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Exploring Unique Pathways to
Recruiting Diverse Members

Having a diverse membership is critical and is
a major component in enhancing the visibility
of the association and the profession of its
members. This year, the American College

of Healthcare Executives (ACHE) was the
recipient of Association Forum’s Welcoming
Environment Organizational Award. FORUM
spoke with Cie Armstead, director of diver-
sity & inclusion, about how ACHE created a
more inclusive environment for its staff and
members.

Successful Public Education
Campaigns—It's Not About
What You Spend, It's About
What You Say

What are the steps to implementing a suc-
cessful public education campaign? You need
to clearly articulate your goal, understand the
audience you want to reach and be creative
about how you get your message out. Learn
how to expertly navigate these steps to maxi-
mize your budget and reach.
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Remote Possibilities: Telecommuting Is Gaining Momentum

Introducing remote-working options for employees are a win-win for organizations and their em-
ployees. They reduce cost, diminish stress and increase productivity for workers, while providing
a valued benefit that helps to retain talent. Of course, for any working arrangement to be suc-
cessful, the organization and employee must be ready to address the challenges that accompany
a remote workforce.

38

Turning Members’ Insight Out

Focus groups are perfect way to keep your finger on the pulse of your members needs and
wants. They also demonstrate to your members that your organization values their input.
FORUM spoke with three executives who have had great success with utilizing focus groups to
ascertain actionable and important member feedback.
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Finding the Answers By Asking the Question

You don’t know what you don’t know.

The continuous evolution of our world can be tough to keep up with. New technologies
are popping up every day, disrupting the best practices and processes to which we've
grown accustomed. For associations, the needs and wants of our members are changing

swiftly.

Michelle Mason,

FASAE, CAE
President & CEO
Association Forum

But there’s good news: Association Forum
is here to help.

The first step is asking the right ques-
tions. You don’t know what you don't
know, but the answer is waiting for you
to find it. In this issue of FORUM Maga-
zine, we take a look at the power of focus
groups as direct avenues into our mem-
bers’ minds (page 38). Over the past year,
Association Forum has used member focus
groups to assess our content strategy and
some of our digital elements. Through
the feedback we received, we have made
improvements that will provide increased
value to our members.

Of course, it's also important to relay
your research to the people who matter.
On page 28, we look at public education
campaigns and how organizations can
inform the public on their key initiatives.
These campaigns can also be important
to raising the profile of your members’
profession.

For insight into some of the research
work that Association Forum is embarking
on, turn to page 14 for a wrap-up of our
Emerging Leaders Think Tank. The Asso-
ciation Forum Foundation Think Tank is an
initiative backed by our board of directors
that will engage the association industry in
an on-going dialogue regarding emerging
and disruptive issues in the industry. After
a successful and rousing Think Tank in
June of this year, we convened a group of
young professionals and posed the same

6 FORUM SEPTEMBER/OCTOBER 2019

questions and issues to them to gain a
different perspective from the association
and for-profit executives that participated
in the first Think Tank.

At the 2019 Honors Awards, Asso-
ciation Forum bestowed the Welcoming
Environment Organizational Award to the
American College of Healthcare Executives
(ACHE). On page 24, we take a deep-
dive into the methods and strategies that
enabled ACHE to successfully create a
Welcoming Environment.

In addition, Association Forum is in
the midst of an in-depth research study
around Welcoming Environment, in part-
nership with McKinley Advisors. Prelimi-
nary results of this research will be the
focus of our upcoming CEOnly Summit
at Holiday Showcase, and more robust
findings will be presented at the Welcom-
ing Environment National Summit in
April 2020. The goal of these events is to
move from conversation to action—having
the research is simply the first step in a
journey to implement its findings for the
betterment of our industry, our members
and our world.

At the end of the day, you don’t know
what you don’t know, but empowering your
association to discover the answers is im-
perative to being a nimble organization.
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CORE VALUES

As part of our efforts to provide a Welcoming
Environment™ for our members, we are providing
a copy of our Core Values translated into Simplified
Chinese by Interpro Translation Solutions, Inc.

Be A Welcoming Environment

We are a welcoming environment that actively seeks to
enhance the larger community by recognizing the whole
is greater than the sum of its parts. We will make every-
one who interacts with us feel welcomed, represented,
engaged, inspired and empowered.

Embrace Innovation and Quality

We love fo try new ideas and seek inspiration from
inside and outside the association community —we
value improvements big and small. Experimenting with
breakthroughs is encouraged and celebrated; however,
we know when to pull the plug. We aim to continuously
improve.

Have Fun and Stay Positive

It's a fact that you generally spend more time with your
co-workers than you do with your own family. We strive to
make our work environment one that is fun, positive and
an overall great place to work.

Open and Honest Communication and Teamwork

You don't know what you don't know! Effective commu-
nication is key. We shall cultivate an environment where
we speak openly, honestly and with the goal of building a
better team. Candor is constructively embraced. We will
work collaboratively to deliver value to members.

Accountability —Own It

We hold each other accountable and expect people to re-
spectfully ask questions and raise concerns. Because work
requires interdependent teams and collaboration, we will
trust and depend on each other to be responsive and to
deliver value and quality services to stakeholders.

Win with Integrity

We operate ethically, contributing our time, talents and
know-how to advance our communities where we work
and live. We commit to growing our association in ways
that benefit the environment and society.
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Final Overtime Pay Rules

I read that

o .
Qothe on-again,
off-again new
overtime pay rules
are now final.
What does my
association need
to know?

A.On September 24, 2019,
@ the Department of Labor

(DOL) issued a final rule under
the Fair Labor Standards Act
(FLSA), which increases the
minimum salary levels required
for overtime pay exemption (the
“salary level test”) for the first
time since 2004. The DOL esti-
mates that the final rule, which
takes effect on January 1, 2020,
will make more than 1.3 million
workers newly eligible for over-
time pay. Thus, every association
with employees should prepare
for the change.

As a general matter, the
FLSA requires covered employ-
ers to pay employees a minimum
wage and, for employees who
work more than 40 hours in a
week, overtime premium pay at
least 1.5 times their regular rate
of pay. Yet, certain exemptions
exist. In particular, the FLSA
exempts “bona fide executive,
administrative, and professional”
(“white collar”) employees from
the Act’s minimum wage and
overtime requirements if the
following conditions apply: (i)
the employee is paid a prede-
termined and fixed salary that is
not subject to reduction because
of variations in the quality or
quantity of work performed (the
“salary basis test”); (ii) the
amount of salary paid meets a
minimum specified amount (the
“salary level test”); and (iii) the
employee’s job duties primarily

8 FORUM SEPTEMBER/OCTOBER 2019

involve executive, administrative,
or professional duties as defined
by the regulations (the “duties
test”).

The final rule increases
the minimum salary level from
$455/week to $684/week, the
equivalent of an annual increase
from $23,660 to $35,308. It
also allows employers to count
nondiscretionary bonuses and
incentive payments (including
commissions) to satisfy up to ten
percent of the standard salary
level test, provided such bonuses
are paid at least annually. Fur-
ther, if, at the end of the annual
pay period, the employee’s salary
plus nondiscretionary bonuses
and incentive payments (includ-
ing commissions) does not equal
the new standard salary level
($35,308), the employer will
have one pay period to make up
for the shortfall (up to ten per-
cent of the standard salary level,
or $3,530.80).

In contrast to earlier propos-
als, the final rule does not
provide for future automatic
adjustments to the salary thresh-
old. The DOL has acknowledged,
however, that “lengthy delays
between updates necessitate
disruptively large increases when
[the] updates finally occur.”
Thus, it has stated its intent, go-
ing forward, to update the earn-
ings thresholds more regularly
through notice and comment
rulemaking.

The changes in the salary lev-
el test are the result of a process
that began more than three years
ago and has been influenced
by legal challenges, a change
in administration, and public
comment. The DOL believes that
the new earnings thresholds offer
“consistency and certainty for
employers as well as clarity and
prosperity for American workers.”

This Law Review was written

i by Susan Feingold Carlson and

i edited by Jed Mandel, both of

i whom are founding members of
i Chicago Llaw Pariners, LLC. CLP
i serves as the Association Forum's
i general counsel.

It is important to note that
the final rule does not amend the
third component of the exemp-
tion, i.e., the requirements of the
“duties test.” Under the duties
test, an employee who earns
more than the minimum salary
level is exempt from the overtime
pay requirements if he or she:

(i) has a primary duty to perform
office work relating to the
management of the enterprise,
department or subdivision where
he/she is employed; (ii) cus-
tomarily and regularly dictates
the work of two or more other
employees; (iii) has the authority
to hire or fire other employees, or
to make meaningful suggestions
and recommendations as to the
hiring, firing and advancement
of other employees; and (iv) has
duties that include the exercise
of discretion and independent
judgment with respect to matters
of significance.

The FLSA’s minimum wage
and hour standards do not
prevent individual states from
establishing their own, more
protective standards. Thus, asso-
ciations must determine whether
the federal, or a state’s, overtime
exemption thresholds apply to
their employees. If a state has
a more protective (i.e., higher)
overtime exemption threshold in
place than that set by the FLSA,
the higher standard applies to
employees in that state.

In addition to increasing the
minimum salary level, the final
rule also increases the annual
salary level necessary to qualify
as a “highly compensated em-
ployee” (HCE) from $100,000
to $107,432. The increase
is substantially less than the
proposed level of $147,414,
likely as a result of public com-
ments. Under the HCE test,
office employees who meet the

requirements of the salary basis
and salary level tests and receive
at least $107,432 annually are
exempt from the FLSA’s overtime
requirements if they customarily
and regularly perform at least
one (not all) of the exempt duties
or responsibilities spelled out
under the duties test.

The HCE test is based on the
rationale that it is unnecessary
to apply the full standard duties
test to employees who earn the
HCE salary amount because
such employees “have almost
invariably been found to meet
all the other requirements of the
regulations for exemption.” Thus,
the HCE test combines a high
compensation requirement with a
less-stringent, more-flexible du-
ties test. The DOL estimates that
an additional 101,800 currently
exempt workers could become
eligible for overtime under the
new increased HCE threshold.

As associations head into
2020, they need to consider the
potential effects of the increased
salary thresholds on staffing. Not
only must they make sure that
they are properly classifying
employees as exempt or
non-exempt, but they also must
budget for any likely increases in
overtime pay. And, with respect
to those “white collar” employ-
ees whose annual compensation
is close to the exemption
threshold, association employers
should assess whether modest
increases in salary or potential
overtime payment obligations
make better economic sense for

the organization.

The answers provided here should
not be construed as legal advice or
a legal opinion. Consult a lawyer
concerning your specific situation or
legal questions.
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THE SUMMIT BUILDING, OPENING SPRING 2022 Summit features expansive meeting spaces. A place that

VISIT

seattle

will soon be home to a jaw-dropping atmosphere designed to foster mindfulness and creativity. Book your next

event here or at Arch, our existing building on Pike Street. Learn more at visitseattle.org/conventioncenter

Washington State
Convention Center
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Call for Nominations for Open Positions on the
2020-2022 Association Forum Board of Directors

Please read the Call for Nominations carefully and in its entirety to ensure full understanding of the process.
All recommendations for nomination and any information collected as part of the process are strictly confidential.

In 2020, Association Forum’s Nominating Committee will elect two association professional members and one
industry partner to serve on the Association Forum Board of Directors for the term spanning 2020-2022.
We encourage you to nominate qualified candidates.

Board member duties are as defined in the Bylaws, Article V: Board of Directors.

Bylaws Article V:
BOARD OF DIRECTORS

Section 1. Authority and Responsibility. The affairs of the Forum shall be managed by the Board of Directors,
which shall have supervision, control, and direction of the Forum, shall determine its policies or changes therein
within the limits of these Bylaws, shall actively promote its purposes, and shall have discretion in the disbursement
of its funds. The Board of Directors may adopt such rules and regulations for the conduct of its business as shall
be deemed advisable and may, in the execution of the powers granted, appoint such agents as it may consider
necessary.

