of the State (a chamber event). 
Well, now you can find out what 
the governor is doing anytime of 
the day or night by going online. 
People are getting information 
and news in so many ways, they 
don’t need to go to a meeting.”

This phenomenon is analo-
gous to that of the plight of brick-
and-mortar retail locations in the 
face of e-commerce. The differ-
ence here, though, is that busi-
nesses aren’t necessarily getting 
the information and resources 
they would’ve otherwise gained 
at a meeting. So how do you get 
people to actually attend meet-
ings? 

“Well, first of all, you decide 
they should be. Should they be at-
tending meetings, or should they 
be having webinars so people can, 
on their lunch hour, dial in and 
participate, for example, in an-
educational seminar through on a 
webinar? What should we be do-
ing to get the people information 
they need and want in a way that 
they can ‘claim’ it?”

Rochon points out that the 
travel time associated with attend-

ing a meeting can leave informa-
tion “unclaimed”. “If I have a busy 
day I don’t want to waste twenty 
minutes. So if you can service a 
webinar to me when I eat my sal-
ad at my desk, which I’m going to 
do anyhow at lunch—cool!” says 
Rochon. 

“But is it a webinar that I want 
to attend? I don’t know. So, that’s 
the thing. How do we learn what 
people want to know, what they 
need help with, what’s of interest 
to them, and how do we deliver it 
in a way that makes them happy? 
And that’s got to include a lot more 
digital than what we’re doing.”

GPCC’s approach to an-
swering these questions is in a 
community-driven comprehen-
sive strategic planning process, 
Mission Forward. The goal is to 
“revolutionize the organization, 
creating new opportunities for 
engagement by a broader group of 
community businesses with pres-
ent and future business leaders.” 
The project, managed by GPCC’s 
VP of Membership and Develop-
ment, Ben VanCamp, is currently 
underway, but feedback is already 
shedding light on the subject.

“The thing we’re learning is 
that the shotgun approach doesn’t 
work anymore. When you Google 
something and you’re searching 
for brown socks, you know that 
for the next month you’re going 
to get ads for brown socks. To that 
point, marketers know that you 
need to specifically target, laser 
target, not shotgun blast, what 
people are looking for. So how do 
we laser target what people want?”

“Overall, with a broad brush, 
everyone wants networking op-
portunities,” says Rochon. Yet, 
the traditional after-hour gather-
ings don’t meet the networking 
needs for the entire community, 
and tends to represent the ‘shot-
gun’ approach. By example, Ro-
chon points to Sig Sauer, a firearm 
manufacturer headquartered in 
Pease Tradeport.  An after-hour 
would not likely meet the net-
working goals of upper manage-
ment. They want to meet with 
other manufacturers, learn about 

their challenges. Workforce edu-
cation is another major need for 
large business leaders. But what 
is desired in terms of content and 
format in such cases?

“That’s the search for the 
brown sock. How do we get the 
information to them, or whatever 
event that they want to attend that 
helps their business?” Rochon 
asks. Where business after-hours 
are the shotgun approach, small 
group lunches of manufactur-
ers might be the laser. Rochon 
concludes, “So that’s what we’re 
looking for, how do we parse out 
networking opportunities for the 
different industry segments, and 
also by tiered career tracks.”

An example of a success-
ful ‘laser’ shot by GPCC is Res-
taurant Week. After meeting in 
small groups with representatives 
of the restaurant community, the 
chamber learned that the com-
munity wanted to increase busi-
ness during the ‘shoulder’ seasons 
of Spring and Fall. By developing 
very targeted marketing plans 
and working closely with the res-
taurants, the chamber has helped 
to grow the two annual RWs into 
much-anticipated events that 
draw over 70,000 people to the 44-
51 participating restaurants over a 
ten day period. Attendance may 
jump anywhere from 50% to 150% 
higher than the ten day equivalent 
periods pre- and post-RW.  

As GPCC prepares for its 
100th anniversary in June, Mis-
sion Forward positions the cham-
ber to become more nimble in 
adapting to the changing needs of 
a community looking to sustain 
the economic momentum present 
when everything is going right.

Specifically, an issue that has 
reared its head after years of eco-
nomic windfall is the need for a 
renewed focus on the workforce.

“I think its going to become 
more and more important for us 
to be focusing on workforce. I 
think we are still on the upward 
side of the bell curve, but Ports-
mouth still has the opportunity to 
grow,” Rochon elaborates, “I think 
its always a question of the qual-

ity of life balance. If you’ve got a 
beautiful place then you want 
to plan very, very carefully how 
you’re going to grow it when it 
starts to be successful. The staff at 
city hall, the planning and zoning 
department, have done a hercule-
an job in converting the city from 
what it was.

“But at some point you have 
residents starting to push back, 
and that’s when you have to re-
look at it. Previous planning ef-
forts were right for when the city 
was at the bottom of the curve, 
but now we’re reaching the top of 
the curve and you have to rethink 
that—and I think the city is doing 
that. Because of our success, you 
can’t buy a house in Portsmouth, 
you can’t rent an apartment in 
Portsmouth, and that speaks to 
workforce. If you can’t find work-
force, or you have to pay them 
ridiculous amounts of money, be-
yond competitive salaries in our 
region, you start to lose the work-
force. And then you start to lose 
businesses.”

For example, Rochon looks 
again at Sig Sauer. Because of high 
energy costs and workforce costs, 
they are building their new facil-
ity in Arkansas rather than New 
Hampshire. “That’s the canary in 
the coal mine. We need to be real-
ly her aware of that. The chamber’s 
responsibility is to figure that out.”

At a recent planning board 
hearing, Ms. Rochon testified in 
support of affordable housing, 
but there were many more there 
against it. Still, she says, “[The] 
chamber has to be realistic.  There’s 
going to be some that can’t afford 
Portsmouth. So for those, we need 
to provide public transportation.” 

There are three pillars, as Ro-
chon explains, “You have work-
force, housing, and the third pil-
lar, that’s transportation. If we 
don’t have those three things 
working together, we don’t have 
it. And that’s where the chamber 
comes in.”

For more information on 
GPCC, including Mission For-
ward, please visit portsmouth-
chamber.org.

Newport County Chamber of Commerce
Middletown, Rhode Island

Amie Salsbury
Staff Writer

Sasha Pincus
Staff Writer

When you think of a cham-
ber of commerce, one of the first 
qualities that comes to mind is ad-
vocacy. But, what other attributes 
are important for the success of a 
business community? Communi-
cation, versatility, and adaptabil-
ity are a few that are immediately 
evoked. Newport County, Rhode 
Island is a thriving and active 
business community. We spoke 
with Erin Donovan-Boyle, Ex-
ecutive Director of the Newport 
County Chamber of Commerce 
in Middletown, Rhode Island and 
found out how her chamber em-
bodies all of the aforementioned 
characteristics and more!

Having grown up in the area, 
Donovan-Boyle’s career has “al-
ways had some sort of connection 
with the chamber.” She got her 
professional start in government 
relations, working for a small, 
lobbying firm based in Provi-
dence, Rhode Island. Since then, 
she’s witnessed many changes and 
seen firsthand how the Newport 
County Chamber continues to 
grow and evolve. 

Donovan-Boyle “started out 
doing defense related initiatives 
and projects with the chamber,” 
and noted that the economic de-
velopment initiatives related to 
that industry have grown expo-
nentially since she started her ca-
reer. Donovan-Boyle elaborated 
on that point, adding that a lot 
of that growth has to do with the 
birth of the Southeastern New 
England Industry Alliance, or 

SENEDIA, a trade association that 
started out as part of the chamber. 
Today, SENEDIA is a successful, 
stand-alone organization engaged 
in targeted workforce develop-
ment and support for the defense 
sector.

SENEDIA isn’t the only orga-
nization to gain momentum from 
the chamber; the same is also true 
of the Rhode Island Marine Trades 
Association. Being in a coastal re-
gion on an island state, much of 
Newport County’s business com-
munity “focuses on defense in-
dustries,” Donovan-Boyle noted. 
However, as a whole, the goal of 
the Newport County Chamber 
is to foster “a good, healthy econ-
omy,” and doing so means taking 
a more holistic approach to eco-
nomic development, and remain-
ing cognizant of the fact that many 
different sectors play equally im-
portant roles in supporting “the 
lifeblood of the economy.”

Some of the major, local in-
dustries include marine trades 
and defense, and hospitality and 
tourism. “From a general eco-
nomic development, state in-
vestment, and opportunities for 
growth [perspective],” Donovan-
Boyle explained, “it’s all across 
these industry sectors.” Diversity, 
of course, speaks to a wide range 
of people. But with such breadth 
of sectors comes certain challeng-
es. In order to advocate for such 
a range of industries, Donovan-
Boyle said that the chamber is 
continually working to develop “a 
variety of programming to meet 
the needs of all those different 
types of organizations.”

Of the approximately 1,100 
members at the Newport Coun-
ty Chamber of Commerce, 60 
percent have under 10 employ-
ees. Donovan-Boyle said that 

it’s the chambers job to stay true 
to their mission in serving those 
small business, and provide them 
with the right tools to help each 
member grow their business. By 
“trying to identify what the main 
needs of the general businesses 
are, and complementing what 
[they’ve] already been doing with 
those qualitative programs,” those 
at the Newport County Chamber 
strive to fulfil their role and act “as 
a resource for all those types of 
businesses.”

How is that done? Well, Don-
ovan-Boyle explained that it all 
starts with an introductory pro-
cess: “For all of our members, they 
sit down with staff individually 
when they sign up, and depend-
ing on what the company is and 
what they’re looking to get out [of 
a membership] and why they’re 
interested in being a member ... 
we can pinpoint and say, ‘Well, it 
looks like you’re trying to get this 
out of a chamber membership, so 
you should pay attention to X,Y, 
and Z.’”

One of the programs the 
chamber offers is a Chamber 101 
seminar every other month. “It’s 
for new members and members 
with maybe some new employ-
ees, or just [employees who] need 
a refresher about what it is that the 
chamber offers,” Donovan-Boyle 
said. From there, people can pri-
oritize why and how they want to 
benefit from the chamber.

Other events are quite popu-
lar as well, especially for current 
members. One such example is  
the quarterly economic update 
luncheon series. At these events, 
business members have the op-
portunity to listen to a speaker talk 
about relevant topics: “Whether 
it’s something that we know lo-
cally, or statewide … or if it’s more 

broad and general,” participants 
gain critical information about 
the state of the economy.

In terms of networking events, 
members are always eager for op-
portunities. “We do business after 
hours events on a monthly basis,” 
Donovan-Boyle said, “and they 
are still very popular. The sexier 
the venue, you can imagine, the 
larger the turnout, and we have 
some sexy venues down here,” she 
added with a laugh. With such a 
prime geographic location, it’s 
easy to see why! The Newport 
County Chamber takes advantage 
of such venues as the  Rosecliff 
Mansion and the restaurants at 
the Newport Harbor Hotel when 
it comes time to host an event.

Also, in recognition of the fact 
that soon half the nation’s work-
force will be members of the Mil-
lennial generation, the Newport 
County Chamber has an Emerg-
ing Leaders group, which is simi-
lar to what other chambers might 
call their “young professionals 
committee.”

Donovan-Boyle explained 
that the Newport County Cham-
ber is adapting its Emerging Lead-
ers programming “to how Millen-
nials like to get their information, 
like to network, and like to learn 
for professional development.” 
Recognizing the importance of 
this generation is essential for 
maximizing the economy’s po-
tential, and the Newport County 
Chamber is right at the helm of 
that in their community.

