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ADVERTISERS’ INDEX

Social Networking for Businesses and Associations

What if you could. . .
Make more money, finally get

organized

and have the time to plan strategically?

Living in a Hyperconnected Society

The Mission:

CSAE brings together
association leaders to foster
professional and personal
excellence through unique
learning opportunities that
inspire members to achieve
more and guide associations
into the future.

The Promise: C
CSAE is committed to .
delivering high-value
programs and services.

If a CSAE member is not
completely satisfied with
any CSAE offering, CSAE will
make it right or refund said
member’s money.

SAE is:

All about leadership

« Committed to

association excellence

« Future-focused
« Unique learning

opportunities

« An effective advocate
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OUR ANCESTORS TAUGLIT US THE MEANING OF SUSTAINABILITY

AND ENERGY EFFICIENCY. OUR NEW CONVENTION CENTER

PROVES WEWERE LISTENING

In Ocrober 2008, Santa Fe will be home to a new convention center, with up to
40,000 square feet of event space enhancing our citys ability to attract meetings,
professional gatherings and exhibitions. The facility’s architectural swyle is
anything but traditional, boasting the latest in green building technology and

ot

SANTAFE.ORG

sustainable engineering. It will be fully LEED centified. For more information,
call 1.800.984.9984 or log on to SANTAFE.ORG/MEETINGS.
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Jeffrey W. Arnold, MAM
President, CSAE
Association Services
Management Company
(720) 259-1354
jeff@assn-services.com

The CSAE board

of directors held a
planning retreat to set
the strategic direction of
the association. Prior to
this year’s retreat,

our most recent major
strategic planning work
focused on creating
brand awareness and
realigning the volunteer
structure to better sup-
port the implementation

of our strategic vision.

This year, we looked less
at creating all new objec-
tives, but on executing
on the planning work
we've already done, as
well as looking closely at
our core business model,
narrowing our focus to
those things we do really
well, and putting our
time and effort into
quality, rather than
quantity of programs
and services.

From the President

The planning retreat produced five major strategic objectives,
which are listed below in order of importance:

Strengthen CSAE’s financial Position.

Increase professional membership.

Redesign CSAE'’s educational programming.

Expand and strengthen CSAE networking opportunities.
Maximize the use of technology.

In order to meet objective #1, we have begun to implement a new structure for our educa-
tional programs, which will not only enhance quality, but also ensure that all programs
achieve financial breakeven performance or better. We're re-evaluating and re-instituting
financial guidelines and developing a 3-year financial plan, as well.

With regard to objective #2, it is my firm belief that by focusing on providing value to the
association executive first, participation in other areas will follow. If association execu-
tives find value in attending CSAE events, they will encourage their staff to attend. If the
executives and staff are there, the associate members will follow.

To meet objective #3, our focus will be on slightly fewer but more in-depth and higher
quality programs that ensure attendees walk away with ideas they can put into practice
to improve their personal and organizational effectiveness. We’ve found that the primary
factor driving attendance is the program content, not location, not time of day, not month.

The idea behind our networking objective (#4) is to provide enhanced avenues for associa-
tion executives to gain access to peer-to-peer networking. I've personally found some of
the greatest value through CSAE from “roundtable” discussions with fellow executives.
Getting perspective from peers can be invaluable, and this objective is all about how to

better formalize opportunities for sharing ideas.

The final objective — expanding the use of technology —is interwoven with the others.
Our hope here is not only for staff to become more efficient and productive through better
technological resources, which will help meet our financial objectives, but also for CSAE to
offer more networking and educational opportunities via the internet and other existing
and emerging technologies. An alternative viewpoint might be, rather than being an
objective in itself, technology helps drive our other strategic objectives.

Your board has set an ambitious course for 2008-09, but I firmly believe it is an achievable
one. Ilook forward to seeing how the plan unfolds and hope you will join us in making

the vision a reality.
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> BY ALAN CASE, BESTCASE MARKETING

Social Networking for
Businesses and Associations

N -
£

nline social networking has

O

for nearly a decade, and has begun to

been around in various forms

achieve wide notice in the past few
years. Online social networks take
many forms, and are created for many
reasons. Despite their differences,
online social networks do, however,
commonly exhibit a number of the
following concepts.

Profiles — Each member in a network
has an online profile that serves as
the individual’s identity in the net-
work. In the professional context, pro-
files often contain information
regarding the individual’s experience,
education, interests, and affiliations
as well as information about the indi-
vidual’s skills and resources.
Connections — Online social networks
typically enable individuals to make
connections with others in the net-
work. In some cases, these connec-
tions are implicit, and derived from
past actions (such as sending an email

]
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to another member of the network).