Section 2. Composition. The Board of Directors shall be composed of thirteen (13) voting members as follows:
Chair, Chair-Elect, Secretary-Treasurer, Inmediate Past Chair, six (6) additional Regular Members (collectively,
"Regular Member Directors"), and three (3) Supplier Partner Members (collectively, "Supplier Partner Directors").
In addition, the President & Chief Executive Officer shall be an ex-officio, non-voting member of the Board.

Section 3. Qualifications. Only Regular Members and Supplier Partner Members shall be eligible to serve on the
Board of Directors.

Section 4. Term. Officers shall serve a one (1) year term in office, or until such time as their successors are duly
elected, qualified, and assume their position. Directors shall serve a three (3) year term in office, or until such time
as their successors are duly elected, qualified, and assume their position. In order to provide for a staggered term,
two (2) Regular Member Directors and one (1) Supplier Partner Director shall be elected each year. Officers and
Directors shall take office on April 1 of the year in which they are elected. Terms shall run from April 1 to March
31, or until such time as successors are duly elected, qualified, and assume their position. Regular Member and
Supplier Partner Directors completing a full term in office shall not be eligible for re-election to the Board until at
least one (1) year has elapsed. Notwithstanding the foregoing, Regular Member Directors completing a full term
in office shall be eligible for election as an Officer of the Forum and may serve on the Board in such capacity.

Section 5. Manner of Election.

a. Nominating Committee Recommended Slate. At least sixty (60) days prior to April 1 of each year, the
Nominating Committee shall recommend a slate of qualified candidates to the Board of Directors to fill each
seat on the Board of Directors that is either vacant or set to expire. Members of the Nominating Committee
are ineligible to stand for election to any office.

b. Publication of Slate. The Nominating Committee's recommended slate shall be announced to all members.

To learn more, visit www.associationforum.org or contact executiveoffice @ associationforum.org.

Timetable and Key Actions

November 6, 2019: Completed nominations are due by 11:59 p.m. CT
November 22, 2019: Completed applications are due by 11:59 p.m. CT
December 20, 2019: Members selected for interviews will be notified.
January 17, 2020: Candidate interviews are conducted

March 19, 2020: Board of Directors approves 2019-2021 Candidate Slate
March 23, 2020: Approved Slate for 2019-2021 is announced to members

]0 FORUM SEPTEMBER/OCTOBER 2019
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Communication, Humility and Self-Awareness:

Hallmarks of Effective Leadership

On Episode 8 of the CEOnly Podcast, Association Forum’s president and CEO, Michelle
Mason, CAE, FASAE, interviewed Henry S. Givray, the chair and former CEO of Smithbucklin,
about the topic of leadership and the three critical actions that are involved in the invitation to
lead. Below, FORUM presents just a part of that conversation. For the full interview,
download and subscribe to the CEOnly Podcast on iTunes or Stitcher.

Mason: Thank you for joining us today on the CEOnly Podcast. To
start, how do you define leadership?

Givray: That's a wonderful question, because often we collectively—
and | include the media, pundits, politicians, workers in all various
fields, scholars, educators—we all fall into the trap of using the word
"leader" as a designation for anyone in a position of authority, power,
reputation, control or responsibility. When we do that, we trivialize
and diminish leadership's true meaning. | deeply believe that the
core essence of leadership is profoundly uncomplicated and involves
three critical actions. True leaders, first, visualize something better
about the future. It could be something as modest as an improve-
ment in a process, or it could be far-reaching and transformational.
But they know they can't achieve that better future without, second,
getting others to join in the journey. Finally, they get there.

When you think about leadership in terms of those three criti-
cal actions, what do they really have to do with position, power or
authority? In my estimation, one of the greatest true leaders was
Mother Teresa, which has nothing to do with her position, power
or authority. Mother Teresa visualized something better about the
future—helping the poor—but she knew she couldn’t have a signifi-
cant impact without getting others involved in that journey. As we
know, she got there.

Mason: As you talk about Mother Teresa, | think about humility and
| think about self-awareness. Can you share with us your thoughts
about those core traits that are required for a leader to be success-
ful?

Givray: There are what | would call certain distinguishing qualities
that define true leaders. | often say that even though you have cer-
tain skills or experiences which are important to help you achieve a
coveted title or position, the fact is that leadership is not something
that you just get or have bestowed upon you. It's based on others
willing to follow you and giving you permission to lead them. What is
it that others need to see in you before they give you the permission
to lead them?

One of the distinguishing qualities of leadership is self-aware-
ness—really understanding yourself at the core, not your public
persona. Why do you think what you think and do what you do? What
are your innate biases? What are your core values? What are your
dreams and aspirations? That is challenging to do as human beings,
because it's just not easy to self-explore continuously and in a disci-
plined manner.

Once you develop that deep level of self-awareness, you can
begin to master the skills around self-management. Why is self-
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management so important? Because leadership is ultimately about
outcomes, and outcomes don't happen by themselves. They require
lots of other people. That's the second critical action of leadership—
needing others to get onboard in the journey to get to a desired end-
state.

If you're aspiring to earn leadership's invitation, it's going to have
an impact on those other people, because they're going to observe
your behaviors, actions and decisions, and you're going to impact
them. Successful self-management means you regulate, you adjust,
you control what you do and how you do it in order to elicit—not
discourage or undermine—positive actions, emotions and behaviors
in others.

Mason: Your answer leads me to reflect on my time in during the
SmithBucklin Leadership Insitute when we talked about self-aware-
ness and the need for leaders to receive the invitation and permis-
sion to lead. In order for someone to be led by you, they must trust
you. | also remember you commonly saying, "Words matter." Unpack
that phrase for us.

Givray: Words do matter. Leadership is all about the human ele-
ment. Until machines run everything, and machines are maintained
by other machines, it will always be about the human element. The
complexity of the human element is what makes it so difficult to

do what true leadership is all about. Communication is how human
beings are able to share information and understand and overcome
conflict. It's how we are able to get to a right place so that there can
be efficiency and effectiveness around whatever actions are needed
to achieve that better future state.

When we step back and reflect on communication and we
observe both our professional lives and personal lives, we can con-
clude easily that an overwhelming number of problems—I would
argue 95% or more—are due to communication, whether it's a lack
thereof or ineffective communication or misinterpretation of intent.
All those factors lead to, at best, inefficiencies and wrong direction,
and at worst, significant conflict and ultimately failure.

Effective communication helps you establish credibility, elicit
confidence, gain respect, build loyalty and, ultimately, earn trust.
Words are critically important for clarity and context in order to earn
leadership's invitation, but also to be able to deliver on the promise.
You want to invoke the desired reaction from people, because you're
trying to get them to join you in the journey. You want to reduce
confusion and make sure there's understanding around why you are
doing what you're doing. Ultimately, leadership is about outcomes.
Effective communication helps you get to that desired outcome.
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AMERICAN VISIONARY ART MUSEUM

‘When Wade Marcus found out his next trade show
was in Baltimore, his wife Sasha asked if she could
come along. While he worked the expo floor, she
explored the city’s unparalleled art scene — but
saved one adventure for them to share together.
On their last afternoon in Charm City, they toured
aplace that Sasha heard locals describe as out

of the ordinary. But after getting a close look, they

both realized it was really out of this world.

BALTIMORE.ORG » WE'D LOVE TO MEET YOU
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Emerging Leaders Think Tank

In 2019, the Association Forum board of directors approved the evolution of the Associa-
tion Forum Foundation into a Think Tank for the association industry that would engage
the association industry in an on-going dialogue regarding emerging and disruptive issues
in the industry. From these conversations, the Think Tank would then produce relevant
and applicable content and provide valuable resources to advance the association com-

munity.

The first Think Tank was convened in June. The session was led by
Kelly Peacy, CAE, CMP, who has been the main facilitator of the
Think Tank and driving force of the program. bringing together lead-
ers and executives for an in-depth conversation on the topic of the
Fourth Industrial Revolution. The room was full of high-level indi-
viduals representing the C-Suites of a variety of associations, as well
as from the for-profit world. The resulting discussion was robust and
thought-provoking, but Peacy noticed a certain demographic was
absent from the conversation—the younger generations.

In order to hear from the future of the industry, a Think Tank was
convened with members of Association Forum’s Emerging Leaders
program. FORUM is pleased to share some of the key takeaways and
talking points from that discussion.

The Fourth Industrial Revolution

When one thinks about previous industrial revolutions, the tech-
nology that emerged in those periods is most likely the first thing
that comes to mind—steam power, electricity, mechanization,
nuclear energy. But the most important function of these innova-
tions was how they affected change for humanity, both positively
and negatively, allowing for dramatic shifts in the day-to-day lives of
people—how they communicated, the work they performed and the
accessibility of knowledge and travel.

According to the World Economic Forum (WEF):

The Fourth Industrial Revolution is about more than just technol-
ogy-driven change; it is an opportunity to help everyone, includ-
ing leaders, policy-makers and people from all income groups
and nations, to harness converging technologies in order to create
an inclusive, human-centered future. The real opportunity is to
look beyond technology and find ways to give the greatest num-
ber of people the ability to positively impact their families, orga-
nizations and communities.

For association professionals, it's easy to become overwhelmed
and nervous about rapid technological changes. The not-for-profit
industry has less resources to invest in the latest digital innovations
and a potential leadership gap over the next few decades could leave
the industry with fewer individuals to shepherd it through trying
times.

However, when you reread that passage above from the WEF,
you'll notice that the it places people squarely at the focus of this
new world, which is exactly what this industry does. Associations are
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structured around providing opportunity to members to “positively
impact” their professions and communities. If that remains the core
of your mission, and you put the people of your organization first,
then you will be on your way to having a culture that is nimble, ready
to utilize emerging technologies and focused on the future.

As one attendee of the Emerging Leaders Think Tank put it, the
“haves” of the world will always be first adopters of new technol-
ogy. Large corporations with profit-driven budgets have the ability to
experiment and field-test emerging technologies. For associations,
that may mean being on the outside looking in for a bit, but once
that technology makes its way to your organization, it will have the
power of several years of high-profile beta-testing behind it.

Breaking down bureaucracy

A large topic of conversation for the Emerging Leaders was the
elimination of bureaucracy. The classic association model, built on
a foundation of volunteer committee leadership, can naturally form
bureaucratic barriers that hamper innovation if not continuously re-
assessed.

The attendees at the Think Tank agreed that one of the key ways
to lessen bureaucracy is through transparency, starting with the
board and leadership. There needs to be direct lines of honest com-
munication between varying levels of the organization. Transparency
breeds trust, and trust empowers young professionals to perform
their jobs at higher level than if they are operating in silos.

The need for transparency isn't exclusive to internal structures
and staff needs. Members want to have a full understanding of the
value of their membership. This becomes increasingly important as
newer generations are adept at efficiently finding what they need—a
quick Google search might lead to the answer they seek quicker than
attending a session or watching a webinar.

Make it simple, but don’t dumb it down

Associations need to clearly communicate their value to newer
generations and make it easy for potential and current members to
receive that value. Of course, this is in no way unique to Gen Z and
Millennials—Baby Boomers and Gen X also appreciate a succinct
understanding of benefits and systematic ease of use. The newer
generations, however, have a higher level of expectation based on the
world they’ve grown up in.

Of course, ensuring simplicity doesn’t necessarily mean dumbing
it down. As a result of being bombarded with information, news and



advertisements at every turn, newer generations are adept at recog-
nizing when they are being talked down to or sold a dream. Buzz-
words and empty promises cause young professionals to tune out.