For example, “Millennials 
don’t necessarily want to network 
for the sake of networking. They’re 
looking to get some real qualita-
tive content and connections out 
of their networking,” Donovan-
Boyle said. Specific ways in which 
the chamber is actively working to 

accommodate this generation is 
by launching a blog on its website, 
which will include guest blog posts 
from members of the Emerging 
Leaders committee. To further 
attract Millennials, the chamber 
is also working with a local com-
pany called Super Fun Activities 
Club, which brings gaming and 
different types of activities to net-
working events. Morphing team 
building and networking into a 
fun and unique get-together en-
gages conversation and fosters the 
type of meaningful connections 
that so many of Millennial popu-
lation crave. 

But that’s not all. Often, when 
people think “chamber of com-
merce,” they think solely about 
small businesses and developing 
the economy. And, often, that’s 
true. But, to further its fulfillment 
of that role, the Newport County 
Chamber engages in extensive 
volunteer work and community 
involvement as well. Donovan-
Boyle noted that because the 
chamber “is a membership-led 
organization … [they] can get 
feedback from individuals about 
what types of projects they want 
to do.” She hopes that the cham-
ber will be able to make a yearlong 
commitment to one nonprofit or-
ganization, so that that organiza-
tion becomes synonymous with 
the chamber, in a way; people will 
come to understand that if you 
participate with the young profes-
sionals group, or with the Emerg-
ing Leaders group through the 
chamber, you’ll also be participat-
ing in another type of volunteer 
program.

In fact, 75 of the Newport 
County Chamber’s members are 
nonprofit organizations them-
selves, and Donovan-Boyle says 
that those nonprofits face many 

of the same issues that any small 
business faces. With such a sig-
nificant membership, the cham-
ber actively works to support 
these nonprofits as much as the 
business community. The cham-
ber itself “has a 501c3 nonprofit 
organization called the Newport 
County Development Council. 
The council helps rebuild proj-
ects throughout the community 
(though it specifically targets 
high-tech firms and businesses 
in the undersea technology field), 
and offers a co-work shared space. 

One such co-work share facil-
ity funded by the council is called 
the Cambridge Workbar, which 
Donovan-Boyle described as “a 
microcosm of what the cham-
ber does.” This type of program 
is beneficial for people who, for 
example, have a primary office in 
Providence, but live in Newport, 
and want to be able to work from 
their hometown on occasion.

Overall, Donovan-Boyle said, 
“our role [at the chamber] is just 
to enhance the opportunity and 
provide services for the business 
community, but also for the lo-
cal community as a whole.” She 
believes that the Newport County 
Chamber should be a resource 
for its entire community, and that 
staying true to its mission of fos-
tering a thriving local economy 
with good opportunities will help 
to improve all other aspects of life 
in the community.

A community is like a ma-
chine. By working together as a 
collective device, the machine 
drives itself forward. Newport 
County Chamber of Commerce is 
certainly a very well-oiled vehicle. 

For more information on the 
Newport County Chamber of 
Commerce, visit www.newport-
chamber.com. 
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“The resulting loss of intelligence 
causes diminished economic pro-
ductivity that persists over the 
entire lifetime.” The economic 
damage “amounts to $8.7 billion 
annually.”

This is because “health effects 
linked to prenatal and childhood 
methylmercury exposure include 
problems with language, memory, 
attention, visual skills, and lower 
IQs” as stated in National Wild-
life Federation’s article pertaining 
to mercury pollution from coal-
fired power plants. 

Additionally, the U.S. Energy 
Information Administration says 
of renewable energy, “Unlike 
fossil fuels, which are finite, re-
newable energy sources regener-
ate.” As a result, not only are the 
costs of producing, maintaining, 
and replenishing renewable en-
ergy sources significantly less that 
those of fossil fuels, but the energy 
is also replenishable, and there-
fore, more sustainable. 

State Level (Varies by State): 
The transition from fossil 

fuels to renewable energy is not 
shocking from an economic per-
spective. As highlighted in an 
August 2015 Bloomberg article, 
“The cost of producing electric-
ity from renewable sources such 
as solar and wind has dropped 
significantly over the past five 
years, narrowing the gap with 
power generated from fossil fuels 
and nuclear reactors, according to 
the International Energy Agency.” 
Additionally, energyinnovation.
org states that, “solar and wind 
installations are now competitive 
with conventional coal- and gas-
fired power plants.” 

The lowered costs associated 
with renewable energy make for 
an easier transition for state level 
governments that may want to of-
fer their own types of incentives. 

While every state will have unique 
economic programs for business-
es to participate in, let’s focus on 
Texas—where, according to Tur-
ley, there are several such oppor-
tunities.

According to the State En-
ergy Conservation Office, Texas 
“does not have a tax exemption 
program at this time that pro-
vides funding of renewable en-
ergy equipment on an individual 
basis, [however] there are a few 
allowable tax exemptions and de-
ductions.” For example, the Solar 
and Wind-Powered Energy De-
vices Property Tax Exemption, 
which “allows residents to take an 
exemption from taxation of the 
amount of the appraised value of 
the property that arises from the 
installation or construction of a 
solar or wind-powered energy de-
vice.” This is important for busi-
nesses of any size who might be 
considering a transition to solar 
or wind power. They can invest in 
renewable energy without being 
taxed for the additional property.

Similarly, the Solar Energy 
Devices Franchise Tax Deduction 
“allows a corporation to deduct 
the cost of a solar energy device 
from the franchise tax in one of 
two ways: (1) the total cost of the 
system may be deducted from 
the company’s taxable capital; or, 
(2) 10% of the system’s cost may 
be deducted from the company’s 
income.”

Additionally, Texas offers 
the Solar Energy Devices Busi-
ness Franchise Tax Exemption. 
A company is eligible to apply 
for this incentive if it is “an entity 
that is solely engaged in the busi-
ness of manufacturing, selling, or 
installing qualifying solar (wind) 
energy devices.” This encourages 
businesses in the industry to re-
locate to Texas because they are 
automatically tax exempt.

These statewide incentives 
provided by Texas’s state govern-
ment encourage businesses to 

come to the area and also to invest 
in renewable energy sources for 
their company. Turley states that 
in addition to these incentives, 
Austin has a variety of services to 
help both big and startup renew-
able companies. The Austin Tech-
nology Incubator, for example, 
which is out of the University of 
Texas, “is where startups can go 
to grow and they help walk them 
through the funding stages and 
then they graduate and send them 
on their way,” Turley explained.

Additionally, renewable ener-
gy is a great field for job creation. 
Since it’s a technology-driven in-
dustry, there’s always new tech-
nology and room for fresh ideas. 
According to the International 
Renewable Energy Agency’s An-
nual Review of Renewable En-
ergy and Jobs, “global renewable 
energy employment increased 
by 5% in 2015 to reach 8.1 mil-
lion.” The review also states that, 
“the total number of jobs in re-
newables worldwide continued 
to rise, in stark contrast with 
depressed labour markets in the 
broader energy sector.” The Unit-
ed States was even listed among 
the top job producing nations in 
the world.  

Local Level (Chamber is 
your Liason, Conduit):

Last but not least, your local 
government also has the power 
to initiate the shift from fossil fu-
els to renewable energy. Your lo-
cal community and chamber of 
commerce are powerful vehicles 
for inspiring change. The reason 
why the city of Austin has focused 
so much attention on renewables 
is, in fact, because “There was an 
interest there from both the busi-
ness community and the utility 
[company] as well as the city in 
renewables,” Turley explained. 
“And there was a decision to push 
that.”

While the sheer size of the 
Austin Chamber of Commerce 
isn’t a factor to be overlooked, 

Turley believes that smaller 
chambers also have the capacity 
to spark change. “If you talk to 
your industry base and find out 
what’s important for them,” she 
said, “then the chamber can really 
focus on trying to help them get 
that relationship started.” 

One of the key factors for 
Austin was using the resources at 
their local university. Turley stat-
ed that local startup businesses 
often turn to the Austin Technol-
ogy Incubator (ATI) for business 
support. Within ATI is the Clean 
Energy Incubator (CEI), which 
helps businesses grow through 
their startup phase and then con-
tinue to build on that momentum. 
Through their team of full-time 
staffers, students and faculty at 
the UT-Austin, and a network of 
mentors, advisors, and investors, 
the Austin Technology Incubator 
is able to help equip startups to 
compete successfully in the capi-
tal markets.

Another contributing factor 
in Austin’s success is the support 
of their surrounding chambers. 
This network of support is espe-
cially advantageous for smaller 
communities, and in Austin, it’s 
made manifest in Opportunity 
Austin, a regional economic de-
velopment initiative aimed at 
fostering job-creating investment 
in Central Texas’ five-county re-
gion. For example, Georgetown, 
a community just north of Aus-
tin, is “100 percent sustainable,” 
as Turley put it. That commu-
nity, then, is a great resource for 
the City of Austin, as Austin can 
look to Georgetown as a model 
for achieving its own similar goal.  
“Being able to work with … all 
of the different communities and 
having such a strong bond with 
them is really important,” Turley 
noted.

Austin Energy is the commu-
nity’s utility company, and they 
also share common sustainability 
goals. As the eighth-largest pub-

licly-owned electric utility com-
pany in the nation, Austin Energy 
has been committed to renew-
able power since the 1990s, when 
they “blazed a trail by purchasing 
power from the state’s first com-
mercial wind plant.” Since then, 
Austin Energy has “continued to 
responsibly build [its] renewable 
portfolio, with plans to continue 
well into the future.”

Many chambers of commerce 
also have an advocacy team which 
can act as a liaison between the lo-
cal community and state and lo-
cal governments. At the Austin 
Chamber, the advocacy team “can 
help work with [local govern-
ments] to see what’s important to 
local business,” Turley explained. 
“Those businesses can then get 
involved if there’s something that 
they feel really strongly about and 
they would like to take a stance, 
politically, on policy.”

Turley passionately stated, 
“You’ve got the University, you’ve 
got the city, you’ve got the cham-
ber, and you’ve got the energy 
company, as well as the other local 
clean energy companies all com-
ing together to try and make this 
work.” Ultimately, with a com-
mon goal, chambers of any size 
can also collaborate to make a 
more sustainable future.

So, are you ready to (quite lit-
erally) save the world, but feeling 
unsure about where to begin? 

First, take a deep breath: 
Rome wasn’t built in a day. You 
can start with a simple survey. Af-
ter all, strategies that have worked 
for cities like Austin, Texas might 
not be the best answer for meet-
ing the needs of a community in, 
say, rural Pennsylvania. Find out 
what your local entrepreneurs are 
interested in. Are there shared 
goals amongst your business 
community? If so, it’s your job as 
the business’ representative to be 
responsive to those concerns. 

And, don’t forget about your 
Millennials! The term “Millen-

nial” has become something of a 
buzzword at this point. But that’s 
almost to be expected, consider-
ing that, according to the Pew 
Research Center, in 2015, Mil-
lennials surpassed Gen Xers as 
the largest generation in the U.S. 
labor force. This datapoint is sig-
nificant to any employer trying to 
tease out what’s important to the 
majority of their workers—be-
cause whatever it is, it probably 
looks pretty similar to whatever is 
most important to Millennials.

In keeping with their nick-
name as “the Cause Generation,” 
Millennials have a strong drive to 
feel like they’re making a differ-
ence in their communities, both 
local and global. In fact, there’s 
been so much conversation about 
this motivation that it inspired the 
Millennial Impact Report, which 
is considered “the most com-
prehensive and trusted study of 
the Millennial generation (born 
1980-2000) and their involve-
ment with causes.” 