In other cases, the connections are
explicit, and are set up and created

by the members themselves.
Deceptively simple, online social
networks contain great power. They
change the online space from one of
static web pages and stale marketing
messages to a live, vibrant network of
connected individuals who share their
abilities, expertise and interests.

Why should our association care
about Social Networking?

Customers have lost trust in tradition-
al sales, marketing, and customer
service. This goes for the membership
associations as well. People still want
to buy from or associate with people
they know, like and trust. The connec-
tions social networks enable are the
glue that put the humanity back into
business to solve the trust problem.

In other words, the organizations and

associations that will win are the

Excellence by Association [

What is Social Networking?
In both professional and personal
life, human beings naturally form
groups based on affinities and
expertise. We gravitate to others
with whom we share interests.
Most of us belong to real world
networks that formed naturally.
Not surprisingly, these networks
rapidly migrated to the online
world.

ones that most easily enable individu-
als to build relationships and commu-
nities with people they trust.

Isn’t “Social Networking” just for
high school and college kids?

Don’t be thrown by the word “social.”
Although social networks such as
MySpace® (known for being an online
hangout for the high schoolers) and
FaceBook® (which initially targeted
the college crowd) have generated
much press in the social networking
space, other professionally-focused
networks are being used in many
ways in the business and associations
realm. LinkedIn® for instance is
dedicated exclusively to business
relationships and is a powerful

tool for associations.

The initial use of online social
networking for businesses and
organizations has been primarily

along one dimension, recruiting.
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That is, a recruiter for an organization
navigates a network of known indi-
viduals (i.e. current members of the
organization) in order to find poten-
tial applicants (either contacts of
those individuals, or contacts-of-con-
tacts) who have the skills and expert-
ise needed to fill a job opening within
the organization. While this applica-
tion of social networking is beneficial
(especially to professional recruiters),
there are many other areas where
social networking can be used that
are more broadly applicable.

The Top 10 Ways Associations
Can Use Social Networking
Member Relationship Development
Online social networks allow prospec-
tive members to easily facilitate a
real, human level connection with
individuals within an organization.
This enables genuine business rela-
tionships to form and puts an authen-
tic human face on the interaction
changing how we see the association
from a faceless big organization to a

group of people who are ready to help.

Member Support (connecting the
member with the right resource)
Online networks enable exceptional
customer support that goes beyond
the basics, allowing members to con-
nect to experts in an organization
who have deep knowledge in an area.
This also allows the experts to be
alerted when a problem that requires
their expertise comes up. This can also
help create user groups within the
community to solve problem:s.

Members Use the

Network to Find an Expert

Only a fraction of an organiza-
tion’s “knowledge” exists in
databases. Only a small part of
the knowledge is in documents
and reports. The vast majority of
the knowledge exists only in the
heads of its members. The profiles of
members on a social network can rap-
idly increase problem solving through
quicker connections between the
person with the problem and the

person who knows how to solve it.

Members Connect to Provide

the “Whole Product”

It is rare that a single organization can
provide all the pieces needed to meet
a customer’s entire need. For example,
even though a real estate agent aids
in the process of buying a home, an
entire network of other service
providers (including title companies,
banks, insurance agents, contractors,
and others) are required in order to
fully meet the customer’s need. By
creating a strong network of comple-
mentary providers, a single service
provider can provide a much greater
value proposition to a prospective
customer than an individual working
without the benefit of the member
network.

Supercharge Meeting Facilitation
and Preparation

The unfortunate part of meetings and
conferences is that it always seems
that you don’t connect with the peo-
ple you really want to meet until the

People still want to buy from or associate with people they
know, like and trust. The connections social networks enable
are the glue that put the humanity back into business.

Colorado Society of Association Executives —m
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final day of the event, when you meet

them randomly in the buffet line. A
dedicated online social network creat-
ed before the event enables attendees
to use their time at the event more
efficiently, by determining with
whom they want to connect before

leaving home.

Increasing the Value and Extend

the “Shelf Life” of Conferences
Similar to the above point, creating
an online social network of event
attendees extends the “shelf life” of a
conference, enabling the attendees to
remain connected and take action on
the items discussed at the event. This
can evolve a meeting, event, or confer-
ence from a “one time” occurrence
into the catalyst of a community that
more effectively achieves its goals.