Deliver the content and experiences that matter

Professional development, networking and education have long
been cornerstones of the association industry and that isn’t going to
change anytime soon, but the way that these experiences are deliv-
ered to members have changed drastically. Associations need to not
only understand how their members want to receive content, but also
appreciate that there are differences in needs even within similar
demographics.

The Emerging Leaders, who were all of the Millennial genera-
tion, each expressed their own personal preferences when it came
to content vehicles. A 27-year-old, city-based marketing professional
might have vastly different expectations than a 27-year-old finance
professional who lives in a suburb. By lumping a generation into the
same bucket, (i.e., all Millennials love webinars), does a disservice
to that audience and makes assumptions of an individual that may
not be true.

Personalization, therefore, needs to be a top-of-mind issue for
associations. From the communications you send to the education
vehicles you offer, members should have the ability to access the
content that is relevant to them without jumping through hoops. Of
course, the catalyst for effective personalization is clean and accu-
rate data, which brings us back to that core essence of the Fourth
Industrial Revolution—the emerging technologies need to support
the needs and wants of the people, helping them positively affect
their communities.

Continuing the conversation

As the Association Forum Foundation Think Tank continues its work,
it will continue to engage a variety of association professionals and
executives on the trends and issues that matter most both today and
tomorrow. These conversations and explorations into the topics that
are important to the industry will help to guide our research and
move the needle on finding solutions to the problems that associa-
tions face.

BIL@ESky

RN

LMS.
Virtual Events.
Educational Design.

Blue Sky eLearn provides an award-
winning learning management system
and virtual event services to maximize
your content and create deeper
engagement with your audience.

Learn more at www.blueskyelearn.com.
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of | Conference & Room Rentals

Looking for the perfect place to hold
your next meetinge We have it!

ﬁ—q’

Room max varies by setup. Call for details.

(Whar’s included:

 All room rentals come with Wifi, overhead projector or large-screen monitor, coffee, teq, filtered
water, white boards, easels and power strips. A separate charge applies for flip chart paper.

e Catering is an extra charge through our partnership with Blue Plate Catering.

e Setup and troubleshooting (if required)

* Management of guest registration with building security

J

Discounted rates for Association Forum members!

Contact Phyllis Scott for
details at 312.924.7033 or

afconfcenter@associationforum.org

Or visit associationforum.org/browse/conferencecenterrental

10 South Riverside Plaza | Suite 800 | Chicago IL 60606-3101 | T312.924.7000 F 312.924.7100 | associationforum.org
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Seven downtown distilleries, a world-class convention center, iconic

attractions and 6,000 hotel rooms all within walking distance.
It’s no wonder Smart Meetings says Louisville is one of
“I1 Cities on the Rise You Can’t Pass Up.” /0\
EST.

1778
Learn more at GoToLouisville.com/Meet

Louisville photographer:@stevegrider | #louisvillelove #urbanbourbon
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By Dan Shea

Embracing Diversity From a Place of Privilege

“Black people do not need allies. We need people to stand up and take on the problems
borne of oppression as their own, without remove or distance. We need people to do this
even if they cannot fully understand what it’s like to be oppressed for their race or ethnic-
ity, gender, sexuality, ability, class, religion, or other marker of identity. We need people to
use common sense to figure out how to participate in social justice.”

Steve Smith, MS,

CAE

Vice President, Client
Relations

Association
Management Center

Steve Smith, MS, CAE,

is currently the vice presi-
dent of client relations for
Association Management
Center (AMC). In 2020,
he will transition to the
role of CEO at AMC,
effective April 1. Smith
also serves as CEO of
the American Academy
of Hospice and Palliative
Medicine and is the
executive sponsor of
AMC'’s Diversity and In-
clusion Advisory Group.

Kevin Hinton, MBA
Executive Vice President,
Strategy

Minding Your Business

Kevin Hinton, MBA,

is the executive vice
president, strategy at
Minding Your Business.
He has over 20 years of
experience in leadership
roles in the association,
hospitality and meetings
industries, including as
CEO of Hinton + Gru-
sich, EVP of Association
Luxury Hotels Interna-
tional (ALHI), CEO of
the Society for Incentive
Travel Excellence and
chair of the International
Board of Directors for
Meetings Professionals
International.
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— Roxanne Gay, author of Bad Feminist

At an Association Forum Welcoming Environment event earlier this
year, the topic was raised of how white men could be allies and
contribute to diversity and inclusion initiatives. The discussion was
important for white males in leadership to hear, but less than a
dozen of the attendees were of that demographic group. This led to
a conversation between Steve Smith and Kevin Hinton about how
those in privileged positions can be engaged in important D&I con-
versations.

That informal discussion was eventually formalized into a Wel-
coming Environment Conversation Circle at the request of Associa-
tion Forum president and CEO Michelle Mason, which convened
around 30 attendees from the association community in early Sep-
tember. Smith and Hinton led the session, entitled “White Men and
Diversity: An Oxymoron?” using a white paper of the same name
from an organization called White Men As Full Diversity Partners as
a starting point for the conversation.

FORUM spoke with Smith and Hinton to discuss the key take-
aways and learnings from the Conversation Circle.

FORUM: Why is it important for white men to be a part of
the diversity and inclusion conversation?

Smith: Diversity, equity and inclusion work is everyone’s responsi-
bility. White men who have benefitted from privilege (education,
opportunities, income) or do not identify with an underrepresented
group often have the least amount of experience and exposure to
the challenges faced by others. And yet, they are often in roles or
positions where they help to create or change an environment, cul-
ture or practice. We know there are gaps in understanding as well
as knowledge. White men need to be engaged and better informed
so that they can get off the sidelines and share in responsibility for
creating and leading DEI efforts.

Hinton: There are many layers to this | suppose, however one rea-
son is that white men still dominate positions of leadership which
means people like me have a lot of power — with the influence to
change cultures, hearts and minds if we choose to use it.

As someone once told me, the definition of privilege is being in
a position to choose whether to engage in this conversation. As one
woman of color said at the event, she’s been having conversations
like this her whole life.



FORUM: How can white male leaders best be supportive of D&l initiatives?

Hinton: We need to talk about (and model) inclusion—a lot (more)! Who can argue with someone mak-
ing the case for a welcoming environment? Also, focus less on talking about or trying to define diversity. |
don’'t mean that diversity isn’t important, rather that we can do more by working towards greater inclusion
than determining how diverse we (an association, an event, or your team) are.

Smith: Recognize we all have blind spots and limited experiences. Sometimes being well-intended or
thinking things are better than they use to be are the most dangerous assumptions of all. We have to lis-
ten, learn and lead.

FORUM: What’s the importance of educating leaders and staff on unconscious bias?

Hinton: Even the most aware among us have blind spots which impact our decision-making and communi-
cation whether we know it or not. The idea that I'm biased can feel like a judgment, however as we learn
more about how unconscious bias is prevalent in each of us, the better equipped we will be to lessen its
impact on our organization and community experiences.

Smith: Everyone has bias and often it is unconscious. Some of it is formed in childhood or through per-
sonal experiences. Sometimes it is not obvious or within our control. But if we are aware of how uncon-
scious bias creeps in and colors our thinking and even our processes—then we can be more intentional
about conscious inclusion.

Here’'s an example: | once sat in on a conversation where a committee was considering who to advance
through a process. One participant said of a candidate, “He’s too young.” My response was to share his
age and to remind the group of our commitment to DEI as well as the candidate’s qualifications. Another
time | heard someone say, “lsn’t she going to retire next year?” The group moved on in a way that felt to
me as dismissive even though no other insights were shared. Once again, | spoke up. | try to make sure all
people are included and considered as opposed to pointing out how someone has demonstrated a bias. It's
a subtle but helpful difference that often changes the conversation.

FORUM: What are the most difficult obstacles for white men in entering the D&l conversation?

Hinton: There are few obstacles other than the ones | create for myself. That's the definition of privi-
lege—to be able to decide whether or not to “enter the conversation.” If you say something not quite
right, just apologize. Own it and keep the conversation going. These conversations can feel uncomfort-
able—so | guess being an ally is choosing to be uncomfortable.

FORUM: How can white male leaders strike a balance between leading diversity efforts and pro-
viding space for woman and people of color to be heard?

Hinton: Make sure inclusion is always on the agenda—that it's a strategic priority. Model inclusive behav-
ior and communication and get informed about how to talk about DEI. Words have power and different
connotation. Don’t be afraid to say the wrong thing but be open to feedback you can learn from. Ask for
help—especially from people who are outside of your network or inner circle. As | read somewhere, put
the “I” before the “D.”

At the same time, do everything you can to enable women and people of color to lead — conversations,
projects, committees, and organizations.

FORUM: How do generational differences exasperate issues with diversity and inclusion?

Smith: | believe age bias is quite prevalent these days. | mentioned two examples earlier. In associations,
we often target early career members and millennials as people we want to engage as members. However,
when opportunities to participate, lead and connect are limited or not attainable, they move on. Genera-
tional differences can be helpful in identifying the needs of a particular group of members but should
not be used to limit access or to stereotype. We also know that not all people of a specific cohort are the
same. Sometimes, in an effort to understand and target people using data and demographics, we risk
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“Make sure inclusion is always on the agenda—that it's @
strategic priority. Model inclusive behavior and communica-
tion and get informed about how to talk about DEI. Words
have power and different connotation. Don't be afraid to say
the wrong thing but be open to feedback you can learn from.
Ask for help—especially from people who are outside of your
network or inner circle.”

lumping them all into one category or treating them the same. Regarding our most senior, seasoned and
long-term members, | find it odd how quickly an association disengages with them or ignores their needs.
When people are approaching retirement or exploring later life opportunities, how can we support and
keep them connected with each other and the profession they've worked in for decades?

Hinton: Ageism is real, especially in our culture where we place a lot importance on youth and looking
young. In our conversation, an attendee who is in her twenties used the word queer which is preferred
by many in the LQBTQ community. Another attendee—a baby boomer—pointed out that for him, this is a
derogatory term. That dialogue demonstrated how language evolves over time, and that generalizations of
most kinds, while often helpful, are also problematic.

A wide array of themes, challenges and opportunities emerged from Conversation Circle. The group
agreed that blind spots exist in all people, regardless of the demographic(s) into which they identify or
belong. For that reason, ensuring that all voices are heard is imperative to successful D&l initiatives—
those that work the best are the ones that engage everyone in critical conversations. There is a sense that
many associations still have a white male-dominated culture.

The attendees of the Conversation Circle were asked to answer, “What Can We Do Together?” They
agreed on the importance of sharing Welcoming Environment success stories and resources, addressing
unconscious bias/conscious inclusion and discussing ways that leaders can model D&l commitment by
advocating and amplifying under-represented voices. They also expressed a need to identify what is
uncomfortable and difficult about the work that needs to be done, as well as creating ground rules and
tools for critical conversations. FEi

Dan Shea is the Content and Publications Manager at Association Froum. He can be reached at
shea@associationforum.com.
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With $8 billion of new investment flowing throughout the region,
St. Louis is ready to take your event to the next level.

AMERICA'S CENTER
CONVENTION COMPLEX

Coming soon! The $175 million expansion and
renovation of the America’s Center Convention
Complex offering a new 65,000 square foot
ballroom opening to an expansive outdoor
pavilion and event space.

HOTEL DEVELOPMENT

More than 30 new hotel properties recently
completed or underway, adding to the already
38,000 rooms region-wide, to fit the needs of
any group and any budget.

GATEWAY ARCH NATIONAL PARK

Journey to the top of the iconic 630-foot
Gateway Arch which memorializes St. Louis as
the Gateway to the West. The national park
experience has been modernized with a $380
million transformation bringing the grounds
surrounding the iconic monument into the
future.

BALLPARK VILLAGE PHASE Il

The Cardinals’ $260-million second phase
expansion will include more than 500,000

square feet of residential, office, retail, restau-
rant, entertainment, and park along Clark
Street. In addition, an 8-story Live! by
Loews-St. Louis hotel will open in 2020.