The study conducted in 2015 
found that a group of employees 
is “most inspired to get actively 
involved when [their employer’s] 
program evokes their passion for 
a cause.” Just like a Millennial will 
stay loyal to a company if they 
share similar passions, so, too, will 
a Millennial be drawn to a com-
munity that demonstrates a pas-
sion for a cause like sustainability. 

Sustainable energy is the 
energy of the future, and the fu-
ture starts now! Considering the 
economic and health benefits, 
potential for job creation, and 
the significantly lower costs of 
renewable energy compared to 
fossil fuels on all levels of govern-
ment, chambers of commerce 
across the nation should invest in 
cleantech. Not only will these in-
vestments benefit local commu-
nities, but they have the merit to 
ignite change further up the gov-
ernmental food chain, eventually 
influencing a global impact.
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“We just wanted something 
other than chicken dinners.”

That’s according to Bob Older, 
founder and President of the Del-
aware Small Business Chamber in 
Newark, Delaware. And although 
the above statement was made in 
reference to the chamber’s Beef-
steak Dinner (more on that later), 
it serves just as well to capture the 
ethos of the Delaware Small Busi-
ness Chamber’s business model: a 
new take on an old tradition.

The Delaware Small Business 
Chamber was officially founded 
on December 27, 2011, but for 
the sake of convenience, the staff 
recognizes January 1 as the cham-
ber’s anniversary. Before starting 
down the path of creating his own 
chamber, Older already had a ca-
reer’s worth of experience in the 
small business world: currently 
the owner of a travel agency, Old-
er has been an entrepreneur for 
his entire adult life, and has many 
years of experience with other lo-
cal chambers.

Prior to the chamber’s incep-
tion, there were already fourteen 
other chambers of commerce in 
the state of Delaware. There were 
also chapters of the Small Busi-
ness Association, and SCORE—
all of which, Older said, are great 
organizations, doing good work 
in their own right. 

“But I was finding that the 
definition of ‘small business’ was 
getting lost in translation between 
[local] organizations, and the state 
and federal organizations,” Older 
explained. “Many of them say 
250; 500; or 1,000 employees is a 
small business, and I don’t agree 
with that. I think a small business 
is really zero to 50 [employees], 
maybe 100 at most.” And, Older 
added, despite all of the available 
options for Delaware-based small 
businesses, “nobody was really fo-
cusing on the demographic that 
we were looking at.”

Enter: the Delaware Small 
Business Chamber.

In order to join the ranks 
of the Delaware Small Business 

Chamber’s 200-plus current mem-
bers (who span the entire state of 
Delaware, plus parts of New Jer-
sey, Maryland, and Pennsylvania), 
there are specific criteria that an 
institution must meet. For start-
ers, any member must be a small 
business, as defined by the cham-
ber; that is, between zero and 100 
employees. Any bigger than that, 
and if the company wants to join 
the chamber, it must support or 
do business with other local small 
businesses.

What does that mean, exactly? 
Well, first of all, it means that, tech-
nically, no business would ever be 
too big to join the Delaware Small 
Business Chamber, unless they 
stopped doing business with other 
local businesses. That business-
to-business relationship, how-
ever, can come in many forms: 
does the bigger company have its 
business cards printed by a small, 
Delaware-based firm? If so, they’re 
eligible for membership. Does a 
local agency handle their adver-
tising or marketing? That counts, 
too. What about water delivery? 
Or landscaping? Does the larger 
business contract with small, local 
businesses? 

If the answer to any of those 
questions is “yes,” then that busi-
ness might be eligible to join the 
Delaware Small Business Cham-
ber, regardless of how many em-
ployees it might have.

“We’re probably the only 
chamber in the world that will 
turn down members,” Older ex-
plained, noting that his chamber 
has had to do that in the past. “If 
they’re a [larger] business that is 
just one-sided and they’ll take 
business away from the small 
business community, but not do 
business with them [in return], 
that’s not someone we want as a 
member,” he continued. “So, we’re 
proud to say that Wal-Mart will 
never be a member of ours.”

But there’s another important 
stipulation to joining the Dela-
ware Small Business Chamber, 
and it’s one that Older believes fur-
ther separates his institution from 
others like it: it’s an ethics clause.

“You have to be an ethical 
business person; you have to be 
in good standing with things to 
become a member of ours,” Old-
er said. “We’ve actually removed 
businesses due to ethical reasons 

… and we’ve not accepted busi-
nesses because of ethical con-
cerns.”

Some disqualifying factors 
include a business owner with a 
felony record, or an owner who 
has a known propensity for shady 
business practices. Another pos-
sible cause of exclusion is numer-
ous online complaints against a 
business, or a poor rating with the 
Better Business Bureau.

The reason for this is actu-
ally fairly simple, and also quite 
understandable: “It’s our name,” 
Older said. “When we’re talk-
ing about small businesses doing 
business with each other, it’s our 
reputation, our name on the line. 
So we only want companies that 
represent that.”

Like I said before: a new take 
on an old tradition. Older is proud 
of the fact that, at the Delaware 
Small Business Chamber, “just 
writing a check isn’t good enough 
to become a member.” But the de-
partures from the industry stan-
dard at the Delaware Small Busi-
ness Chamber don’t end with the 
enrollment process; they continue 
to color the entire chamber expe-
rience.

For one thing, the Delaware 
Small Business Chamber was 
the first chamber in its area to 
do away with basing the cost of 
member dues on the number of a 
firm’s employees. “If you had zero 
to one employees, you paid one 
amount; two to ten [employees], a 
different amount; eleven to twen-
ty, this amount,” and so on, Older 
explained. “And then I started 
thinking to myself, ‘Wait a min-
ute, why am I penalizing small 
businesses for growing?’ Because 
that’s exactly what we were doing.

“We were saying, ‘If you get 
more employees, we’re going to 
charge you more,’” Older said. 
Under this model, a company that 
pays $4,000 a year because it has 
300 employees is not getting a sin-
gle benefit more than a business 
that has one employee and is only 
paying $300 a year. Older noted, 
“It made no sense to me.”

So, true to form, Older and 
his staff reimagined the tradition-
al “tiered membership” model. 
Here’s how it works: to be a first-
tier member, a business can’t have 
more than 25 employees. To be 
in the second tier, it can’t have 

more than 50 employees. Other 
than that, member dues aren’t 
based on size, but on value, and 
different memberships have dif-
ferent things attached to them. 
For example, if a business wants 
to sponsor an event, or maybe 
just have a table at the chamber’s 
expo, there’s a price value attached 
to those things. You can buy them 
individually, or you can sign up 
for them all at once. Here’s how 
Mr. Older explained it:

“I’ll give you an example,” 
he started. “If somebody wanted 
to be a gold sponsor of all of our 
events, we have a price attached. 
To be a gold sponsor of this event 
is $2,000; to be a gold sponsor of 
this event is $1,500; to have a full-
page ad in our program is $395,” 
Older explained. “If somebody 
wanted to be at the top level of 
everything we do for the year, it 
would cost them $9,500,” if they 
had to buy a la carte style. “Well, 
I’m not going to charge anyone 
$9,500. I’d never get it,” Older con-
tinued. “But, if somebody says, 
‘Look, we want to do everything 
across the board at the highest 
possible level,’ we’ll still give them 
that $9,500 value, but we’ll only 
charge $4,000 for that member-
ship level.”

In the end, the package deal 
can mean a membership valued 
at more than twice the cost of the 
annual dues. “We knew we were 
going to take a loss doing it this 
way,” Older stated, “but it was the 
right way.”

Which, again, speaks to a 
greater foundational principle 
at the Delaware Small Business 
Chamber: they’re definitely not 
in the chamber business just for 
the money—and that’s something 
that Older really prides himself 
on. It makes sense, then, that it 
would only be further reflected in 
other aspects of the chamber.

The Delaware Small Business 
Chamber gives 72 events a year—
for free.

You read that right. 72 events 
a year at zero cost to chamber 
members.

“When we started this cham-
ber,” Older said, “a big issue I had 
was ‘pay to join,’ or ‘pay to par-
ticipate.’ I have a problem when a 
chamber gets something for free, 
and they charge their members 
for it.” It is, of course, entirely in 

keeping with Older’s approach to 
running a chamber that when he 
sees something he doesn’t like, he 
does it differently. “We won’t do 
that,” he said. “If it’s free to us, it’s 
free to our members.”

Now, when it comes to pro-
spective members, well, that’s a 
different story, and rightfully so: 
Older says that those businesses 
will absolutely be charged, in the 
hope that they’ll realize the value 
of a membership.

Older also noted that this par-
ticular practice has begun to take 
hold in other area chambers as 
well. “It’s funny how some of these 
organizations have been around 
for 100 years, and now that we’ve 
come along, everyone’s changing 
the way they do things,” Older ex-
plained. “[Other local chambers] 
would never give anything away 
for free.” Now, because of the Del-
aware Small Business Chamber, 
other chambers in the area are 
doing exactly that.

Another area in which the 
Delaware Small Business Cham-
ber is at the helm of innovation in 
the chamber industry is in its or-
ganization classification. 

“There’s another thing that I 
felt was broken about chambers, 
and we did not do that here at this 
chamber,” Older said, on the topic 
of upsetting the industry status 
quo. “We’re not a nonprofit.”

Chambers of commerce are 
typically registered as 501(c)(6) 
organizations and, as such, may 
not oversee any profit-generat-
ing enterprise. But to Older, that 
seems like an almost counter-in-
tuitive move for an organization 
looking to help businesses, and 
the local economy, grow.

“This was my philosophy: 
If we’re going to help small busi-
nesses, if we’re going to help them 
do it right, then we should be one 
of them, too,” Older said. “And 
to me, that meant that we had to 
operate the same way that [our 
members] would operate.”

That isn’t to say, however, 
that the Delaware Small Business 
Chamber simply pockets all of its 
money; they give it back to the 
community. Older says that one of 
the drawbacks of being a nonprof-
it is that any extra money has to be 
“earmarked” every year; without 
that nonprofit status, the Delaware 
Small Business Chamber has sig-

nificantly more leeway in how it 
spends the money it makes. And 
while not going the nonprofit 
route is ultimately beneficial to the 
chamber, the chamber’s tax status 
doesn’t affect members at all: their 
annual dues still qualify as a busi-
ness expense, so all of the cham-
ber’s members still qualify for tax 
write-offs either way.

If you’re wondering what all 
of this has to do with the Beef-
steak Dinner I mentioned earlier, 
it’s this: where most chambers of 
commerce host an annual chick-
en dinner, Older and his staff have 
opted to go a different route.

“We did it last year for the 
first time and it was such a suc-
cess we’re going to do it again this 
year,” Older said. “It’s called our 
Beefsteak Dinner.”

“An old beefsteak dinner back 
in the day, in the last 1800s and 
early 1900s, was a big long table 
filled with … politicians, busi-
ness people, and criminals,” Older 
explained. “Sometimes the same 
person was all three,” he added, 
chuckling. All of these people 
would gather together at one table 
and eat together, typically with 
their hands, and often with a gen-
erally jovial atmosphere. “So we 
brought this event to Delaware, 
but we’ve elevated it quite a bit,” 
Older continued.

For the Delaware Small Busi-
ness Chamber’s Beefsteak Dinner, 
three regional steakhouses (and, 
given the nature of Delaware’s ge-
ography, they could be from Del-
aware, Pennsylvania, New Jersey, 
or Maryland) compete with each 
other, each serving three dishes. 
The guests end up with a nine 
course meal, and then vote on 
their favorites. “We have a blast,” 
Older said of the occasion. “It’s a 
very unique signature event.”