Share Knowledge

By connecting an online social net-
work with basic subscription tech-
nologies (such as RSS, or “Really
Simple Syndication”), an individual
can easily “subscribe” to updates from
colleagues. This enables a straightfor-
ward way to stay abreast of the
goings-on in projects of interest,

as well as a way to share knowledge

within an organization without

Fall 2008
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2009 CSAE
Membership Diretory

303.753.6334

additional effort. It also addresses the
issue of email overload, as knowledge
is pulled by those who have a need or
interest for updates, rather then the
updates being pushed to those who
may have only minor interest in

an issue.

Differentiate Your Service by
Branding Your Association

In a number of associations, the fit
between the member and association
is the differentiator. If a new member
can easily identify his or her areas

of commonality with a prospective
association, that member can have
some assurance that the association
will understand the member’s point-
of-view, and provide the type of
service that the member expects

and supports.

Prepare for Coming Demographic
Changes in Business

Although online social networks
are relatively new to business, the
MySpace® and FaceBook® generation
has grown up with them. For these
individuals entering the workforce,
online social networking is simply
a part of the fabric of business.
Accordingly, the associations that
have determined how to best
integrate social networking into
their operations will be the ones
that are most successful.

Building Relationships Using

Web 2.0 Technologies

Beyond Social Networking, associa-
tions can build the relationships with
their members and prospective mem-
bers by familiarizing themselves and

OIO10]0)?2

When Funny Means Money:
Humer as a Serious
Business Strategy

Karyn Buxman, Speaker Hall of Fame Inductee,
delivers inspiring life lessons in a fun, laugh-outloud kind
of way that is powerful, practical and memorable.

“You provided encouragement, excitement
and laughter to a group that laughs too little.. ..
Your wisdom is an absolute must for

Promotional
Products

An Independent Kaeser & Blair Dealer

e Fut your name on the map..,

or almwost anything alse.”

A * Apparet
Cerporata m m Pregrams

What our clients say about us:
You are a wonderful provider of specialty items and I'm glad that members are

any conference program’”.
Joan Tezak,

Karyn Buxman, RN, CSP, CPAE
www.KarynBuxman.com
Karyn@KarynBuxman.com

858.456.1874

utilizing your services for their promotions. | have found that you have a talent for
finding the right item, at the right time, at the right price. And, once the sale is
made you continue to watch that every detail is taken care of, so the order is filled
correctly and shipped in a timely manner—dJoan Tezak, Executive Director
Colorado Society of Association Executives

| have been doing business with Linda since 2002. Linda has never failed to amaze
me on her diligence and creativity. | feel as though | am always on the cutting edge
with the products | give to customers. She strives to only offer the absolute best
quality products out there and stands by her products.—Michelle Vecchiarelli,
Marketing Manager, Hank's Auto Body West, Inc

LINDA SCHAFER
303-456-9035 -www.glspecialties.com

Fax: 303-456-6370 PO. Bax 2321
glspecadiwglspecialties.com  Arvada, CO 80001
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By creating a

using other Web 2.0 technologies. No,
Web 2.0 is not a technical upgrade of
the web but instead it’s a new way to
use the technical aspects of the web
to build better relationships with
members. It includes blogging,
podcasts, video, webinars, etc. Rather
then using these tools because they
are cool new tech gadgets, we're using
them to bring a more human element

to the web and our association.

The key to success with social net-
working is to keep the members and
their needs forefront in your thoughts
as you begin down this road. This is

a fantastic opportunity to provide
better customer service to more
members then ever before and the
nice thing about it is that you can do
it at a very reasonable investment.

Enjoy! m

strong network of _
complem&'a"ry
providers, a slngle
service provi n
provide a m\w
greater value
rbposition to

a prospective
customer than an
individual working
without the benefit

of the member
network.

ALAN CASE IS A SALES & MARKETING CONSULTANT WITH HIS OWN FIRM,
BEST-CASE CONSULTING. ALAN IS CURRENTLY WORKING ON A CONTRACT
BASIS WITH INTEGRATED ALLIANCES AS A LINKEDIN TRAINER. FOR MORE
INFORMATION ON SOCIAL NETWORKING OR LINKEDIN TRAINING, CHECK
OUT ALAN’S BLOG AT WWW.BEST-CASE.BLOGSPOT.COM OR EMAIL HIM AT
ALANCASE1@AOL.COM.

“

KEYSTOMNECONFEREMNCES.COM

-I'.
e all week to find your fa

NOTTE

g activity. That's a good thing.