CITY FOUNDRY STL

A $120 million first phase redevelopment of
the former Century Electric factory in the
midtown neighborhood will be home to a
10-screen cinema, retail and office space, a
gaming and dining venue, and a food hall. The
15-acre mixed use development is set to open
in spring of 2020.

ST. LOUIS AQUARIUM AT
UNION STATION

Interact with 13,000+ sea animals and
explore life beyond the ocean at the all-new,
two-story, 120,000-square-foot St. Louis
Aquarium at Union Station set to open the
winter of 2019. In addition to the aquarium,
the reimagined Union Station complex will
feature an observation wheel, mini golf,
several restaurants, and a carousel set to
open the winter of 2019.

CONTACT YOUR ST. LOUIS TEAM FOR MORE INFORMATION.

Judy Kent

kent@explorestlouis.com

612.275.5678

Miranda Briscuso

mbriscuso@explorestlouis.com

314.992.0618
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Ithough heavenly filets and hearty sirloins
Abask in the spotlight, Omaha’s culinary scene

offers much more. In fact, we've earned a
reputation as a top foodie destination thanks to our
diverse, delectable cuisine. We hope you packed

your appetite, because there’s no escaping the
culinary powerhouses that saturate Omaha.

Not far behind the bright lights of our signature
export you'll discover one of Omaha’s most
celebrated burgers. Cue the Stellanator, a

6-patty, 4.5-pound burger adorned with every
topping imaginable, including peanut butter and
jalapenos. But don’t be alarmed - Omaha grills up
mouthwatering burgers fit for appetites of all sizes.

Adding to the lure of Omaha’s culinary landscape
is a side of historical context. Did you know the
Reuben sandwich was invented here? It’s true,

and don't let those New Yorkers tell you any
differently. The Reuben sandwich was first crafted
during a high-stakes poker game in Omaha’s
Blackstone Hotel in the early 1900s. Since then this
savory combination of corned beef, Swiss cheese,
sauerkraut, and Thousand Island (or Russian)
dressing has become beloved across the globe.
While countless renditions exist today, nothing will
ever triumph the original. Look to local hotspots
like the Crescent Moon Alehouse and Barrett’s
Barleycorn for the recipe that started it all.

Enough about our meat already, right? Just so you
know, unforgettable flavors from every nook and
cranny of the globe can be found within blocks of
Omaha’s downtown convention center. And the
only mode of transportation needed to reach these
international taste bud destinations is, well, your
feet. From classic Italian to smoky Cajun Creole,
authentic Mexican to upscale French, signature
sushi to fiery Persian cuisine, the heart of Omaha
is a beloved culinary melting pot that knows how
to satisfy.

Sure, all of this grub sounds delicious; but what
good is it without something great to quench
your thirst? Luckily Omaha knows a thing or

two about craft beer. Throughout the city you'll
find thriving craft breweries doing what they do
best - concocting custom ales, lagers, and stouts
to be guzzled by the masses. Nitro Day Stout,
South Pacific Pineapple IPA, Tart Cherry Wheat,
Dominican Brown Ale, Vanilla Bean Blonde - the
frothy list of inspired infusions pours on and on.
Sample some of the best beers you'll ever taste,
created by craftsmen who have made beer their life
and Omaha their home.

This is just a taste of what Omaha has to offer.
To take a bigger bite contact Mattie Scheeter at
mscheeter@visitomaha.com or go to
VisitOmaha.com/meetings.



http://www.associationforum-digital.com/associationforum/septoct_2019/TrackLink.action?pageName=22&exitLink=mailto%3Amscheeter%40visitomaha.com
http://www.associationforum-digital.com/associationforum/septoct_2019/TrackLink.action?pageName=22&exitLink=http%3A%2F%2FVisitOmaha.com%2Fmeetings

BRING YOUR
MEETING TO
OMAHA AND
WE'LL FILL

YOUR WALLET

WITH INCENTIVES.

Utilize the city’'s 346,000 sq. ft. convention center, o | ot

book 500 rooms on peak, and receive incentives up to: w

* $20,000 to offset the cost of your meeting

® 35% discount at Omaha’s convention center

¢ 100,000 Hilton Honors points .
* 100,000 Marriott Rewards points Submit your RFP today.

e Plus, no attrition VisitOmaha.com/RFP
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ith the concept of equity, diversity, and inclusion (EDI) becoming
more pervasive in companies, academic institutions, and not-
for-profit organizations, the importance of creating an accept-
ing, open environment for staff and customers is critical to the health of organizations.
Many offices are now starting to implement strategies and procedures to incorporate
within their organizations, specifically when it comes to hiring practices. As a result,
member-driven associations must also integrate the values and practices of EDI in their
organizations, and not just within the workplace. Ensuring that the membership of your
association is diverse and the environment of your organization is inclusive are vital to

creating a welcoming environment and home for your members.

Having a diverse membership is critical and is a
major component in enhancing the visibility of the
association and the profession of its members.
According to the National Council of Nonprofits,
“...when board members, employees, and others
who shape the values and activities of a nonprofit
come from a wide array of backgrounds, they each
bring unique perspectives that shape, blend, and
influence how to advance the nonprofit's mission
and solve problems in potentially more inclusive
and innovative ways.” When an organization’s
membership is comprised of people from a range
of racial, ethnic, religious, gender, and sexual
orientation backgrounds and lifestyles, it is more
equipped to meet the needs of its members as well
as promote the profession its members serve.

In the article “Beyond Political Correctness:
Building a Diverse and Inclusive Board,” Vernetta
Walker states, “Not only must your membership
be diverse and representative of a variety of
groups, but the leading members of your organi-
zation should also come from vast backgrounds.
Many board members already understand that a
homogeneous board can result in near-sighted-
ness and group think. By contrast, a heteroge-
neous board—one composed of individuals with
a variety of skills, perspectives, backgrounds, and
resources—promotes creativity and innovation
and yields differing voices that can play important
roles in accomplishing the organization’s mission
and increasing understanding of constituents and

community needs. Diverse boards also are more
likely to attract diverse donors, and grantmakers
are increasingly focused on diversity.” Diversity in
the leadership of a member-driven organization
cultivates diverse viewpoints and helps expand the
association’s reach.

As more companies and organizations embrace
EDI, member-driven associations are looking for
ways to recruit a diverse membership to lead their
organizations. From training aimed at teaching
those involved in membership recruitment how
to recruit diverse members, to developing depart-
ments designed to specifically seek out diverse
member candidates, associations are discovering
new ways to expand their membership base and
build on their efforts to recruit members from a
non-traditional candidate pool.

At the American College of Healthcare Execu-
tives (ACHE) the director of diversity & inclusion
(D&l) leads development of strategies and opera-
tions to advance the diversity and inclusion of its
members and the healthcare management field.
Prior to the creation of this position, AHCE had
some diversity programming and initiatives and
diversity-related policy statements. After the ACHE
Board of Governors decided to implement diversity
and inclusion in a more strategic manner, D&l was
added as an organizational core value and the D&l
Director position was created.

Cie Armstead, ACHE director of diversity &
inclusion, says that the association strives to
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“The professions, industries and people we serve are
becoming increasingly more diverse, across all dimensions of
diversity. To remain relevant and thriving, associations must
recruit diverse members and cultivate welcoming environments

to retain those members.”

incorporate diversity and inclusion throughout the
organization. With conference programming that
includes topics addressing diversity, inclusion, and
equity in healthcare, along with diversity-related
career resources, partnerships with diverse asso-
ciate organizations, and an intentional inclusion
focus in marketing and communications, ACHE
strives to foster a welcoming environment for all
members.

ACHE uses a variety of methods to increase
diversity among its membership and to cultivate
a more inclusive environment. While standard
recruitment models—word of mouth and mem-
ber-to-member campaigns—are still used, the
organization has implemented additional outreach
tactics to under-represented groups. Through its
network of chapters across the country and in col-
laboration with its diverse partner organizations,
ACHE informs diverse healthcare leaders of its
longstanding D&l commitment and its renewed
focus on demonstrating ACHE welcomes all health-
care executives.

For example, ACHE's Board recently updated
the organizational LGBTQ policy and there has
been a notable increase in Chapters’ programming
related to EDI.  “ACHE also exhibits at our diverse
partner organizations’ conferences to support the
important work they’re doing and promote ACHE’s
D&l brand,” says Armstead. “For the past six
years, ACHE has conducted an executive diversity
leadership development program, which serves
as another way to demonstrate ACHE's D&I com-
mitment. In turn, this supports recruitment and
retention of diverse members.”

Armstead also believes that personalization in
diversity outreach is key, and organizations should
aim to target the individual. “Organizations must
be cognizant of how they personalize outreach,”
Armstead states. For instance, recruitment initia-
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tives and standards may change for different gen-
erations, and associations should focus on fresh
sources and avenues of recruitment with newer
generations. This can be achieved by having repre-
sentatives from the target groups directly involved
in outreach efforts. “When developing an outreach
campaign aimed at a specific group, make certain
to include staff or members from the target group
in the development process,” Armstead says.

It's also important to be mindful of the intent
of the messages being sent. Practicing cultural
competence, having awareness and understanding
of those of varying cultures, and acknowledging
one’s own world view and privileges are significant
to fostering an inclusive environment for members,
as well as creating an organization that profession-
als from diverse backgrounds would want to belong
to (and would recommend to their colleagues).
Using inclusive language in recruitment and being
respectful in how you address potential members
are essential in any membership recruitment mes-
saging, and even more so when it comes to diver-
sity recruiting.

“To be effective, we need to consider the full
spectrum of our current and future membership,”
Armstead asserts. “The professions, industries
and people we serve are becoming increasingly
more diverse, across all dimensions of diversity.

To remain relevant and thriving, associations must
recruit diverse members and cultivate welcoming
environments to retain those members.”

Brooke Morris-Chott, MPS, is the Communications Program
Officer at the Association for Library Collections & Technical
Services (ALCTS), a division of the American Library
Association.
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The Oregon Convention Center is also going through
an exciting renovation, which will also be completed at the
same time as our new Hyatt Regency Portland (January 2020).
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he allure of a public education campaign is undeniable. Board members
love the idea and may think that these campaigns are the answer to rais-
ing the public profile of their profession. Even staff often are drawn to the
idea, because public education campaigns can be a lot of fun and a welcome change
from business as usual. And consultants and marketing communications firms really
love association public education campaigns because we can work with you on these

initiatives.

That said, successful public education cam-
paigns share some common elements. And you
might be surprised to know that one of them is
not necessarily how much you spend. What fol-
lows is a discussion of what you need to do and
know before you embark on a public education
campaign if you hope to succeed.

Step One: Clearly Articulate
the Goal of Your Campaign

This is not as easy question to answer as you
may think. In fact, if you get a group together
(internal staff and/or board members) you will
likely find that you hear multiple responses. Take
the time to reach a consensus. Just as import-
ant, make sure the goal is something that others
actually care about or at least something will
care about once you educate them.

The reality is that public education cam-
paigns that are built around raising the profile
of the profession will fail. That should only be
seen as a byproduct of doing a public good. As
an example, and one that | will refer to through-
out this article is the Stop the Bleed® campaign.
This Department of Defense program has been
embraced and become a major initiative of the
American College of Surgeons (ACS). In broad
terms, this initiative came about after the Sandy
Hook tragedy highlighted the need to teach peo-
ple—like you and me—to stop life-threatening
bleeding—hbefore first responders could arrive.
The ACS saw an unmet need and has since
become the leading organization in terms of
training instructors to stop the bleed and train-
ing the public with nearly 60,000 instructors

and more than 1 million people trained world-
wide.

Certainly, the American College of Surgeons
is now known more widely than it was before
it began its public outreach with the Stop the
Bleed initiative, but that was not its primary
intent. The campaign was designed to meet a
public need. The goal was clear—to teach the
public to be immediate responders.