The Delaware Small Business 
Chamber, with everything from 
its membership and pricing poli-
cies, to its decision to forego the 
traditional nonprofit status, to its 
slate of unique events, is fairly well 
summarized in Older’s analysis of 
his own approach to the chamber 
industry: “I have to be different. I 
don’t like copying people,” he said. 
“I think that shows quite a bit.”

I’m inclined to agree.
For more information on the 

Delaware Small Business Cham-
ber, visit www.dsbchamber.com.

Delaware Small Business Chamber 
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T H E  O B A M A  A D M I N I S T R A T I O N
January 26, 2009
Appointment of Timothy 
Geithner as Secretary of 
the Treasury

November 6, 2009
Unemployment Hits 
10%, Highest Point of the 
Recession

May 10, 2010
Nomination of Elena 
Kagan

July 21, 2010
Dodd-Frank Wall Street 
Reform and Consumer 
Protection Act

September 17, 2011
Occupy Wall Street Sets 
up Camp in 
Zuccotti Park

June 15, 2012
Deferred Action for 
Childhood Arrivals 
(DACA)

November 6, 2012
Barack Obama Wins 
Re-election Against 
Massachusetts Governor 
Mitt Romney

September 3, 2013 
Income Inequality 
Reaches Highest Peak 
Since 1928

September 30, 2014
First Ebola Virus Case 
Diagnosed on US Soil

October 5, 2015
Trans Pacific Partnership 
(TPP)

February 12, 2016
Death of Justice Antonin 
Scalia

June 26, 2015
Obergefell v. Hodges

February 17, 2009 
American Recovery and 

Reinvestment Act

May 2, 2011
Assassination of

Osama bin Laden

December 18, 2011
Last American Troops 

Leave Iraq

June 28, 2012
National Federation of 

Independent Businesses 
v. Sebelius (ACA)

June 5, 2013
NSA Leaks

February 24, 2014
Keystone-XL Pipeline 

Veto

June 25, 2015
King V. Burwell (ACA)

July 14, 2015
Iran Nuclear Deal

December 12, 2015
Paris Climate Agreement

September 10, 2016
Unemployment Reaches 

Pre-Recession Levels

April 20, 2010
Deepwater Horizon Oil 

Rig Explodes

June 30, 2010
Student Loans Surpass 
Credit Card Debt with 
$829.785 Billion Owed 

Nationwide
November 28, 2010

WikiLeaks Publishes 
250,000 American Diplo-

matic Cables

December 22, 2010
Don’t Ask, Don’t Tell 
Repeal Act

May 26, 2009 
Nomination of Sonia 
Sotomayor

July 10, 2009
 General Motors Bail-Out
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SCOTUS
May 26, 2009: Nomination of 
Sonia Sotomayor
President Obama nominated 
Sonia Sotomayor to replace the 
retiring Justice David H. Souter 
on the Supreme Court. Upon 
confirmation, Sotomayor be-
came the first Latina, and third 
woman to sit on the High Court. 
Since then, she’s ruled on ma-
jor cases like Citizens United V. 
Federal Election Commission, 
Obergefell V. Hodges, and voted 
to uphold the Affordable Care 
Act.
May 10, 2010: Nomination of 
Elena Kagan
In 2010, President Obama nom-
inated Elena Kagan to replace 
Justice John Paul Stevens on 
the Supreme Court, making her 
the youngest sitting justice, the 
fourth female, and the first jus-
tice to serve without any prior 
judicial experience.
June 28, 2012 & June 25, 2015: 
Affordable Care Act Cases
Since its inception, the ACA has 
been debated on the floor of the 
Supreme Court on two separate 
occasions. The first case, Na-
tional Federation of Independent 
Businesses v. Sebelius, was heard 
in 2012. Defendants argued that 
the ACA’s “individual mandate” 
was an unconstitutional attempt 
by the federal government to 
regulate commerce. In a 5-4 de-
cision, the justices refuted this 
by saying the mandate could 
be “reasonably characterized as 
a tax” and was thus within the 
scope of congressional author-
ity. The second, King V. Burwell, 
was handed down in 2015. De-
fendants in this case were con-
cerned with the system of tax 
credits, and argued that the bill’s 
wording could only be extended 
to state-operated exchanges. The 
Court rejected this, saying that 
as tax credits are an essential ele-
ment of the ACA, it can be as-
sumed that it extends credits to 
both state and federal exchange 
markets. 
June 26, 2015: Obergefell v. 
Hodges
Class action suits filed by same-
sex couples in Ohio, Michigan, 
Kentucky, and Tennessee raised 
the question of whether or not 
same-sex marriage should be 
recognized by law. Complain-
ants argued that their right to 
marry was guaranteed by the 
Fourteenth Amendment’s Equal 
Protection and Due Process 
clauses. In a 5-4 decision, the 
Court ruled that as marriage is a 
protected liberty, and same-sex 
partnerships present no legisla-
tive differences, same-sex mar-
riages must be awarded legal 
recognition and protection. 
February 12, 2016: Death of 
Justice Antonin Scalia
Scalia is considered one of the 
best writers and most influen-
tial justices in the court’s histo-
ry. Upon his passing, President 
Obama nominated Merrick 
Garland, the Chief Judge of the 
United States Court of Appeals 
for the District of Columbia, to 
fill the court’s vacancy. Howev-
er, Senate Republicans refused 
to hold confirmation hearings 
for any nominee put forth by 
President Obama, stating that 
responsibility should fall to the 
next sitting president. The seat 
has since been filled by President 
Trump nominee Neil Gorsuch.

MILITARY
December 22, 2010: Don’t Ask, 
Don’t Tell Repeal Act
Enacted by President Clinton 
in 1994, “Don’t Ask, Don’t Tell” 
prohibited openly gay, lesbian, 
and bisexual Americans from 
serving in the US military. The 
law ended an outright ban on gay 
people in the military, instead al-
lowing them to serve, but on the 
condition that they remain si-
lent about their sexuality, or face 
discharge. The repeal of this bill 
prohibits discrimination based 
on sexual orientation for every 
member of the US military.
May 2, 2011: Assassination of 
Osama bin Laden
SEAL Team Six succeeded in a 
special mission to kill the world’s 
most wanted man, the founder 
of Al-Qaeda, Osama bin Laden, 
during a night raid on his com-

pound in Abbottabad, Pakistan. 
As the mastermind behind the 
September 11th attacks—bin 
Laden was the subject of one 
of the longest and most expen-
sive international manhunts in 
history. His body was buried at 
sea, with no photos of his corpse 
publicized (unlike the deaths of 
Saddam Hussein and Muam-
mar Gadhafi). Unfortunately, 
while bin Laden’s death carried 
a great deal of symbolic value, 
it actually did little to mitigate 
the spread of global terrorism, as 
Al-Qaeda’s relevance at the time 
of bin Laden’s assassination had 
diminished to a point of near-
negligibility.
December 18, 2011: Last Ameri-
can Troops Leave Iraq
By withdrawing all US com-
bat forces from Iraq, President 
Obama put an end to Operation 
Iraqi Freedom and, in so doing, 
delivered on a central promise 
of his presidential campaign. 
The military occupation began 
in 2003 with the removal of the 
Baath regime, led by former Iraqi 
President Saddam Hussein. The 
days following America’s exit, 
however, gave way to a sectarian 
battle between Iraq’s Sunni and 
Shiite Muslims that destroyed 
the Iraqi army and ultimately 
tore the country apart. In 2014, 
amidst the resulting turmoil, 
the Islamic State advanced, seiz-
ing control of much of northern 
Iraq. While some blame Presi-
dent Obama—and the power 
vacuum created by his with-
drawal of American troops—for 
the rise of ISIS, there existed a 
real and known threat of a mili-
tant takeover in 2003 when Pres-
ident Bush ordered the invasion.

ECONOMIC POLICY
January 26, 2009: Timothy 
Geithner Confirmed as Secre-
tary of the Treasury
Geithner started his career at 
Kissinger Associates in Wash-
ington, D.C., before joining the 
International Affairs division of 
the U.S. Treasury Department 
in 1988. He left in 2001 to join 
the Council on Foreign Rela-
tions. He was director of the 
Policy Development and Re-
view Department at the Inter-
national Monetary Fund from 
2001-2003. In October 2003 he 
was named president of the Fed-
eral Reserve Bank of New York. 
During his confirmation, it was 
disclosed that Geithner had not 
paid $35,000 in Social Secu-
rity and Medicare payroll taxes 
from 2001 through 2004 while 
working for the International 
Monetary Fund. The issue, as 
well as other errors relating to 
past deductions and expenses, 
were noted during a 2006 audit 
by the Internal Revenue Service. 
Geithner subsequently paid the 
additional taxes owed. Although 
President Obama expressed 
strong support for Geithner, out-
rage over hundreds of millions 
of dollars in bonus payments 
by the American International 
Group, which had received more 
than $170 billion in federal bail-
out aid, undermined public sup-
port in early 2009. Geithner left 
the Obama administration on 
January 25, 2013, succeeded by 
Jack Lew.
February 17, 2009: American 
Recovery and Reinvestment Act
When President Obama took 
office, the economy was collaps-
ing as fast, or faster, than at the 
start of the Great Depression by 
almost every measure. This ten-
year, $787 billion stimulus pack-
age was based on the Keynesian 
principle that during a recession, 
the government should offset 
decreased private sector spend-
ing by increasing public spend-
ing in order to mitigate the dam-
ages of an economic downturn. 
Though the bill fell short of its 
goals, a poll conducted by the 
University of Chicago found that 
56 percent of leading economists 
“strongly agreed” that its benefits 
outweighed its costs.
July 10, 2009: General Motors 
Bail-Out
The acquisition of a 61 percent 
stake in, and $50 billion loan 
to, GM was the largest com-
ponent of the auto industry 
bail-out, which also included 

federal assistance for Chrysler. 
The manufacturers were hem-
orrhaging money, and with no 
private lenders willing to work 
with them, liquidation seemed 
imminent. Instead, the govern-
ment intervened, throwing a 
lifeline that allowed the compa-
nies to stay in business if they 
each agreed to a comprehensive 
re-structuring. Both companies 
returned to profitability by 2010, 
paid back their obligation to 
the Treasury in 2015 (two years 
ahead of schedule), and contin-
ue to thrive today.
June 30, 2010: College Tuition 
Rates Continue to Increase 
Faster than Inflation Caus-
ing  Student Loans to Surpass 
Credit Card Debt with $829.785 
Billion Owed Nationwide
From 1995-2015, the average tu-
ition and fees at private national 
universities rose 179 percent. 
Out-of-state tuition and fees at 
public universities rose 226 per-
cent. In-state tuition and fees 

at public national universities 
grew the most, increasing 296 
percent. For reference, the total 
consumer price index inflation 
increase from 1995 through the 
first half of 2015 was 55.1  per-
cent, according to the U.S. Bu-
reau of Labor Statistics, meaning 
tuition at four-year national uni-
versities is outpacing inflation 
by nearly three-to-five times. 
With the issue getting stronger 
national attention, the Obama 
administration implemented a 
bill to allow borrowers to lower 
their monthly payments based 
on their income, but this is prov-
ing to be a more expensive mea-
sure than originally thought. 
The Government Accountabil-
ity Office estimates that loans 
issued between 2009 and 2016, 
originally projected to cost $25 
billion, will cost $53 billion.
July 21, 2010: Dodd-Frank Wall 
Street Reform and Consumer 
Protection Act
Like so many other of President 

Obama’s early policy initiatives, 
the Dodd-Frank Act was also a 
response to the 2008 financial 
crisis. At 2,300 pages in length, 
the law re-shaped the American 
banking industry and rewrote 
the rules of Wall Street, effect-
ing the most significant changes 
to financial regulation in the U.S. 
since the Great Depression. The 
law addressed what policymak-
ers believed to be the root cause 
of the 2008 financial crisis: banks 
that were “too big to fail.” Aimed 
toward preventing a recurrence 
of the 2008 crisis by decreasing 
risks in the financial system, the 
Dodd-Frank Act marked the end 
of an era of deregulation that be-
gan under President Reagan.