= Dy 90 mimdes fiom Denver Intermaditnal Arpoe

o 100,000 square teal of state-nl-the- Gt masting and ant space wilh wirslass

KEYSTONE RESORT
& CONFERENCE CENTER
IT'S ALL HERE
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Social Media in Action:

One Association’s Experience

> BY MARILEE YORCHAK, CAE, BUSINESS MARKETING ASSOCIATION — COLORADO

Thank you to the following Coaching

and Peer Advisory resources who

contributed to this issue of
Executive Memo.
Dawn Todd,

Momentum Business Coaching
Yolanda Duperret, ActionCoach
Lorri Molinari,

Your Dazzling Life

knew I just had to get on
I the bandwagon. With many

of our members belonging

to various social networks, and the
association/industry research
showing that is what the young
members want — it was something
I figured I better do sooner rather
than later.

Your Z}{.:_g_‘_/ﬁ{ f.y{-

Is your team a “herd of cats” or a
“well oiled machine?”

HOW can you get your team focused and moving
in the same direction?

Hovw to- Greate @

This 1 or 2 day workshop focuses on:
+ Absence of Trust (and how 1O Create it)

Fear of Conflict (how to manage healthy conflict)

Lack of Commitment [how to become part of the salution)
Avordance of Accountability fwiich effects the bottarm line)
Inattentian (o Results (learming what is best for the team)

Contact Coach Lorri at Larri@yaurdazzlinglife.com
or 303-680-0700

We formed a committee (because
that is what all associations do) to
look at options and how to set up a
social group. We decided to start first
with LinkedIn, since it focuses on
professional networking with
business relationships.

It took us two weeks to research it, set
up a group, assign group managers,
and feel comfortable using it our-
selves as committee members. The
next step was to notify the member-
ship. Imagine my surprise when, just
two weeks after we set it up (but had
not promoted it to ANYONE) that we
had over 20 requests to join the
group!

Now, three weeks into the project
following the email announcement to
our members — we have over 20% of
our members participating in our

LinkedIn group for BMA Colorado.

We did decide, early on, that this
LinkedIn group would be open to
members only and plan to promote

it as a member benefit. It didn’t cost
us anything in terms of financial
resources, only time. I'm convinced it
was the right way to go — marching
forward into the new world of social

media. m
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< Weet in the center
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COFMVERTIONN

CENTER

GRAND JUNCTION®

Colorado's Wine Country

e

£ N
advénture

Here, groups can venture from a canyon
hike, to a rafting frip, to a winemaker's
dinner. Qur dramatic mountains, yearround
golf and over 18 wineries offer groups a
creative mix. We have 83,000-square feet of
meating space, including 26,000-square feet
at Two Rivers, the largest convention center
in Western Colorado. Enjoy 3,000 first-class
rooms and easy arrangements by our
professional staff.

800.962.2547
visitgrandjunction.com

GRAND JUNCTION VISITOR & CONVENTION BUREAL
740 HORIZON DRIVE, GRAND JUNCTION, CO 81504
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What if yoiiicould}. S §

Make more money, finally get organize

and have the time to plan strategically?

Sound impossible?

You could join a peer advisory group —

it was both Ben Franklin and Andrew
Carnegies’ method of choice to
guarantee success in business.

What are peer

advisory groups?

There are two types of peer groups —
one formed of colleagues in the same
industry, but who are separated by
geography or some other natural bar-
rier that precludes competition. The
other type of peer group is formed of
business owners in different types

of businesses, but who are all at the
same stage of development. In any
case, it is a group of people who come
together for a specific reason (like
business development), to collaborate
and share knowledge.

“I had formed most of my
ingenious acquaintances into a
club for mutual improvement.
Our club, the Junto, was found

so useful and afforded such

satisfaction to the members,
that several were desirous of

introducing their friends.”

— Ben Franklin

What do you get from it?
Collaborative brainstorming, help
with hard decisions, trusted advice,
first-hand experience, and a quick
sounding board, while the meetings
themselves offer a welcome break to
focus on critical business issues. A
peer advisory group is a group of busi-

ness owners from diverse industries
who get together on a monthly basis
to solve problems, share best practices
and offer each other peer support.

It's the place you go to talk about
those tough decisions that need to be
made — you can't talk about it with
your employees. There’s always the
fear of starting a rumor, or worse yet,
of competitors knowing the ins and
outs of your business. Peer groups are
the absolutely confidential place to
get insight and feedback from others
who’ve been there.

They can also be a complementary
addition to executive coaching and in
some cases, the organization provid-
ing the group also provides coaching.

Colorado Society of Association Executives m
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Peer groups are very popular right
now. Ten years ago, very few business
owners knew what a peer group

was, but today it’s fairly common
knowledge.