Step Two: Define Your “Public”

A common mistake that associations make when
they launch public education campaigns is that
they assume that the “public” means the public
at large. The public at large is not only a huge,
heterogeneous group, but it is virtually impos-
sible to reach in a cost-effective way unless

you have unlimited funds. Take a step back. Is
the general public really the group that you are
trying to reach? The more precisely that you

can define your public, the more effective your
campaign will be. As an example, let’'s consider
a physician specialty organization that is trying
to protect its scope of practice, since anyone
with M.D. after their name can legally perform
a procedure without board certification in that
specialty.

Option 1: Launch a public education campaign
directed at the general public campaign explain-
ing board certification and why that is important.

Option 2: Launch a public education campaign
directed at policymakers explaining board certifi-
cation and why that is important.

There are two benefits to Option 2. First,
Option 1 is not only expensive, but based on
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“The success of any public education campaign depends first
and foremost on whether the public you are trying to educate
is or can be convinced that your goal is a worthy one.”

what we know about how people choose their
physicians, likely ineffective. Board certification
is not high on the list factors for physician selec-
tion—certainly lower than word-of-mouth and
location. Option 2 may or may not be effective,
it will depend on additional work. The message
must be supported by actual evidence that phy-
sicians outside the specialty have compromised
patient safety. If so, then the association’s cam-
paign will have teeth. If not, then it is question-
able whether the campaign, at the end of the
day, is for the public good.

Step 3: Be Creative in Getting
Your Message Out (It Doesn't
Have to Be Expensive)

The American College of Surgeons had virtually
nothing budgeted when it committed to its Stop
the Bleed initiative. Even today, its investment
is minimal. Certainly, if your association has a
lot to invest, that’s great, but don’t be deterred
if your funds are limited. On the other hand, if
your cause is worthy, lack of funds should not be
a limiting factor.

It stands to reason that the more narrowly
you define your “public,” the greater likelihood
there is that your message is to reach your
intended audience. For example, if your public
is the local community getting your message
heard is going to be much easier than if you are
trying to reach the entire state. Or, if you are
trying to reach state legislators, that task will be
more achievable and affordable (in most cases)
than trying to educate the U.S. Congress.

That isn’t to say that some public education
campaigns should be limited in scope and size.
For example, the American College of Surgeons
set its site on teaching everyone in America how
to stop life-threatening bleeding. It recognized
that this was a lofty goal, but it also recognized
that there was a public health need and that
it could not be prioritized based on geography,
income, or any socioeconomic factor. The ACS
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also realized that at the time this initiative
became a priority it had not budgeted for a pub-
lic education campaign of this magnitude.

It is not simply good fortune that despite
its financial constraints and hard work of its
physician leadership and staff that the ACS
Stop the Bleed initiative has trained more than
1 million people in life-saving bleeding control
techniques. The success of the ACS’ public
education campaign and other successful public
education campaigns share some common attri-
butes:

1) They tap into a real public need
As mentioned earlier, and bears mentioning
again, the success of any public education
campaign depends first and foremost on
whether the public you are trying to edu-
cate is or can be convinced that your goal
is a worthy one. It cannot be self-serving.
Self-serving campaigns disguised as public
education campaigns ring false and are a
waste of time and money. In fact, they prob-
ably do more to hurt your association’s image
than if you did nothing at all.

2) They are based on realistic expectations
Public education campaigns should be based
on realistic expectations or your association
(and your board, in particular, is likely to
be disappointed). That isn’t to say that you
can’t have auspicious goals, for example, a
commitment to ending homelessness, but
your campaign must then outline a plan that
at least shows a pathway for moving in that
direction. Platitudes are insufficient.

Another example of what might be con-
sidered an unrealistic goal would be one that
defies marketplace realities. Considerable
research exists, for example, on how people
choose their physicians. Topping the list
of decision factors are things like word-of-
mouth recommendations, recommendations
from another trusted physician, and prox-
imity to home. Of lesser importance are
things like whether the physician belongs



3)

4)

to a professional association. Before you get
upset, belonging to a professional association
is extremely important for many reasons,
including for continuing education, advocacy,
networking to name a few.

But let's say that an association wants to
build a public education campaign to edu-
cate the public about how its members are
the cream of the crop because they belong to
the association and as a result when choos-
ing a physician in that specialty, they should
choose a member of that association. Based
on what research shows that campaign will
fall short of expectations or at best, take a
long time and require a huge expenditure of
resources to move the needle. (As an aside,
associations that have “Find a member”
locator tools on their websites that have been
optimized can accomplish this goal of driving
the public to the association’s member in
greater numbers way more cost-effectively.)

They attract collaborators and supporters
Worthy causes are attractive to like-minded
organizations and companies. It is worth
seeking out potential collaborators if you
believe they can add strength and credibility
to your efforts as well as funding sources
whether it be foundations or private-sector
entities. The ACS has been fortunate to
receive both in-kind donations and private
funding for its Stop the Bleed initiative. In
addition, logos for a number of government
entities, who participated in the Hartford
Consensus, which was the catalyst for Stop
the Bleed, appear on the Stop the Bleed
website (www.stopthebleed.org) , give addi-
tional gravitas to the effort.

They are multi-dimensional and measurable
This shouldn’t be revelation, because associ-
ations already know that a public education
campaign is a really just a marketing cam-
paign on steroids. And no marketing cam-
paign is one dimensional. Your marketing mix
will obviously depend on who your public is
and the complexity of your message. For the
ACS, since the public in the larger sense and
legislators are its two main target audiences,
many different communication vehicles and

T

strategies are used, including twitter (@
bleedingcontrol), the website, story pitching
to national media, PR newswire, bleeding
control training members of the House and
Senate and their staff, among others.

The metrics used to gauge success are
fairly straightforward. How many instructors
are trained each month and how many mem-
bers of the public are trained each month?
Of course, growth in Twitter followers, media
mentions, and training on the Hill are easy to
quantify too.

5) They are sustainable
| recently spoke with an association executive
who shared a link with me showing a portion
of her association’s public education cam-
paign. It was fairly impressive. | asked her
how things were going and she responded,
“Oh, it's over. Once the agency stopped work-
ing with us, that was pretty much it.”

The point here is if you decide to work with
an outside firm, you want to make sure that
whatever they work with you to create is some-
thing that you have the ability to manage once
they depart or alternatively that you have the
money to keep the firm on board for the duration
of the campaign.

Some Final Thoughts

So, should you consider launching a public edu-
cation campaign? That’s a definite maybe. If you
have identified a true need that will resonate
with others, then it is worth considering. Don’t
let money be a limiting factor. Don’t let unre-
alistic expectations cloud your focus. Seek out
partners who can add credibility to your efforts.
Be creative and educate your public on many
fronts. Measure and fine-tune your efforts. Edu-
cating the public—any public—takes time. Make
sure you are committed not for a week, not for a
month, but for as long as it takes to make a dif-
ference. Good luck!

Lynn Kahn is the former director of integrated communications
for the American College of Surgeons and is now a vice presi-

dent in the Chicago office of Reingold, Inc., a strategic market-
ing and communications firm based in Alexandria, VA. She can

be reached at lkahn@reingold.com.
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Ready to Launch

We are not only on the precipice of a new decade, but a new way of doing
business.

Association Forum is Ready fo Launch into this new era, and we intend to help
you chart your own path and create your own trajectory.

The launching point is Holiday Showcase 2019.

YOUR CAREER YOUR ORGANIZATION YOUR IMPACT

To begin the countdown, all you have to do is register.

December 17, 2019
Hyatt Regency Chicago

Register today at HolidayShowcase.org.
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Education Sessions

General Education Sessions
8:20 AM-9:10 AM

Association Forum Foundation Think Tank

Become an Anticipatory Organization: Understanding Trends and Their Impact on Association Strategy
Governance: How Can Boards Make Wise Decisions that Meet 21st Century Demands?

How TRUSTFUL™ is Your Credentialing Process?

Let's Get Real: Evolving the Member and Customer Experience to Stay Relevant and Avoid Extinction
Living in the Shadows: Understanding How Meeting Professionals Can Join the Fight Against Human
Trafficking

* Pop Up Trainings - Being Nimble for Today's Member

9:25 AM - 10:15 AM

The Future of International Meetings and Events

Fiascos - Coping, Surviving and Thriving When Things Go Wrong

Make the Most of Your Content Investments

People Are Our Greatest Asset. Oh Really. How Is That Working for You?

The 10 Human Truths We've Learned from 3,400+ User Experience & Research Studies

The Awkward Person’s Guide to UNProfessional Networking: How to Connect When Traditional
Networking Is Not Working for You

CEOnly® Summit
8:20 AM-10:15 AM

®  Welcoming Environment: From Conversation to Action featuring Doug Harris

Keynote and Networking Brunch
10:30 AM - 12:00 PM

* leading from Any Seat: Stories from the Cockpit & Lessons from the Grit Project featuring
Shannon Huffman Polson

Education on the Trade Show Floor
1:30 PM - 1:50 PM
* Network Like an Introvert: Valuable Tips for All Personality Styles
2:00 PM - 2:20 PM
* I Heard it in the Hallway”- The Opportunity in Microlearning
2:30 PM - 2:50 PM
e Site Inspections from the DMO Perspective
3:00 PM - 3:20 PM
e Don't Let Expertise be the Enemy of Innovation
3:30 PM - 3:50 PM
e The ABC's of a More Inclusive and Diverse Environment
4:00 PM - 4:20 PM
e Know Thyself: The Art of Meaningful Connection
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y workday feels more relaxed in my home setting office,” says

Monica Hilgen, who works in Accounts Receivable for Global

Charter Services, Inc. “l do finance and accounting work so it
helps to have my own quiet atmosphere instead of being in a shared space, plus I'm
more productive and more refreshed from not having to commute.”

If your association is debating whether offering
a telecommuting option would be a gain or drain
on productivity, there is empirical evidence
clearly pointing to its upside.

Hilgen, who has telecommuted a few days
a week since December 2014 and full-time
since 2018, lives 53 miles from her office in
downtown Chicago. She estimates she’s gained
back 4 hours of her day working at home. You
could fly to Jamaica in the same amount of

time! Her commute was like an endurance sport:

a 25-minute drive to the Metra train station
followed by a 75-minute train ride followed by a
mile walk to the office. That's one-way and bar-
ring dreaded commuting delays.

She saves thousands of dollars a year on
gas, parking, train fare, and shoe leather. Amid
escalating concerns about the environment,
she’s also reduced her carbon footprint.

Not spending one sixth of her day commut-
ing means Hilgen has “almost two extra hours
to sleep in the morning, and in the evening |
actually have time to cook a real dinner.” Who
wouldn’t want that?

One other thing: “It is especially helpful
when | don't feel well enough to commute, but
I’'m not so sick | can't work,” Hilgen said, “So
I'm still able to get in a decent day’s workload
without having to worry about getting out the
door.” Isn’t that the stuff of an employer’s
dream employee?

A Win-Win Proposition
Hilgen’s experience—increased productiv-
ity, diminished stress, reduced costs, and a
decrease in sick days—are advantageous all
around. She benefits and so does her employer,
not to mention the environment.

Such experience is on par with a survey con-

ducted a few years ago by Connect Solutions
(now CoSo Cloud). Among those who worked
remotely, both part-time and full-time, “77%
report greater productivity while working off site
with 30% accomplishing more in less time and
24% accomplishing more in the same amount of
time. 23% are even willing to work longer hours
than they normally would onsite to accomplish
more while 52% are less likely to take time off
when working remotely—even when sick.” Yep,
win-win for employers and employees.

Hilgen is one of approximately 4.7 million
employees—3.4% of the workforce—who now
work from home at least half the time, according
to the most recent telecommuting trend data
from GlobalWorkplaceAnalytics.com. These sta-
tistics on the work-at-home/telework population
in the US are based on an analysis of data from
the 2005-2017 American Community Survey
(US Census Bureau).