DOMESTIC POLICY
June 15, 2012: DACA
Deferred Action for Childhood 
Arrivals (DACA) suspends de-
portation of undocumented im-
migrants who arrived in the US 
before the age of 16. In addition 
to a temporary freeze on depor-
tation, approved applicants can 
gain work authorization, obtain 
driver’s’ licenses, and enroll in 
college. Many on the political 
right oppose the policy, arguing 
that it incentivizes the flow of 
migrants from Central America 
to the US. Others viewed it as 
a political move meant to earn 
more Hispanic votes, as the pol-
icy was announced months be-
fore President Obama’s re-elec-
tion campaign kicked off. The 
Obama administration touted 
the measure as a way of protect-
ing kids who were raised in the 
US, and as a way of conserving 
the resources of immigration 
enforcement by diverting atten-
tion away from “low priority” 
individuals. As of February 2017, 
more than 750,000 people have 
received permission to stay in 
the US under DACA.
February 24, 2014: Keystone-XL 
Pipeline Veto
When President Obama vetoed 
a bill authorizing the construc-
tion of the Keystone XL pipeline, 
it marked only the third veto of 
his presidency, but remained one 
of the most significant of his ten-
ure. The basis for the president’s 
veto was his concern about the 
environmental impact of the 
1,179-mile pipeline that would 
transport oil from the Alberta 
Tar Sands in Canada to the Gulf 
of Mexico. The Republican-con-
trolled Senate attempted to over-
ride the veto, but couldn’t secure 
the required 67 votes. Ultimately, 
the debate surrounding the con-
struction of the Keystone-XL 
pipeline became more emblem-
atic of the partisan divide be-
tween a political left increasingly 
focused on addressing climate 
change, and a political right that 
saw the bill’s defeat as a direct at-
tack on job creation and Ameri-
can infrastructure.

CYBERSECURITY
November 28, 2010: WikiLeaks 
publishes 250,000 American 
Diplomatic Cables
The source of the leaks was 
American soldier Chelsea Man-
ning (born Bradley Manning). 
The cables contained classified 
information sent to the US State 
Department by foreign consul-
ates all over the world, and in-
cluded diplomatic analyses from 
world leaders and diplomats’ 
assessments of host countries. 
The diplomatic cables came 
as the third wave in a series of 
“mega-leaks” proliferated by 
WikiLeaks: the whistleblowing 
organization leaked documents 
related to the Afghanistan War 
in July, and to the Iraq War in 
October, of 2010. Manning was 
convicted of violations of the 
Espionage Act in 2013 for her 
involvement in the leaks, but 
her sentence was commuted by 
President Obama in 2017 as one 
of his last acts before leaving of-
fice. Manning is expected to be 
released in May 2017.
June 5, 2013: NSA Leaks
Thousands of classified intelli-
gence documents pertaining to 
the collection of phone records 
and metadata by the NSA were 
leaked to two reporters and a 
documentarian by former NSA 
contractor-turned-whistle-

blower, Edward Snowden. Be-
fore leaking the information, 
Snowden fled the United States 
to Hong Kong. 
The leaked documents indicat-
ed such controversial practices 
as the provision of customers’ 
phone records by virtually ev-
ery telephone company to the 
NSA. They also revealed that 
the NSA was spying on some of 
America’s closest international 
allies, including German Chan-
cellor Angela Merkel. The leaks 
sparked a fierce debate over na-
tional security and individual 
privacy.
Due to the theft of the highly 
classified information , and the 
concern that some of the docu-
ments could pose a significant 
threat to national security, 
Snowden was charged with vio-
lating the Espionage Act as well 
as with the theft of government 
property. He currently resides in 
an undisclosed location in Mos-
cow, having been granted tem-
porary asylum by Russian au-
thorities through at least 2020.

INTERNATIONAL RELATIONS
July 14, 2015: Iran Nuclear Deal
The Iran nuclear deal aims to 
prevent Iran’s acquisition of a 
nuclear weapon by dramatically 
limiting its nuclear program. 
In exchange, the US, the UN, 
and the EU lifted sanctions that 
had crippled Iran’s economy. 
While the deal does allow Iran 
to maintain a non-military nu-
clear program (a point of major 
criticism from its opponents), 
the controls it imposes extends 
Iran’s “breakout time” (i.e., the 
amount of time needed to make 
enough highly enriched mate-
rial for a nuclear bomb) from 
two to three months, to approx-
imately one year. The terms of 
the deal expire in ten to fifteen 
years though, at which point 
the breakout time will have di-
minished to essentially noth-
ing, but the UN Security Coun-
cil believes that the time the 
agreement buys other nations 
to deepen its understanding of 
Iran’s nuclear program and its 
capabilities is highly valuable.
October 5, 2015: Trans Pacific 
Partnership (TPP)
The largest regional trade ac-
cord in history, the TPP is a 
free-trade agreement between 
the US, Canada, Mexico, and 
nine Pacific Rim nations (most 
notably: Japan). The TPP was 
part of the Obama administra-
tion’s “pivot” toward Asia, where 
the growing trade dominance of 
China and India could be det-
rimental to US economic in-
terests, if left unchecked. It was 
designed to create a Pacific Rim 
free-trade zone, similar to the 
single market of the European 
Union. On his first day in of-
fice, however, President Trump 
signed a statement formally 
abandoning US commitment to 
the deal, making its ratification 
virtually impossible. Instead, 
the Trump administration has 
expressed a desire to pursue bi-
lateral trade deals with each of 
the member nations.
December 12, 2015: Paris Cli-
mate Agreement
President Obama was a central 
broker in the world’s first com-
prehensive climate agreement, 
adopted by 195 countries. Its 
aim is to reduce greenhouse 
gas emissions enough to keep 
global warming below two de-
grees Celsius (widely regarded 
as the “tipping point” for mas-
sive effects of climate change). 
The Paris Agreement allows 
countries to independently de-
cide how to lower emissions, 
and in the absence of sanctions 
for failing to control pollution, 
or emissions-reduction targets, 
its efficacy hinges on global 
peer pressure and public scru-
tiny. Enactment of President 
Obama’s climate change com-
mitment under the Paris Agree-
ment (i.e., a 26 to 28 percent 
reduction of greenhouse gases 
by 2025), however, has fallen 
to President Trump, who has 
vowed to withdraw from the 
agreement, prompting discus-
sion in the global community of 
imposing trade barriers on the 
U.S. if it does withdraw.
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T H E  T R U M P  A D M I N I S T R A T I O N
Secretary of State
Rex Tillerson
Preceded by: John 
Kerry
What he does: As 
the head of the State 
Department, the US 
Secretary of State is 
the President’s prin-
cipal adviser on for-
eign policy. Any nonmilitary 
negotiations related to foreign 
affairs, namely international 
treaties and agreements, are 
conducted by the Secretary of 
State, who spends the bulk of 
his or her time traveling all over 
the globe, meeting with world 
leaders and representing the US 
in international organizations 
and agencies (think: NATO).
What he did: Tillerson spent the 
last 41 years at ExxonMobil. He 
was hired right out of college as 
an entry-level engineer, and by 
2006 had worked his way up to 
CEO. In 2016, he was ranked 
24th on Forbes’ list of the world’s 
most powerful people, outrank-
ing the likes of Barack Obama 
(#48) and Chief Justice John 
Roberts (#50). 
Where he stands: Tillerson’s 
political views mostly align with 
mainstream conservatism: he 
believes in free trade, champion-
ing such deals as NAFTA and the 
Trans Pacific Partnership, and 
he opposes US sanctions against 
Russia, believing them to be in-
effective. On issues of climate 
change, Tillerson’s views diverge 
from President Trump’s in that 
he believes climate change is hap-
pening, and has, in the past, ad-
vocated for a carbon tax to help 
reduce greenhouse emissions. 
Tillerson supports the Keystone 
XL and Dakota Access pipelines, 
but has also expressed his sup-
port of the Paris Agreement, the 
world’s first-ever climate agree-
ment, adopted by 195 countries 
and aimed toward reducing 
greenhouse gas emissions.
What to know: Tillerson isn’t 
the first Secretary of State to 
come from a “big business” 
background, but he is the first 
Secretary of State without any 
prior military or government 
experience. Successful execu-
tion of the job’s responsibilities 
requires an in-depth knowledge 
of history, international rela-
tions, and foreign policy. To this 
end, Tillerson has decades of ex-
perience establishing and build-
ing relationships with foreign 
leaders on behalf of ExxonMo-
bil—a corporation so geopoliti-
cally responsive that it wouldn’t 
be a stretch to think of it as a 
state unto itself. (Incidentally, 
if ExxonMobil were a country, 
it would have the world’s 30th-
largest economy.) Tillerson’s 
experience cutting deals with 
foreign leaders, however, also 
brings with it some concerns 
from Congress: he has a partic-
ularly strong rapport with Vlad-
imir Putin, for example, who 
awarded Tillerson the Order of 
Friendship (one of the highest 
honors given by Russia to for-
eign citizens) back in 2013. 

Secretary of Defense
James Mattis
Preceded by: Ash 
Carter
What he does: The 
Secretary of Defense 
heads the Depart-
ment of Defense (the 
largest organization 
within the federal government) 
and acts as the principal advis-
er to the President on defense 
policy. Outranked only by the 
President himself in authority 
over the military, the Secretary 
of Defense is tasked with every-
thing from planning, developing, 
and executing policies concern-
ing military affairs and national 
security, to navigating the more 
bureaucratic side of military op-
erations by overseeing research 
and development, training, and 
resource management. 
What he did: Mattis is a retired 
four-star general, making him 
the highest-ranking military of-
ficial to lead the Pentagon. In 
his 41 years with the Marine 
Corps, Mattis served as a field 
commander in the Persian Gulf 
War, the War in Afghanistan, and 

the Iraq War. Because Mat-
tis only retired from the 

military in 2013, how-
ever, his appointment 
required a congres-
sional waiver: the Sec-
retary of Defense is a 

civilian position, and 
any former military 
personnel appointed 

to the post are supposed to have 
been retired for at least seven 
years. Mattis is the first exception 
to this rule since President Tru-
man appointed George Marshall 
to the position in 1950. 
Where he stands: To many out-
side observers, Mattis was a sur-
prising addition to the Trump 
cabinet. He disagrees with the 
President on some key issues, 
including the use of “enhanced 
interrogation techniques”, the 
Iran Nuclear Deal, and the call 
to restrict travel from Muslim-
majority countries. According to 
a profile of Mattis in Politico, his 
worldview is that of “an old-fash-
ioned America-firster who cou-
ples his belief in military strength 
with a sober hesitation to use it.”
What to know: Despite techni-
cally being ineligible for the job 
of Defense Secretary, the Senate 
approved Mattis’s nomination 
with a 98-1 vote (the one objec-
tion was lodged by New York 
Democrat Kirsten Gillibrand). 
Such a wide margin of approval 
is especially remarkable given the 
fact that Trump’s cabinet nomi-
nees garnered more “no” votes in 
the Senate than those of any other 
first-term president in the coun-
try’s history. Widely respected 
throughout the military commu-
nity, Mattis is considered a gifted 
commander and strategist. His 
reputation as a “warrior monk,” 
however, poses a stark contrast 
to his brash exterior, which has 
earned him the nickname “Mad 
Dog.” Mattis will face challenges 
posed by this unfamiliar terrain: 
while he has an irrefutable wealth 
of combat skills and military 
strategy acumen, he has minimal 
experience with global politics 
and foreign policy, and will have 
to learn the ropes of his job as he 
goes.