For Large and
Small Organizations

Hilgen’s company, which has 24 full-time
employees (37% telecommute full time and
33% telecommute two to three days per week) is
in the vanguard since larger companies are most
likely to offer telecommuting options to most of
their employees, according to Global Workplace
Analytics.

With 1,200 employees around the world and
annual revenue of more than $200 million, Jen-
sen Hughes is a global leader in safety, security
and risk-based engineering. It also has a flexible
work policy, which was the big attraction to the
company for Alka Malur, a senior quality assur-
ance consultant, who estimates that 50% of the
Jensen Hughes workforce works either part-time
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“Increased productivity, diminished stress, reduced costs, and
a decrease in sick days are fast becoming hallmarks of the
gains realized from telecommuting, no matter the size of the
organization.”

or full-time remotely.

“l manage my time in a much more meaning-
ful manner,” said Malur, who has telecommuted
two to three days a week for the past ten years.
“For example, I'm able to work around my PT
schedule or doctor appointments, and don’t
necessarily need to take time off to fulfill those
obligations.”

On Trend

Working from home is certainly gaining momen-
tum. A 2019 report by Remote.co, which was
based on a survey of nearly 2,500 remote work-
ers, found that an overwhelming 99% said they
wanted to work from home, at least some of the
time, for the remainder of their careers.

Global Workplace Analytics’ research found
that:

e 50% of the US workforce holds a job that
is compatible with at least partial telework
and approximately 40% of the workforce
works remotely at some frequency

e 80% to 90% of the US workforce says
they would like to telework at least part-
time. Two to three days a week seems to
be the sweet spot that allows for a bal-
ance of concentrative work (at home) and
collaborative work (at the office).

e Fortune 1000 companies around the
globe are entirely revamping their space
around the fact that employees are already
mobile. Studies repeatedly show desks are
vacant 50-60% of the time.

Even so, workplace flexibility also has its
challenges. “Personally, | think that working
remotely requires a bit of maturity—one has to
cultivate the discipline to be able to work from
home,” stated Malur. “This includes refraining
from distractions (like house chores) and doing
your work in complete isolation,” she added.
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Strategies for Working
Productively at Home

Being productive is paramount to any organiza-
tion. Malur said she likes human interaction and
part-time telecommuting allows her the best of
both environments—home and work. She also
recommends being active in a professional asso-
ciation and attending conferences to counter
isolation.

Both Malur and Hilgen have strategies for
addressing telecommuting challenges.

1. Stick to a schedule.

Hilgen says: “I’'m very organized so | keep
myself to the same schedule | would in
the office, 8 a.m. to 4 p.m. Coworkers
always know when they can reach me and
get an answer right away. You really do
need to be at your work station when you
are expected to be, no matter the loca-
tion.”

2. Carve out a dedicated workspace.
Malur says: “Make getting into a work
mindset easy. After my morning cup of
tea, | go into my home office, close the
door, and I’'m in my work environment.
[t's a small room with a window that |
only use for work. My workspace at home
mimics my workspace at the company
office—a table, ergonomic chair, book-
case, couple of plants, artwork on the wall
to inspire creativity, and two monitors in
addition to my laptop.”

3. Develop a routine.
Hilgen says: “l have a certain routine |
follow in the morning to prepare for work
such as getting up at same time every
workday, eating breakfast, then shower,
then dress for work. Obviously a bit more
casual of dress than in a downtown Chi-
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cago office where we have business casual
dress anyway.”

. Have the right tech set up.

platform that combines persistent work-
place chat, video meetings, file storage,
and application integration), which gives

us flexibility. | have the app on my cell
phone. Colleagues have immediate access
to me at any point in time. We have elim-
inated our desk phones at our worksta-
tions. All phones are routed through our
MS Teams app which we use for weekly
team meetings, to make audio and visual
calls, and share our desktops. All of the
colleagues in my department are virtual

(I am in Chicago and they’re in Houston,
Boston, and North Carolina).”

Malur says: “This may seem obvious, but
don’t take it for granted because without
it you cannot operate remotely. Luckily

| have extremely high speed Internet at
home provided by the building | live in,
which meets company requirements. I'm
able to connect to work using Cisco VPN.
And we're on a cloud server, so we have
easy access to all documents and files
whether I'm at home, at the airport, or
elsewhere.”

) :::gl;your space for your productivity Consider fhe POSSibilifieS

Hilger; says: “Being in my own environ- If your perception of a telecommuter is some-
ment, | am in charge of climate control. | ~ ©one in their pajamas lounging on a couch

can change the temperature of my work- binge-watching the latest Netflix series on their

space as | see fit. Also, if | want to listen laptop, think again. Increased productivity,
to music, | don’t feel I'm disturbing any- diminished stress, reduced costs, and a decrease

one else.” in sick days are fast becoming hallmarks of the
gains realized from telecommuting, no matter
the size of the organization. Maybe it's time for
your association to make working from home
more than a remote possibility.

. Stay connected to colleagues.

Hilgen says: “We have several commu-
nication methods—phone, email, Slack
messaging, and two to three weekly meet-

N ”
Ings. Teresa Brinati is the director of publishing for the Society of
Malur says: “The way we're set up, we

have immediate access to colleagues.
For example, we started with Skype for
business but have since migrated to Mic-
rosoft Teams (a unified communications

American Archivists, which has recently implemented a telecommut-
ing policy. She can be reached at tbrinati@archivists.org.
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TURNING MEMBERS’

INSIGHT OUT

By Candice Warltier

Managing Director, Marketing and Communications, AIHA®, the American
Industrial Hygiene Association, representing industrial hygienists dedicated

to occupational safety and health (aiha.org)

Chief Operating Officer, Leadership Greater Chicago, the region’s premier
convener, connector, and mobilizer of bold leaders to effect transformative
civic impact across Greater Chicago (lgechicago.org)

Senior Director of Communications, Publications and Governance, National
Board of Certification and Recertification for Nurse Anesthetists (NBCRNA),
dedicated to promoting patient safety by enhancing provider quality in the
field of nurse anesthesia (nberna.com)
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s association leaders you have a sense of who your members are —
the average age, trending demographics and even their likes and
dislikes. But perceptions and the value your members place on

your association can change quickly, making it more important to tap into their mind-

set from time to time.

An effective way to capture insights from a diverse member-
ship base is through focus groups. Gathering a small group
of members representative of all corners of your membership,
can lead to extraordinary learnings, which can lead to any-
thing from a change in website content to a shift in strategic
direction, new programming, marketing initiatives and more.
At times, insights support observations from staff and vol-
unteer leaders, who have more substantive proof to support
those anecdotal evidence. Additionally, members value volun-
teering and engaging with their associations, so they are often
honored to be asked to participate in these sessions.

FORUM spoke with three executives about how they use
focus groups to keep their finger on the pulse of their mem-
bership.

FORUM:

Marchese: AIHA relies heavily on member feedback...and,
they love to share it. In fact, our average member survey
response rate is 45%. Being cautious not to overdo it, we
conduct various surveys with the help of outsourced research
firms, annually or otherwise (i.e. member needs survey, envi-
ronmental scans, focus groups, etc.) as well as conduct sur-
veys in-house on specific topics (i.e. biennial readers’ survey
for our magazine, post-conference evaluations, public policy
survey, etc.). We value our members’ feedback so much that
whether we implement their changes right away, or not, their
insights help us rethink how to offer them a better member
experience.

Carstensen: We conduct online surveys immediately following
each session of our formal leadership development programs,
as well as the educational events we host for our Fellows,
supporters, and the public. The purpose of these surveys is to
collect both quantitative and qualitative data to inform how
we shape future programs, from content, logistics, and regis-
tration to marketing, speaker/sponsor selection and prepara-
tion, and fundraising.

When we developed our new website and Fellows intranet,
we conducted multiple focus groups by phone (individual)

and in-person (group)—in addition to online surveys—to bet-
ter understand the needs of the user and test their reactions
to functionality and template designs. The direct interaction
participants had with the platform, and the opportunity to
have a discussion about their experience, were invaluable to
the quality of the product we delivered.

Kamen: In moving to a new professional certification program
after 40 years, the NBCRNA sought input from its certificants
in numerous and regular ways. This included focus groups—
taking advantage of having a wide variety of certificants in
person while at large, nationwide conferences, an all-certifi-
cant email survey, and feedback from in-person presentations
and discussions.

FORUM:

Marchese: AIHA members are usually so forthcoming on

the surveys we email to them. They will praise us or cut us
down to size in an instant, never holding back their opinions.
| thought that in a focus group setting our members would
tone down their opinions or, in many cases, not share what
was on their mind since they were in front of their peers.
The insight that | walked away with from conducting focus
groups pertaining to our brand refresh project over the past
few years was that our members were just as comfortable to
share their insights in person as they were on paper...in fact,
even more so. Their insights were full of passion, but all were
completely constructive.

Carstensen: A sustainable competitive advantage in the mar-
ketplace relies on data, operational excellence, and brand
awareness.

In February of this year, we launched a new leadership
development initiative called The Daniel Burnham Fellowship.
This Fellowship is an accelerated civic onboarding experience
for senior executives new to Chicago or new to their role. The
Fellowship is designed to inspire these leaders to mobilize
and exert their combined influence and intellect to positively
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impact Chicago, its future, and the continued economic
progress of the region. The inaugural cohort of 20 senior
executives, primarily from the corporate sector, completed the
Fellowship in June.

Within 6-8 weeks of completing the inaugural Fellowship,
we held three 90-minute, in-person, moderator-led focus
groups ranging from 2-5 participants. Questions ranged from
delivery on purpose and design and overall experience to
schedule, logistics, impact of experience on day-to-day busi-
ness life, and future engagement with the Fellowship and the
organization.

The data was shared with staff and the board of directors,
the body of leaders who endorsed the development of the
program.

The information collected during the focus groups shed
light on both personal and group feelings, perceptions, and
opinions about the experience. This format also allowed us to
gather a broad range of quality information in a short period
of time, which is critical in an age where data moves at the
speed of light. We obtained clarity on what worked well and
where we have opportunities to enhance our delivery. Addi-
tionally, the insights helped further shape our recruitment
strategies, marketing approaches, and overall messaging.

Kamen: This is an invaluable addition to any initiative to
elicit input from stakeholders. The qualitative information
gained from strategic, in-person discussions has provided us
with the necessary input to retool messaging, given us ideas
for new products or offerings, and helped alter the direction
of some of our programs and even our website. Paired with
quantitative data, you can develop a fully-informed communi-
cations plan.

FORUM: Cain you provide an exam-

ple of how your association has used
insights from a focus group to develop a
new program or marketing initiative or
change direction on strategy

Marchese: AIHA has been undergoing a brand refresh over
the past 3 years (revisiting the organization’s name/look/feel,
positioning and messaging the role of the profession and orga-
nization with external audiences), and at the heart of the proj-
ect was conducting various focus groups. Going into the first
focus groups, staff had a hypothesis that the membership was
not going to want to change the name of the organization...
and in fact that turned out to be the case. However, in a
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different focus group about a new brand logo, the members’
insights proved that we needed to go back to the drawing
board for the artistic renderings we presented to them.

Carstensen: The insights collected during the focus groups
with the Daniel Burnham Fellows significantly influenced

a complete rebranding of this new leadership development
experience. The feedback helped us better understand how
to approach and communicate with C-suite executives, from
imagery, color palette, and design, to messaging, format, and
delivery. The result was a new brand style guide, an eight-
page peer-to-peer brochure available in both print and digital
formats, and a PowerPoint template for recruitment presenta-
tions.

Kamen: Following our credentialing board’s move to a new,
multi-faceted certification criteria program, an overarching
and far-reaching educational communications initiative was
undertaken to ensure a smooth transition. Part of the new
program introduced a performance-standard exam for which
certificants would receive feedback on their performance.
“But how much information is too much, too little, and help-
ful to support lifelong learning without data being potentially
used against them?” Focus groups helped inform our decision
[on how to best communicate certificants’ performances on
the exams].

FORUM: \What are two recruitment
s’rro’re?ies you have implemented to
keep focus groups diverse?

Marchese: Pulling the right lists from our database to iden-
tify the age and career stage of each participant was a must
in order to get a diverse representation of our members and
non-member customers (especially since our brand refresh
project was hinged on taking a stalwart, 80-year old brand
and making it appeal to the next generation of these profes-
sionals). Another important strategy we incorporated in the
process was including non- leader and leadership input. We
knew that we didn’t only want representatives who were just
peripherally involved, nor only members who were constantly
involved in the organization...but a mix of both in order to get
a sense from both audiences.

Carstensen: Know your audience. Because we were conduct-
ing focus groups with those who participated in our pilot
program, we were intimately familiar with their backgrounds.
We offered multiple dates and times for our focus groups, and
based on responses we assigned participants to a session.
This intentional process ensured each focus group was diverse
in gender, ethnicity, industry, tenure in the C-suite, etc.



Secure a credible moderator. When we invited our Daniel
Burnham Fellows to participate in a focus group, we included
the name and bio of the moderator we had selected. Because
of the moderator’s affiliation with our organization, reputable
background, and industry knowledge, our Fellows were more
willing to allocate 90-minutes of their time for this discus-
sion. This resulted in a larger pool of participants, which
increased the diversity of the overall audience.

Kamen: We recognize that diversity means different things to
different organizations. Although we want diversity, we also
want to ensure that the group participants have commonal-
ity—in our case, all Certified Registered Nurse Anesthetists
(CRNAs)—but don’t have to have similar opinions about the
topics we'd planned to discuss. For us, diversity meant certif-
icants at different stages of their careers and different prac-
tice settings (e.g., hospital, academic, private practice).

1) For one focus group initiative, we intentionally sought
participation from members of a variety of committees
that had known, diverse demographics (e.g., practice type/
setting)

2) Another method we’ve used has included day-of recruit-
ing at the profession’s annual conference, approaching
a variety of attendees and inferring their practice setting
from their badge information. The random selection of the
on-site approach has worked well for us.

FORUM:

Marchese: Be judicious when deciding on your list, making
sure to narrow the prospective participants into the areas you
had hoped to get insights from.

Consider giving an incentive for members’ participation.
A simple $50 gift card to represent how you value their time
goes a long way.

And, once the focus groups are wrapped up, reports writ-
ten and plans implemented, remember to tell your members
what the outcomes were. Sometimes, we as staff think that
market research is just for us to learn behaviors and change
things, but we often lose sight of the fact that the members
themselves like to know the outcomes. It gives them more
buy-into the changes that may be on the horizon.

Carstensen: Just do it! There can be focus groups for any-
thing — product/program focus groups, service improvement
focus groups, or merely idea generation. Whether your orga-

nization is developing a new website, wanting feedback on
customer service, or interested in trying out a new idea, a
well-planned focus group with clear objectives can help pro-
vide clarity and direction before you commit funds to make
changes.

Your members AND your employees are the greatest
contributors to your business. Take time to tap into these
invaluable resources for feedback, comments, opinions, and
attitudes about topics that can improve your organization.
Your investment will result in greater engagement, deeper
relationships, and a higher level of ownership in future
actions.

Hire the right moderator. You want a trained, experienced
moderator with category experience. And someone who can
manage, moderate, analyze, and report. Professional mod-
erators know how to guide group discussions, manage group
dynamics, and draw out relevant information. They are adept
at exploring and probing unexpected items as they arise
during the discussion, yet still keep the discussion on track.
Don’t settle for anything less.

Kamen: Don't be afraid to ask the “tough” questions in
the focus group—those hot-button topics being discussed
on social media, etc., about which you have seen incorrect
information being spread amongst your membership. This
in-person opportunity is invaluable in finding out what your
members are really thinking and feeling and will give you
information that may help you create or re-tool your messag-
ing to address misinformation, misperceptions and opinions.
Focus groups are more time and cost effective than indi-
vidual (phone or in-person) interviews, while providing the live
feedback. They allow you to investigate complex feelings and
behaviors for a deeper understanding that can inform your
decision-making, strategic planning, and resource allocation.
Bonus recommendation: Consider who will conduct your
focus group based on resources, timing, and the topic. With
topics very specific to our profession or more administrative,
staff has conducted the focus group. However, we have found
that with sensitive or “hot” topics, in particular, it has been
beneficial to use a third party to discuss the issues with the
focus group to help ensure genuine feedback.

Candice Warltier is the founding partner of CS-Effect (formerly CSG). She can be
reached at cwarltier@cs-effect.com.
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PARTNERS Make it POSSIBLE

Technology and
Business Services Companies

Blue Sky elearn

Kara Adams

Client Success Manager

5930 Cornerstone Ct W, Ste 270
San Diego, CA 92121
kadams@blueskyelearn.com

858.900.2252

Blue Sky provides an award-winning learning
management system as well as virtual event
services to maximize your content and create
deeper engagement with your audience.

We have transformed the way organiza-
tions capture and deliver virtual events and
educational content to their audience. Our cus-
tomized, cutting edge solutions connect hun-
dreds of organizations to millions of learners
worldwide. We provide robust, easy-to-manage
solutions for organizations to create, track, and
monetize valuable online content.

Our Path LMS platform is a flexible, pow-
erful learning management system that helps
you manage your message on your terms.
Unlock the potential of your recorded con-
tent and courses using this intuitive, rapidly

deployed digital library that enhances your
online learning programs. Our extensive plat-
form currently houses over 50,000 learning
modules and has electronically issued over
1,000,000 certificates to online learners.

With our fully-managed webinar, live
streaming webcast and podcast services, we
help you capture and manage powerful virtual
events that your audience will remember. We
facilitate thousands of live web events each
year, broadcasting countless hours of high
quality live content across the globe, free of
technical or logistical glitches.

Through innovation, flexibility and fast
response to marketplace needs, we continue to
develop breakthrough solutions to amplify our
clients’ messages.

eShow

Michael Horton

Vice President, Sales

5 Executive Ct

S. Barrington, IL 60010
Mike.horton@goeshow.com
847.620.4218

goeshow.com

event management sclutions

No matter the size, need or location of your
event eShow has the services “Under One
Umbrella.”

Formed in 1996 eShow started out as a
custom website provider. It was soon after that
an Event Management Company came calling.
Once they had experienced the eShow product
and the flexibility it provided requests for addi-
tional custom products such as registration
and exhibitor management solutions followed.
From there eShow continued to learn more
about the demands of the Event Industry to
bring us today where we provide services for
every level of an event.

Advance and On-site Registration services,
Internal Housing Reservation Systems and
full-service Housing Management, Mobile
Apps, Exhibitor and Floor Plan Management,
Banquet Manager, Call for Papers, Conference
and Speaker Management, Meeting Logistics
Manager, Lead Retrieval, Session Tracking

and RFID Services are just the beginning of
the services you will find “Under The eShow
Umbrella.”

Our On-site Services can travel all over
the world with you. Asia, Europe, North and
South America are all on our destination lists.
Included with the International Services are
international currency processing and language
translations.

Our services also provide Integrations and
APIs with all the major Association Manage-
ment Systems and CRMs.

With each product being its own stand-a-
lone module, we provide our Clients to oppor-
tunity to select by their specific event needs.
However, combining modules offers a full
integrated internal system where you no lon-
ger have to worry about moving data from one
product to another.
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Fonteva

Dirk Behrends

4420 North Fairfax Drive, Suite 500
Arlington, VA 22203
info@fonteva.com

fonteva.com

= Fonteva

Fonteva, a Salesforce Premier Partner, is com-
mitted to bringing the power of Salesforce to
associations and membership-based organiza-
tions. Fonteva’s association software platform
is the leading association software solution for
associations focused on driving growth, and
exceeding member and staff expectations.
Fonteva empowers associations to engage pow-
erfully at every point of connection with the
confidence of knowing you have a technology
partner committed to your success.

More than just another AMS brand, Fon-
teva enables associations to:

e Future-Proof and Accelerate Digital Trans-
formation: The Fonteva Platform sparks
digital transformation by making it easier
than ever to move all of your associations
processes into the same system, creating
a single source of truth connected to every
aspect of your member engagement.

e |Improve Member Experience and Engage-
ment: Consumer expectations evolve at a
rapid pace, and your members are increas-

ingly digital-natives. Your members expect
a seamless experience, and it’s your job
to deliver it. Adapt and engage with mem-
bers on their terms, anywhere and at any
time. You need your technology partner
and platform to help you push your initia-
tives forward, not hold you back.

e Make Better, More Informed Decisions:
Empower your entire team with the real-
time insights they need to drive your mis-
sion forward, without relying on IT to get
the business intelligence they need.

e Understand Every Aspect of the Member
Experience: Have confidence and visibil-
ity into every aspect of the member expe-
rience, spotting trends in engagement,
and recognizing opportunities to maximize
member value to drive satisfaction and
retention.

Higher Logic

Richard Henderson

Chief Revenue Officer
202.360.4402
rhenderson@higherlogic.com

Higher Logic is an industry leader in cloud-
based engagement platforms. Our data-driven
approach gives organizations an expanded
suite of engagement capabilities, including
online communities and marketing automa-
tion. From the initial web visit to renewal and
ongoing engagement, we help you track and
manage interactions along each stage of the
digital customer experience. Organizations

1§z HIGHER LOGIC

worldwide use Higher Logic to bring people all
together, by giving their community a home
where they can interact, share ideas, answer
questions, and stay connected. Everything we
do - the tools and features in our software, our
services, partnerships, best practices - drives
our ultimate goal of making your organization
successful.

Old Second

National Bank

Gary R. Raczek, CTP

VP, Treasury Management Advisor
773.854.2905
graczek@oldsecond.com

0Old Second

National Bank
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Old Second National Bank has been serving
the community since 1871. Since our incep-
tion, we have adapted to the ever-changing
financial needs of our customers, delivering
new technologies, and maintaining accessible
and effective customer service. This model of
operation has now characterized our business
in three different centuries.

One of our areas of focus is our Trea-
sury Management group. We're committed to
providing businesses convenient, easy-to-use
technology, paired with a Treasury Advisor
team with decades of industry experience and
expertise in serving mid-market clients.

The association industry is one of our
niche markets. Our team members have years
of experience in serving associations and stay-

ing on top of industry trends and solutions.
We strive to make it easier for clients, like
associations, to receive and collect payments,
protect funds and systems, and manage cash
flow more efficiently. We offer a customized,
adaptive product suite, manageable in real-
time with a high-tech dashboard. Our Treasury
Management team has worked with numerous
businesses to map out processes of efficiency
and improvements to their customers’ experi-
ence, all with the goal of maximizing our cli-
ents’ bottom line.

Recently, Old Second was named among
the “Best Banks in Illinois 2019” in a survey
published by Forbes. Member FDIC
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Calendar Legend @ Education Events

Association Management Essentials:

Membership 360

9a.m. - 12 p.m.

This course will frame your Membership Strategies
from a holistic perspective, and help you approach
evaluating your programs and communications
from a Member Value perspective, while providing
real-world examples you can take back with you.

Healthcare Collaborative: Provider Risk Sharing
and Understanding Value

8 am. -1 p.m.

Presented in partnership with Society of Actuaries
Milliman - 71 S Wacker Dr., Chicago, IL 60606

Public Policy and Advocacy SIG: Continental
Breakfast with Dan Kotowski

9:00 a.m. - 10:30 a.m.