Treasury Secretary
Steven Mnuchin
Preceded by: Jack 
Lew
What he does: The 
Treasury Secretary 
serves as the Presi-
dent’s primary adviser 
on all issues relating 
to the economy and 
plays a key role in shaping fiscal 
policy. Functionally analogous 
to the CFOs of the corporate 
world, the Treasury Secretary 
manages the nation’s $19 tril-
lion public debt by making in-
terest payments and overseeing 
the auctioning of bills, notes, 
and bonds. Other responsibili-
ties include manufacturing cur-
rency and enforcing federal tax 
and finance laws.
What he did: As a former hedge 
fund manager, Mnuchin is no 
stranger to large sums of mon-

ey. He got his professional 
start at Salomon Broth-

ers, but eventually 
ended up at Goldman 
Sachs, working his 
way up to executive 
vice president dur-

ing his seventeen-year 
tenure. He’s the third 
former Goldman 

Sachs executive to serve as Trea-
sury Secretary since the Clinton 
administration. Mnuchin has 
also dabbled in the entertain-
ment industry, and the hedge 
fund that he founded, Dune 
Capital Management, was be-
hind the production of films 
such as Avatar, Suicide Squad, 
and American Sniper. In April 
2016, he was made the national 
finance chair of Donald Trump’s 
presidential campaign.
Where he stands: Mnuchin is 
not considered to be a political 
ideologue; he’ll go for a good 
idea, regardless of which side 
of the aisle it happens to origi-
nate on. For example, Mnuchin 
has publicly entertained the 
possibility of the Trump ad-
ministration establishing an in-
frastructure bank (an idea also 

proposed by Hillary Clinton 
during her presidential bid), 
but he also supports low taxes 
and fewer regulations. Mnuchin 
has also donated to prominent 
Democrats in the past, includ-
ing Senate Minority Leader 
Chuck Schumer, and President 
Barack Obama. Among his top 
priorities in office, Mnuchin 
has cited the extraction of Fred-
die Mac and Frannie Mae from 
government control, as well as 
focusing on issues of cyberse-
curity.
What to know: There’s one point 
on Mnuchin’s resume that raised 
a lot of eyebrows during his con-
firmation process, and it has to 
do with his acquisition of Indy-
Mac bank, a defunct mortgage 
lender that Mnuchin purchased 
and reopened as OneWest 
Bank. OneWest was only op-
erational for six years, and was 
ultimately sold for an estimated 
profit of nearly $1.5 billion, but 
during those six years, came to 
be known as a “foreclosure ma-
chine,” foreclosing on more than 
36,000 homes under Mnuchin’s 
direction. As Treasury Secre-
tary in the Trump administra-
tion, Mnuchin will likely play 
an integral role in attempts to 
dismantle Dodd-Frank, a major 
piece of legislation put in place 
by the Obama administration to 
strengthen regulations on the fi-
nancial industry.

Attorney General
Jeff Sessions
Preceded by: Dana 
Boente/Sally Yates/
Loretta Lynch
What he does: The 
Attorney General is 
the head of the United 
States Department of 
Justice. As such, the 
Attorney General prosecutes 
cases in which the US govern-
ment sues an individual or cor-
poration, and defends the US 
government in court when it 
is sued. The Attorney General 
is the President’s primary legal 
advisor.
What he did: Sessions was first 
elected to the Senate in 1996, 
representing Alabama. He 

spent two decades on the 
Senate Judiciary Com-

mittee, which votes 
on the confirmation 
of federal judges and 
conducts oversight 
of the Justice Depart-

ment. Prior to joining 
the Senate, he spent 
two years as the At-

torney General of Alabama. 
Where he stands: Sessions has 
a very conservative record on 
questions of civil rights, voting 
rights, and environmental law. 
He’s a proponent of a “law and 
order” approach to criminal 
justice, and would like to slow 
the effects of Obama-era efforts 
to reduce prison populations 
through clemency and more le-
nient sentencing, particularly in 
drug-related crimes. In keeping 
with that view, Sessions is firmly 
anti-legalization of marijuana, 
having stated that “good people 
don’t smoke marijuana.” Ses-
sions has criticized the federal 
government for “overreaching” 
by investigating the practices of 
local branches of law enforce-
ment. He has also expressed 
support for restricting immi-
gration from Muslim-majority 
countries, and for the construc-
tion of a physical wall along the 
US/Mexico border.
What to know: In 1986, Ses-
sions was nominated for a fed-
eral judge post by Ronald Rea-
gan. The Republican-majority 
Senate at that time, however, 
found Sessions’ civil rights his-
tory so troubling, that they re-
fused to confirm him. As the 
head of the Department of Jus-
tice, Sessions will be respon-
sible for providing the legal 
defense of the administration’s 
immigration policies, oversee-
ing federal investigations, and 
halting and investigating terror-
ist attacks. Sessions’ Senate con-
firmation broke almost entirely 
along party lines, with only one 
Democrat (Senator Jim Man-
chin from West Virginia) voting 
to confirm him.  

Secretary of Homeland 
Security John F. Kelly

Preceded by: Jeh John-
son
What he does: The De-
partment of Home-
land Security was 
only formed in 2002 
(prompted by the 
September 11th at-
tacks), but it’s tasked with the 
vitally important job of prepar-
ing for, preventing, and respond-
ing to domestic threats, particu-
larly terrorism. The Secretary of 
Homeland Security serves as the 
head of the department which, 
on top of antiterrorism efforts, 
also focuses on issues of border 
security, immigration and cus-
toms, and cybersecurity.
What he did: Like Mattis, Kelly 
is also a retired Marine Corps 
general with over forty years of 
military service under his belt. 
He served three tours in Iraq and 
spent four years as the command-
er of the US Southern Command, 
which encompasses 32 countries 
in the Caribbean, Central Ameri-
ca, and South America, as well as 
the Guantanamo Bay Detention 
Center. The Southern Command 
has a history of focusing less on 
combat than other regional mili-
tary commands, instead throwing 
its weight behind issues related to 
migration, drug smuggling, orga-
nized crime, and disaster relief—
a list of priorities similar to those 
of the Department of Homeland 

Security.
Where he stands: Kelly 

is definitely a hard-
liner when it comes 
to national security, 
though he doesn’t 
necessarily agree with 

the Commander in 
Chief about how best 
to secure the borders. 

Kelly has expressed skepticism 
about the effectiveness of a bor-
der wall, for instance, suggesting 
that no physical barrier will stop 
immigrants fleeing violence and 
poverty, and that aid packages 
to South and Central American 
countries might be a more effec-
tive route to curbing immigra-
tion. As head of the Southern 
Command, Kelly focused a lot 
of energy on curbing drug traf-
ficking, and is on the same page 
as Attorney General Jeff Sessions 
when it comes to enforcement of 
drug laws: “The solution there 
is for Americans to stop doing 
drugs,” he said in an interview 
with the Military Times, adding 
that “we’ve got great programs 
to convince Americans not to do 
things.”
What to know: Kelly will be in 
charge of overseeing some of 
President Trump’s most contro-
versial policy initiatives, such as 
the hotly-contested immigration 
restrictions on Muslim-majority 
countries, and mass deportations 
of undocumented South and 
Central American immigrants. 
Kelly’s tenure as head of the 
Southern Command gives him 
unique insight into the challenges 
inherent in defending the south-
ern border. Kelly has stressed 
the importance of cooperation, 
humanitarian aid, infrastructure 
development, and human rights 
education to address immigra-
tion. He’ll most likely be the per-
son in charge of building Presi-
dent Trump’s border wall.

Chief of Staff
Reince Priebus
Preceded by: Denis 
McDonough
What he does: The 
Chief of Staff is tradi-
tionally the highest-
ranking White House 
employee, overseeing 
the Executive Office of the Presi-
dent. The Chief of Staff does not 
require Senate confirmation, but 
that doesn’t mean the role doesn’t 
come with its own degree of in-
fluence. The exact nature and re-
sponsibilities of the Chief of Staff 
vary greatly from president to 
president, but they’re typically in 
charge of managing all commu-
nications and information flow 
to and from the Oval Office, and 
deciding who makes it onto the 
president’s schedule. Given his 
close relationship with the presi-
dent, the Chief of Staff is also a 

top adviser and sounding 
board on issues domes-

tic and international, 
weighing in on both 
political and policy 
decisions.
What he did: Prie-
bus has never held 
public office, having 
launched an unsuc-

cessful bid for a Wisconsin State 
Senate seat in 2004. Still, as the 
longest-serving chairman of the 
Republican National Commit-
tee (serving from 2011 to 2016), 
Priebus is the ultimate “Washing-
ton insider.” Hailing from Keno-
sha, Wisconsin, a union town, 
Priebus came of age as a staunch 
Republican surrounded by Dem-
ocrats. He became chairman of 
the Wisconsin Republican Party 
in 2007, and is credited with 
helping transform his home state 
from a Democratic stronghold, to 
a thoroughly Republican political 
entity, flipping both state legisla-
tures and helping Scott Walker 
win his 2010 run for Governor.
Where he stands: As RNC 
Chairman, Priebus spearheaded 
the famous “autopsy” of the GOP 
following Mitt Romney’s defeat 
in the 2012 presidential election. 
In the years in between the study 
(titled “Growth and Opportunity 
Project”) and President Trump’s 
candidacy, Priebus urged his 
party to abandon its anti-
immigration platform 
and do more to court 
the LGBT commu-
nity. Priebus has also 
implored the GOP 
to do more to attract 
women voters.
What to know: 
Priebus is seen as a 
peacemaker on Capitol Hill, and 
is highly adept at brokering po-
litical deals. For that reason, his 
appointment angered swaths 
of President Trump’s conserva-
tive base, who see Priebus as 
the embodiment of everything 
President Trump rallied against 
during his campaign, and wor-
ry that, in the interest of party 
unity, Priebus will be to quick 
to encourage President Trump 
to compromise on issues like 
tax reform, immigration, and 
healthcare reform—all issues 
he’s expected to challenge the 
establishment on. Also, given 
the president’s emphasis on per-
sonal loyalty in determining his 
cabinet make-up, Priebus poses 
yet another surprise: after the 
release of the Access Hollywood 
tapes, Priebus publicly suggested 
that President Trump should 
drop out of the presidential race. 
However, it seems that the as-
sets Priebus brings to the table 
outweigh those criticisms: he’ll 
be in charge of steering President 
Trump’s agenda through Con-
gress, a role that will be of the 
utmost importance under Presi-
dent Trump, given the president’s 
lack of political experience and 
minimal connections to 
important Washington 
figures. In this capac-
ity, it helps that one 
of Priebus’s close 
friends is House 
Speaker Paul Ryan.

Chief Strategist
Steve Bannon
What he does: The position of 
Chief Strategist was created spe-

cifically for Bannon. The 
same day that President 

Trump announced the 
appointment of Reince 
Priebus as his Chief of 
Staff, he announced 
Bannon’s appointment 
as well.
What he did: Ban-
non served as the 

chairman of the far-right Breit-
bart News website. Prior to that, 
he worked as a banker for Gold-
man Sachs, and also spent four 
years at sea with the Navy. Ban-
non amassed most of his current 
fortune after acquiring a stake in 
the royalties of a little show called 
Seinfeld.
Where he stands: As the most 
controversial appointment to 
President Trump’s cabinet, it 
seems fitting that Bannon es-
pouses some of the most extreme 
views of anyone in the current 
administration. His worldview is 

said to hinge largely on his belief 
in American ‘sovereignty.’ Ban-
non said that countries should 
protect their citizens and their es-
sence by reducing immigration, 
legal and illegal, and pulling back 
from multinational agreements.
What to know: Democrats 
and Republicans don’t seem to 
agree on much these days, but 
they sure have found common 
ground in their opposition 
to Bannon’s appointment. Of 
course, this matters little, since 
Bannon (like Priebus) did not 
require Senate confirmation. 
President Trump restructured 
the National Security Council 
(NSC) to make Bannon a per-
manent member, effectively 
demoting the chairman of the 
Joint Chiefs of Staff and the di-
rector of national intelligence 
(the highest-ranking military 
officer and intelligence officer 
in the country, respectively). 
However, on April 5, President 
Trump removed Bannon from 
this position. Up to that time, 
Bannon’s level of influence in 
the Oval Office could best be 
measured by the fact it was Ban-
non who wrote the executive 
order aimed toward restricting 
immigration from several Mus-
lim-majority countries.

Senior Advisor
Jared Kushner

What he does: “Senior 
Adviser to the Presi-
dent” is a title given 
to any of the presi-
dent’s high-rank-
ing assistants. It’s a 

broad designation, 
its exact roles and 
responsibilities dic-

tated by the president’s needs, 
the adviser’s strengths, and the 
nature of the relationship be-
tween the two parties. Kushner, 
for his part, has been tasked 
with heading up the newly-es-
tablished White House Office 
of American Innovation. In an 
interview with the Washington 
Post, Kushner said of the initia-
tive, “The government should 
be run like a great American 
company. Our hope is that we 
can achieve successes and effi-
ciencies for our customers, who 
are the citizens.”
What he did: The son of real es-
tate developer Charles Kushner, 
Jared took over as CEO of his 
family’s billion-dollar real estate 
enterprise in 2008, when he was 
27 years old. He was thrust into 
a leadership position with the 
company even earlier than that, 
though, taking the reins in 2004. 
He is also President Trump’s son-
in-law, having married Ivanka 
Trump in 2009.
Where he stands: It’s hard to 
pin down Kushner’s political 
leanings, if for no other reason 
than he hasn’t made it a habit to 
comment publicly on President 
Trump’s policy initiatives. Ac-

cording to Politico, Kush-
ner is “a supporter of 

gay rights,” and in the 
time since he became 
involved with Don-
ald Trump’s presiden-
tial campaign, “has 

emerged as a moderate 
voice” in the presi-
dent’s inner circle. An 

Orthodox Jew, Kushner sup-
ports pro-Israel policies, and has 
expressed disappointment over 
Washington’s acceptance of the 
Iran Deal.
What to know: For a minute, it 
looked like Kushner’s role in the 
White House might be thwarted 
by an anti-nepotism law pro-
hibiting the appointment of the 
president’s family members to 
government jobs or Cabinet po-
sitions. Kushner was cleared by 
the Department of Justice back 
in January, though, and he ap-
pears to be one of few people to 
have earned the President’s com-
plete trust. Despite Kushner’s 
lack of political or foreign policy 
experience, President Trump has 
entrusted him with some of the 
most sensitive and complex dip-
lomatic issues of today, includ-
ing resolving the dispute with 
Mexico over the construction 
of a border wall, and brokering 
a peace deal between Israel and 
the Palestinians.
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THE ECONOMIC SYMPHONY: 
How arts and cultural institutions affect local economies and communities

Nicole Milano
Staff Writer

It’s no secret that arts and cul-
tural institutions rely on outside 
funding to survive. (You have 
probably received an appeal at 
least once from your local public 
radio station asking you to donate, 
for example.) According to recent 
data from the National Endow-
ment for the Arts, contributed in-
come—money from individuals, 
businesses, private foundations, 
and government institutions—ac-
counts for 45 percent of an arts 
group’s revenue, on average. 

That’s a significant percent-
age, and while these organizations’ 
earned income is respectable, av-
eraging 41 percent of total income 
(the remaining capital accounted 
for in the form of private endow-
ments), you might wonder about 
the value of directing such a sig-
nificant amount of funding to a 
sector that is focused on entertain-
ment. Do arts and culture orga-
nizations positively impact their 
communities and the surround-
ing economy, beyond their capac-
ity to provide “something to do” 
on a night out?

Statistics and historical data 
suggest that they do.

The national conversation 
around jobs and employment has 
been at something at a fever pitch 
ever since the Great Recession, 
and a thriving arts community 
creates jobs. In the United States 
in 2013, the arts and culture sec-
tor employed 4.7 million workers 
and paid those workers a total of 
$339 billion in wages, salaries, and 
supplements. This job-creating 
potential can be seen at the state 
level as well: even in Arkansas, 
for example, a predominately ru-
ral state, creative enterprises are 
the third-largest employer, and 
Arkansas arts and cultural insti-
tutions generate $927 in personal 
income for citizens.

Consumer spending on the 
arts has been on the rise in the last 
two decades, which means good 
things for national, state, and lo-
cal economies. According to the 
National Endowment for the Arts, 
consumer spending on the per-
forming arts grew 15 percent from 
1998 to 2013. Over that same time 
period, the overall arts and cul-
tural contribution to the United 
States’ economy grew an impres-
sive 32.5 percent to $704.2 billion 
in 2013. This data suggests that 
even when economic times are 
comparatively tough, one thing 
remains clear: where there is qual-
ity art to be consumed, people will 
spend money on it.

Beyond the hard numbers, 
there are other ways in which a 
thriving arts scene positively im-
pacts its community. Arts orga-
nizations such as theatres, sym-
phonies, and public radio are a 
big draw for both tourists and 
prospective movers—especially 
young professionals, who are 
more likely to spend discretionary 
income on entertainment than on 
tangible goods. 

The presence of these insti-
tutions in a community also in-
creases the quality of life for resi-
dents. For example, a recent study 
out of the University of Pennsyl-
vania investigated the contribu-
tion of cultural engagement to 
community life in Philadelphia 
neighborhoods. The results of the 
study indicated a “strong relation-
ship” between culture resources in 
neighborhoods and a much lower 
level of stress among residents. An-
other study of Philadelphia neigh-
borhoods showed a correlation 
between large numbers of arts and 
cultural resources and lower levels 
of violence in neighborhoods. It’s 
not surprising, given that art can 
be a positive way of driving dia-
logue between communities and 
bridging racial and ethnic gaps.

While these correlations are 
promising, the challenge remains 

for arts organizations to main-
tain affordability for all popula-
tions. According to a recent NEA 
study, approximately 13 percent 
of Americans each year are inter-
ested in attending arts events but 
don’t, due, in part, to affordability. 
It’s no secret that theatre tickets are 
expensive; just look at as the thou-
sands of dollars it cost to score a 
pair of tickets to the Broadway 
smash-hit Hamilton in the later 
half of 2016. The price exclusion 
factor doesn’t just apply to Broad-
way, either—it applies to regional 
and community theatres as well. 

If arts organizations are to 
significantly improve the quality 
of life in their respective commu-
nities, they must be able to keep 
ticket prices affordable and offer 
valuable cost-free programs to 
low-income populations. Many 
arts organizations offer these pro-
grams, but funding is needed in 
order to keep them high-quality 
and free to the public. That’s why 
government entities like the Na-
tional Endowment for the Arts—
which makes up a measly 0.012 
percent of the federal budget-—
are so important.

Now that the impact of arts and 
culture on economics and commu-
nities is clear, businesses may still 
be asking: “What’s in it for me?” If a 
local arts organization reaches out 
about a donation or sponsorship, 
why should a business say yes? For 
one, these organizations won’t be 
able to maintain their economic 
contributions without support and 
partnership. It takes a village to 
nurture a thriving economy, and 
not-for-profit and for-profit busi-
nesses must work together to keep 
moving forward.

There are also significant 
marketing and exposure benefits 
to partnering with arts organiza-
tions. As mentioned earlier, more 
consumers are spending more 
money on the performing arts. 
That translates to valuable op-
portunities for local businesses to 

make an impression when a pa-
tron sees their name or logo in the 
program, on signage, on the insti-
tution’s website, and more. 

There’s also the endorsement 
factor: it’s common sense that 
consumers are more likely to sup-
port businesses that they see as 
endorsing or supporting the same 
causes that are important to them. 
That means that having a business 
name associated with the local 
symphony makes symphony pa-
trons more likely to become new 
customers of that business.

Finally, there are basic tax ben-
efits to supporting local arts chari-
ties. Most donations to local cultur-
al institutions are tax-deductible. 
Though businesses should always 
confirm that this is the case if a tax 
deduction is part of what’s impor-
tant to them, it’s more likely than 
not that your local arts organiza-
tions are not-for-profit, so a dona-
tion to one of them could make for 
a nice write-off come tax time. If a 
business is going to make charita-
ble contributions for tax purposes, 
it makes sense for those donations 
to support organizations that can 
continue to benefit the business 
indirectly by stimulating the local 
economy and improving the qual-
ity of life in the community.

Arts funding and partner-
ships may seem like frivolous 
expenditures at first glance, but 
the evidence is clear: a thriving 
economy needs thriving arts and 
cultural institutions. With govern-
ment funding continually at risk, 
and funding from private foun-
dations becoming more competi-
tive each year, local businesses can 
and should step up and support 
cultural institutions as a partner. 
Not only will it result in valuable 
exposure and positive associations 
for the business, it will contribute 
to the overall betterment of the lo-
cal economy and well-being of the 
community. And those are things 
we could all benefit from right 
now.

The Importance of 
Play for Adults
Kellsey Evers
Staff Writer

When I started my first full-
time job after graduating from 
college, the first thing I com-
plained about was that it seemed 
like I no longer had enough 
time for myself. It felt like my 
job had become my entire life, 
right from the beginning. Sure, 
there were those few precious 
hours following work and be-
fore bedtime, along with the 
much sought-after weekends, 
but it never felt like enough. I 
needed more free time, more 
time to do what I wanted to do, 
rather than what I had to do. 
While I still struggle to carve 
out that time for myself, I’ve be-
gun to wonder why I, and many 
adults, long to have time to en-
joy an activity—to “play”—and 
why it’s necessary.

“Play” is a term typically 
associated with children. After 
all, children play games to learn 
and grow. “Work” is more asso-
ciated with adults, and is some-
times considered the opposite 
of “play.” Work is more serious, 
more focused, and more results-
oriented than its childhood an-
tithesis. You rarely hear anyone 
talk about adults “playing.” It 
just sounds, well, childish. Yet, 
play is not something that ends 
with childhood, or at least it 
shouldn’t be.

Dr. Stewart Brown, found-
er of a nonprofit organization 
called the National Institute for 
Play, offers his own definition of 
play: “Play is something done 
for its own sake,” he asserts. 
“It’s voluntary, it’s pleasurable, 
it offers a sense of engagement, 
it takes you out of time. And 
the act itself is more important 
than the outcome.” By referring 
to play in this way, Dr. Brown 
removes it from its context of 
childhood and instead gives the 
word a broader meaning: any-
thing and everything we do for 
the sake of enjoyment.

But play is even more than 
that. Many activities that fall 
under the umbrella of “play” 
involve teaming up with others. 
Whether it’s a board game, a 
soccer league, or even karaoke, 
these activities require us to en-
gage with others and, as a result, 
help maintain our social well-
being. We bond, strategize, and 
enjoy ourselves together. With-
out such interactions, we would 
have few opportunities to con-
nect with others, build relation-
ships, and grow as individuals 
in a relaxed environment.