American Association of Oral and Maxillofacial
Surgeons

9700 W. Bryn Mawr Ave, Rosemont, IL, 60018
Dan Kotowski, former lllinois State Senator and cur-
rent president and CEO of ChildServ, will provide
a unique perspective of how associations can influ-
ence public policy.

AMC SIG
9:00 a.m. = 10:30 a.m.

Webinar: Taming Your Data: From Strategy to Tools
1Tam. -12 p.m.

Joint Governance/Membership SIG
9:00 a.m. - 10:30 a.m.

Leveraging Emotional Intelligence to Up

Your Leadership Game

9am. - 12 p.m.

It is often said that professionals don't lose their
jobs because they don’t have the functional skills
to be successful, but that they aren't skilled in
developing and building relationships. The benefits
of emotional intelligence are numerous and can
positively affect your work, your department, your
career and your life.

() Shared Interest Group Events

EC o
aienadr
ET = ASomE

Official
CAE Approved
Provider

November 2019

#2'S/CO0O'S SIG

9 a.m. - 10:30 a.m.

Bring a Guest! We know one is a lonely number.
That's why we invite you to bring a guest fo a
Shared Interest Group meeting. Not a member2 No
problem. Non-members can attend one complimen-
tary event before becoming a member of Associa-
tion Forum. Join others with shared interests and
discuss issues, ideas and trends. All guests must
pre-register themselves!

Webinar: Is it Time To Recession Proof Your
Association's Investments?

11T am. =12 p.m.

This session will help association staff in all disci-
plines understand the potential impact of the next
recession and ways management and volunteer
leadership can prepare your association’s invest-
ments. Drawing upon on important industry re-
search this webinar will provide important historical
perspective and practical, actionable steps associa-
tion staff and vo/Jnfeer leadership take now.

Association 101
9am. -4 p.m.

Events listed here are Association Forum programs. Further details

and registration information can be

found at www.associationforum.org. Programs are subject to change.

@ Webinars

Online Learning!

Easy-to-access on-demand education always
available for the association professional
on-the-go. Expand your knowledge and earn
CAE credits at your convenience.

pathlms.com/association-forum

Location is Association Forum, 10 S. Riverside Plaza, Suite 800,
Chicago, 60606, unless otherwise noted.
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Rori Ferensic has joined
Destinations International
as senior director of edu-
cation. Ferensic has held
senior level positions at
several trade and professional associa-
tions, including as director of education
and credentialing at the National Auto-
matic Merchandising Association (NAMA),
director of education and professional
development at Electronic Transactions
Association (ETA) and senior manager,
education and program service at Smith-

Bucklin. Ferensic is a graduate of the Uni-

versity of Maryland.

Phyllis Scott has been pro-
moted to director, business
' services for Association
Forum. She was previously
the business development
manager for the organization. Scott over-
sees business development, including
sales, sponsorship, exhibits and advertis-
ing, as well as overseeing IT and opera-
tions. She has held positions with the
Chicago Mercantile Exchange, SPSS and
IBM, and holds a master’s degree in edu-
cation from the University of Phoenix.

Kara Brockman, CAE, DES,

has been hired by Asso-

ciation Forum as director of

education, where she will

focus on content strategy
and producing the organization’s Signa-
ture events. Prior to joining Association
Forum, Brockman was an education man-
ager at PCMA and began her career in
associations at the American Association
of Endodontists. Brockman was previously
an active Association Forum member, hav-
ing served on the Forum Forward Planning
Committee and the Content Strategy Advi-
sory Group, and was in the inaugural class
of the Emerging Leaders Program.
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McKinley Advisors has
named David Gammel,
FASAE, CAE as a principal,
effective December 2. He
joins the organization from
the Entomological Society of America,
where he has served as executive director
since 2011. He previously held positions
at the Employee Relocation Council and
the American Speech-Language-Hearing
Association. Gammel has served of the
board of directors for the Council of Engi-
neering and Scientific Society Executives
(CESSE) and the American Society of
Association Executives (ASAE). In 2018,
he was named an ASAE Fellow.

Suzanna Wight Kelley, FAIA,
- MBA, has been promoted
o to the role of principal at

McKinley Advisors. Kelley
R first joined the organization
in 2017 as vice president, consulting. She
previously spent more than a decade in
leadership roles at the American Institute
of Architects, most recently as managing
director, strategic alliances + initiatives.
Kelley holds a Bachelor of Architecture
from Carnegie Mellon and an MBA in
Organizational Dynamics and Behavior
from George Washington University.

Glenn Eden has been
appointed as the new chair
of Choose Chicago. Eden

is executive vice president,
corporate and technology
lead at the public relations firm Weber
Shandwick, where he played an intergral
role in the creation and implementations
of the company’s diversity and inclusion
program, “Common Threads.” He serves
on the lllinois Institute of Technology’s
Computer Science Department Advisory
Board and is a member of the Chicago
United’s Leader Council and the Chicago
International Film Festival's Black Per-
spectives Committee.

Individual Members
Patty Coen, CMM, Great Chicago Events

Kelly Collins, International Council for
Veterinary Assessment

Rachel DePauw, American Academy of
Pediatrics

Daniel Garrett, CAE, American Society of
Transplant Surgeons

Jennifer Hausman, ABMS

Connor Huxtable, Wintrust Financial
Corporation

Jillian Junior, Shape Services, Inc.
Alyse G. Kondrat
Glenn Mazade, First Midwest Bank

Joyce L. Paschall, CAE, CMM, CMP-HC,
American Orthopaedic Society for Sports
Medicine

Maribel Rice, Leadingage lllinois

Diane Schneidman, American College of
Surgeons

Jessica Weglarz, National Association for
Healthcare Quality

Jamie Wigand, MS, Association for the
Assessment of Learning in Higher
Education

Stefanie Wyckoff, Northern Kentucky
Convention and Visitors Bureau

New FORUM Plus Members

Rose Gilligan, American Association of
Nurse Anesthetists

Danielle Branch, American Association of
Oral and Maxillofacial Surgeons

Michael Frale, Cristina Graham and Jody
Stautzenbach, American Epilepsy Society

Javeria Ali, American Society of
Anesthesiologists

John O'Connor, CCIM Institute

Joanna Collins, National Board of
Certification & Recertification for Nurse
Anesthetists



Wesley Ellis and Josh Ruedin, Abigail Napoli, Natalia Pacura, Jonathan New FORUM Plus Organizations
Radiological Society of North America Paine, Katerina Paolisso, Kathleen Phil- MCI Group

Emily Barnes, Nikki Bartoloni, Jason lips, Danielle Pickus, Catherine Prais,

Baum, Wafae Belkadi, Arielle Bergeron, ;ylfer Pri(;\:?' BIIai;fabEadosgv!c,.Th%n:las
Kenneth Brodbeck, Linda Burkart, Jeffery eister, Nicole Ribbons, Cristina Rivera-

Calore, Peter Cartwright, Ryan Cashman, “Bnosc!uesé Eri(I:Ia_n F;ob:s,_Al:sa Roggw;ki,
Tamika Collier, Erin Corbett, John Dan- onica Roselli, Stefanie Rozner, Sydney

iel, Caitlin Foli, Caroline Frillman, Israel Sca_rbroughl, Cady Stokes, Dovile Svirup-

Garcia. William Nicholas Heim. Hannah skaite, Alicia Thompson, Savanna Torres,
Jones ’Amy Keech. Sarah KeIIe'y Emily Cara Trauscht, Matthew Van Eck, Melissa
KeIIey’ Lauren Lia(’:ouras Sarah 'Logan Van Fleteren, Jennifer Weigand and Shan-

Laurel Luke, Thomas Manning, Sean Mar- non Wright, SmithBucklin

tinez, Stephanie Mattos, Heather McCabe, Danny Lysouvakon, Society of Critical Care
Amber McKnight, Meztli Mijes, Rachel Medicine

Montgomery, Mark Mooney, Crista Mulder,

'Education

Register Now!

ASSOCIATION 101

NO\/EMBER ] 3/ 20 1 Q Manage your business cash flow from our powerful online

Qam. -4 p.m. dashboard. Our product suite includes:

TREASURY SOLUTIONS

Association Forum Lockbox—Let Old Second make your
deposits for you.

An orientation for association professionals, Remote Deposit Capture and

Association 101 is designed to provide a solid foundation Mobile Deposit Capture—Make
of knowledge and appreciation for the unique environment, deposits from your office or from your
K L mobile device.
culture and dynamics of associations. .
Customer Payment Portal (CPP)— “

Accept payments or donations via a

secure URL located on your website. Gary R. Raczek, CTP

. VP, Treasury
Presented by‘ 02 Merchant Card Processing— Management Advisor
Jacqualine Price Osafo, Debit/credit card payments via POS 773-854-2905
CAE terminal, wireless mobile solution or graczek@oldsecond.com
Director, Membership and internet. CONTACT ME TODAY
Development o Mobile Banking—Manage your
Water Quality Association banking relationship through your
mobile device. 0Old Second

Amy Thomasson ACH—Send and receive electronic National Bank
Director, Marketing transactions.
Congress of
Neuro|og|ca| Surgeons Member FDIC 02" and “Old Second” each refer to Old Second National Bank.
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Digital Exira

To access Community Brands’, "Digital
Evolution Study," visit the digital
or mobile versions of FORUM.

GOiI‘Ig Mobile: Are Associations Keeping Up With Emerging Technologies?

Professional membership organizations are becoming increasingly adept in their use and adoption of technology, at least in the eyes of
their members. Association staff, however, are less confident in their digital adoption.

According to the Digital Evolution Study from Community Brands, when asked to rate their associations use of technology, 70% of mem-
bers inferviewed said “excellent” or “very good.” When association staff (or “pros”) were asked that same question, that number dropped
to 38%. While the two groups differed on the success of overall technology use, they generally agreed about the specific areas in which
technology adoption was strong (event registration and emails), and where associations had room for improvement (online training, online
product purchases, webinars and job boards).

At the bottom of the digital barrel for both members and pros2 Mobile apps. Only 36% of pros say their organization uses mobile
applications, and a lowly 16% feel their mobile app is excellent or very good. With the prevalence and importance of smartphones to the
modern member, the ability to provide high quality member experience through mobile solutions is an enormous opportunity for associa-
tions.

ORGANIZATION'S OVERALL TECHNOLOGY USE
(RATED BY MEMBERS)

Excellent Very good Good Fair/poor

Figure 2: How would you rate your professional membership organization’s overall use of technology and how it relates to the member experience?
(Rated by members.)

ORGANIZATION'S OVERALL TECHNOLOGY USE
(RATED BY PROS)

Excellent Very good Good Fair/poor

Figure 4: How would you rate your professional membership/trade organization’s overall use of technology? (Rated by Pros.)

Source: Community Brands’, “Digital Evolution Study”
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All your event management solutions,

Under One Umbrella

Too MANY VENDORS, T CAN'T KEEP
ALL THE DATA ORGANIZED!

e Mobile Apps e Housing Management
¢ Registration & Badge Production e Session Tracking/Lead Retrieval/RFID
e Exhibit Sales & Floor Plan Management e Call for Submissions/Abstracts/Speakers

_ _ with Committee Review
e Total Networking Xperience TNX

e Session & Speaker Management
e Hosted Buyer Program

o , e Meeting Logistics & BEO Management
e Continuing Education Management
& Certificate Printing e Banquet/Table/Seating Management

e Responsive Event Website Hosting * AMS & CRM Integration

Official Registration Vendor for Association Forum

For more information contact
Mike Horton

mike.horton@goeshow.com em

WWW.goeShow.com event management solutions
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Right size, right attitude. Plan your next meeting in
Chattanooga. Visit us at Booth 315 at Holiday Showcase.
Lori D. Dodd - Lorid@chattanoogacvb.com

ChattanoogaFun.com/meetings CH AT TA
NOOGA
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