Another way we play is 
through common hobbies. 
From collecting and painting, 
to building miniature ships in 
bottles, our hobbies say a lot 
about us. In a 2016 article for 
Quartz, Alex Preston writes a 
“defense of hobbies,” claiming 
that hobbies “should be a form 
of dissent, a radical expression 
of our individuality.” Hobbies, 
more than a career or a job title, 
are a true showcase of who a 
person is, what they enjoy, and 
what they value. 

Preston also discusses how 
hobbies give us a sense of ac-
complishment, saying that they 
are “a sphere in which we feel 
we can achieve a kind of mas-
tery usually denied to us in our 
wider personal and professional 
lives.” Many aspects of our lives 
can be draining, unfulfilling, or 
even left unfinished. Hobbies 
offer us the opportunity to find 
the purpose, satisfaction, and 
conclusiveness we crave.

Interestingly enough, one 
of the most popular and more 
recent hobbies among adults is 
coloring. While coloring books 
for adults have been around for 
decades, they have seen a sig-
nificant surge in book sales in 
recent years. According to the 
Washington Post, Neilsen Book-
scan estimates that some 12 
million were sold in 2015, quite 
a leap from the 1 million sold in 
2014. But what exactly makes 
coloring books so appealing to 
adults all of a sudden?

First and foremost, color-
ing is relaxing. In “Why Adults 

Are Buying Coloring Books 
(For Themselves),” published in 
the New Yorker, Adrienne Ra-
phel contends that part of this 
newfound popularity is due to 
“marketing that associates [col-
oring books for adults] with 
such therapeutic ends as anxi-
ety- and stress-reduction.” Col-
oring offers a chance to unwind 
and briefly escape from the de-
mands of everyday life, some-
thing surely desirable to most 
adults. 

Coloring also, naturally, 
harkens back to childhood. Ra-
phel explains that coloring for 
adults is “part of a larger and 
more pervasive fashion among 
adults for childhood objects 
and experiences.” Since many 
adults perceive childhood as 
a simpler period of their lives, 
characterized by creativity and 
exploration, it makes sense that 
they would want to return to the 
activities associated with that 
time.

With so much pressure 
placed on adults and working 
individuals today, play is a nec-
essary component of a well-bal-
anced life. But the importance 
of play is not restricted to the 
personal realm alone; it’s impor-
tant in the professional world as 
well. In fact, many businesses 
are discovering that prioritizing 
play can drastically improve the 
work environment. In the same 
article for Quartz, Preston also 
notes, “Google discovered that 
its 20% rule—allowing employ-
ees to spend 20% of their work 
time pursuing projects of their 
own choosing—led to more fo-
cused, productive employees.” 
This suggests that facilitating 
workers’ pursuit of play could 
be equally beneficial to employ-
ers and employees alike.

To take Google’s idea a step 
further: if companies want to 
see more productivity, then they 
need to encourage active play 
during the workday, not just tac-
itly condone it. When someone 
takes a break from their work, 
it’s important that they keep 
their brain active and engaged. 
Passive activities, like scrolling 
through social media newsfeeds 
or watching a YouTube video, are 
enticing because they’re quick 
and easy, and provide instant 
gratification. But the benefits of 
passive diversions are minimal 
at best, because they don’t allow 
us to learn or engage in critical 
thought. A far better alternative 
is something playful and ac-
tive—perhaps even a game. 

According to Dr. Jane Mc-
Gonigal, author of SuperBetter: 
A Revolutionary Approach to 
Getting Stronger, Happier, Brav-
er and More Resilient–Powered 
by the Science of Games, “Play-
ing games is not a waste of time. 
It is a skillful, purposeful activ-
ity that gives you direct control 
over your thoughts.” Games and 
other similarly playful, engag-
ing activities foster creativity 
and cognitive thinking and in 
so doing, enhance one’s abil-
ity to learn new things, reason 
through problems, and retain 
and recall information. If such 
activities are integrated into an 
average workday, it could lead 
to increased productivity and a 
happier, healthier workforce.

If businesses chose to make 
it a priority to afford their em-
ployees more opportunities for 
play, then they would stand 
to see vast improvements to 
worker morale and the work 
environment. More chances for 
creativity and self-exploration 
would not only prove to em-
ployees that their well-being is 
valued, it would also foster a 
positive, reinforcing profession-
al atmosphere where the focus 
is not just on fulfilling tasks, but 
also on learning and growing as 
a worker and as a person. 

Happier, more fulfilled 
workers are more likely to be-
come focused, engaged, and 
productive employees. Play 
has a significant impact on our 
personal lives, but interestingly 
enough, it can be an integral 
part of a successful business, 
too.

Military Park in Newark, NJ as an 
example of a public space crippled 
by negative perceptions. Newark 
is often thought of as a dangerous 
place, and although it shares the 
problems that many mid-sized 
cities face, downtown is much 
safer than its image. Redevelop-
ment of Military Park changed it 
into a pleasant, walkable amenity 
in downtown, and the inclusion 
of a restaurant helped turned 
peoples’ thinking of downtown. 
Donsky points out that, “People 
need to walk through a place a 
few times for their perception of 
a place to change,” further noting 
that, “it took about two or three 
months” to see a shift in public 
perception.

Sometimes, there is no crisis 
or poor perception. Sometimes, 
a public space is merely under-
utilized. And though underuti-
lization may not harm property 
values or retail sales as real or 
perceived danger - it still hurts. 
There is a growing recognition 
that active public spaces add val-
ue to retail and property values 
alike by extending peoples’ stay in 
downtowns and increasing foot 
traffic. BRV recently worked with 
Greensboro, NC to transform 
an underutilized block that was 
half-lawn/half-parking lot into 
LeBauer Park, now a significant 
cultural and recreational asset for 
the community.

In the case of Greensboro, as 
in many other successful initia-
tives, revitalization of the park 
was spearheaded by a group of 
various downtown stakeholders. 
“You have to have public-private 
partnerships,” advises Donsky. 
Support of local government is 
critical and should be in place 
very early in the process. Private 
sector stakeholders are typically 
business and property owners, 
non-profit organizations, and 
philanthropic groups. Philan-
thropic support, and businesses 
pursuing their “enlightened” self-
interest (to increase sales or the 
value of their real estate), are of-
ten the source of initial seed capi-
tal and advocacy. In Greensboro, 
a donation by the LeBauer family, 
via The Community Foundation 

of Greater Greensboro, made 
their transformative project pos-
sible.

Most cities/towns have an 
existing platform where a cross-
section of community stakehold-
ers convene, such as chambers of 
commerce, community founda-
tions, or business associations. 
“Chambers may be a good ve-
hicle for initiating a project be-
cause they already have the or-
ganizational structure in which 
community stakeholders are co-
operating and connecting,” says 
Donsky. While not typically an 
operational entity, these organi-
zations can serve as incubators, 
providing a platform for educa-
tion, consensus, and discussion 
which can make decision-mak-
ing easier early on.

Inception of public space 
initiatives is often a cooperative, 
political effort that is composed 
similarly across the country. Im-
plementation, however, which 
requires the practical matter of 
operational capacity and finance, 
is solved in a variety of ways.

In Tempe, AZ, BRV worked 
with the Downtown Tempe Au-
thority (DTA) to develop a com-
prehensive strategy to improve 
public spaces, most of which 
are privately owned, and the 
streetscape of downtown. Despite 
the sound of its name, DTA is a 
business association (not a gov-
ernment agency) that previously 
created a Business Improvement 
District and manages downtown 
parking lots and garages. Rec-
ognizing they had underutilized 
gathering spaces and the shift-
ing demographic to downtown 
living, DTA sought a strategy of 
short-term and long-term actions 
with the goal of catalyzing and 
channeling future investment by 
enlivening its downtown. DTA 
was necessary in implement-
ing the plan, as the City did not 
have the capacity, while the DTA 
already had staff in place. Tempe 
found themselves in the rare and 
convenient position of having an 
implementer in place, and several 
of the downtown spaces had been 
activated with new, free classes, 
amenities, and events within six 
months of BRV providing its rec-
ommendations.

The Indianapolis Parks 

Foundation, a non-profit whose 
mission is to “enhance the recre-
ational, educational and cultural 
life of the Indianapolis commu-
nity by encouraging and solicit-
ing support for the City’s parks 
system”, reached out to BRV as 
they saw a need to improve or-
ganizational capacity and make 
that same transformation into 
an entity that operates parks and 
plazas.

“In a lot of places, city parks 
departments have seen large bud-
get cuts, leaving a vacuum of ex-
pertise and labor that the private 
sector has to fill,” says Donsky. 
Because of that, it is not uncom-
mon that a new nonprofit organi-
zation forms where no appropri-
ate entity already exists.

Yet another scenario occurs 
when an existing organization 
alters its role and structure to 
address operation and manage-
ment of public spaces. BRV en-
countered this in Houston, TX 
where a pre-existing non-profit, 
the Upper Kirby District Foun-
dation, agreed to expand beyond 
their current operation providing 
below-market rent office space to 
non-profits and accept the role of 
public space management, evolv-
ing into the Levy Park Conser-
vancy. Levy Park re-opened after 
renovation on February 25.

The type of organization 
charged with stewarding pub-
lic spaces varies based on each 
place’s unique circumstances, and 
is often driven by efficiency.

“Public spaces should strive 
for self-sufficiency, though [it is] 
not always possible in smaller 
markets,” says Donsky. “That’s 
why the support of local busi-
nesses and property owners, who 
stand to economically benefit 
from upgraded parks, is so criti-
cal.”

While more and more stud-
ies being published show the fi-
nancial benefits of high quality 
public spaces in terms of rents, 
retail sales, and tax revenue, 
functional operation and man-
agement cannot rely on abstract, 
external value. As mentioned 
above, philanthropic support 
sometimes provides the neces-
sary capital.

Alternatively, as in Houston, 
creating a public space presented 

new development opportunities. 
As part of this development, the 
ground leases of the new devel-
opment support about three-
quarters of the public space’s 
budget. The remaining quarter is 
gapped by programming, spon-
sors, and eventually a new res-
taurant and retail kiosks within 
the park. Programming, such as 
retail and event-related ameni-
ties, is an oft-employed revenue 
stream. Corporate sponsorships 
tend to be more typical in large 
cities, although companies with a 
major presence in small to mid-
sized cities are also a factor in 
sharing the cost of public spaces. 
Public space sponsorship is an at-
tractive marketing opportunity 
that may also align with corpo-
rate responsibility directives. Fur-
ther, sponsoring a public space as 
an economic development proj-
ect may be more appealing than a 
pure charitable donation.

Public space revitalization 
projects are not an exercise in 
aesthetics, they are tangible op-
portunities for economic devel-
opment. Navigating such projects 
requires cooperation, consensus, 
and creativity in terms of orga-
nization and funding. But the re-
turns are real.

Following the development 
of Klyde Warren Park in Dallas, 
TX, nearby asking rents went up 
about 70%, Class A assets saw 
large increases in value, Class B 
assets’ value doubled, and new 
residential and office buildings 
replaced surface parking lots. 
This kind of success is not limited 
to big cities, either.

“Although typically thought 
of in big cities, the same dynam-
ics are in play in small cities […] 
in terms of improvement of real 
estate within a five-minute walk 
of a project,” says Donsky.

The essentials to execution, 
Donsky says, can be broken into 
two categories: political, and 
practical. Politically, a success-
ful project requires cooperation 
and consensus among all major 
parties affected and having local 
government involved from the 
get-go. Practically, financial so-
lutions must be achieved within 
local context, and stewarded by 
leadership that champions the 
project.

PARKS
FROM PAGE 1
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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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