You are the sum total of those that
you spend the most time with — even
Andrew Carnegie attributed his entire
fortune to the power he accumulated
through the group of men he sur-
rounded himself with.

Who joins?

Business owners, entrepreneurs, inno-
vative thinkers with businesses in the
same stage of development. People
who join a peer group are the movers
and shakers in their industry — the
ones who are constantly pushing the
envelope of professional growth —and
who are willing to do whatever it

takes to reach their goals.

Different groups have a different
focus, and becoming a member typi-
cally requires meeting some qualifica-
tions. Membership qualifications
include minimum revenue levels,
number of employees, industry exclu-
sivity and most are by invitation only.
Cost varies from $700.00 to $15,000.00
annually.

It is also vital that every member of
the group be in the same decision
making capacity in their business,
and that all the businesses are in the

same stage of development.

It doesn’t work to have a solopreneur
at the table with the CEO of a high-
tech company.

Colorado Society of Association Executives —m

What are the elements
that make up a successful
peer advisory group?

There are three components of a

successful peer advisory group:
Collaboration, Confidentiality and

Structure.

1. Collaboration

The collaborative process is at the
heart of the peer group process. The
mix of people and their reason for
attending is the most critical piece of
a successful group. Interestingly, the
very first step in collaboration is not
being able to work together.

It’s wholeness.

The basic requirement to really collab-
orate, to innovate, to contribute, is a
basic sense of wholeness. The equa-
tion starts with a whole number.

You have to believe that you have
something to offer and that by mak-
ing your offering you will be more,
not less. That your company will gain
more from the potential exchange
than it might lose. Without this basic
sense of wholeness, collaboration is
impossible - remember the equation

Excellence by Association [

starts with a whole number, not a
fraction. In order to truly work
together towards a common goal,
each person has to believe that giving
ideas and feedback will enhance their
business, not weaken it. This basic
attitude is a philosophy of life that
believes “what goes around comes
around” - that givers win. Doing well
by doing good is a concept at the
heart of collaboration.

Collaborate from your weakness.
Does this sound counterintuitive?
Each person has to be confident
enough to know that they have a
weak spot or vulnerability and be
willing to address that gap. This
requires a strong sense of self, a deep
belief in your company and what you
are offering and determination to be

the best that you can be.

Collaborate with those outside of
your competency.

Collaboration with someone in your
core competency will never work,
unless you are separated by geogra-
phy or some other natural barrier that

Fall 2008
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allows you to maintain your own
sense of market share. It’s just too
difficult to offer your best advice to a
competitor, and that is not the focus
of a true peer advisory group.

2. Confidentiality.

If I could land on any one element
that is the crux of the peer advisory
group process, it’s confidentiality.

Every member of the group must
know beyond a shadow of a doubt

that what is discussed at the table
stays there. Without that guarantee,
members are not able to freely pres-
ent challenges or offer feedback.
Most peer groups have some kind of
a written agreement that clearly
spells this out.

3. Structure drives results.
The structure of the group and for-
mat of the meetings makes all the
difference in whether the process is
successful. It’s the contract the group
agrees to - We've all been to meet-
ings with seemingly no agenda -
what a waste of time!

Peer groups typically have the fol-
lowing format: one or two members
are chosen as the presenting mem-
bers of the month. Each one presents
their biggest business challenge of
the month. The facilitator guides the
rest of the group in asking clarifying
questions —what is at the bottom of
this concern? Then the group offers
their opinion and feedback about
how they may have handled a simi-
lar problem. It’s this formalized
structure that produces results.

————bernard
Financial Services

Benefit Plans for Executives & Staff

Managing Association Reserves*

David 1. Bernard

Chic, CEP=, CLU, M5M

2677 South Troy Court

Anrorn, Colorado 80014

302, 7501555 = 303,750 Ihﬁl_ﬁn

| BBR. 7604247
davidebernardfinanclaliervices.com
wnmbermuradfingmcialiervices com

*Securitles and Investment Advisary Services
utfered I!hl:.mp;h NEPP Securitics Inc,
a Broker/Miealer, Member FINRASSTPC and
a Federally Registered Invesiment Advisor
NEP Securitics, Ing, is not affiliated with
Bernard Financial Services

A skilled facilitator makes all the dif-
ference in the clarifying process, and
helps the presenting members stay on
track with what they are presenting.
Without a designated facilitator, the
group will have a tendency to wander,
not stay on task and risk becoming a
social event rather than a business
strategy session.

How to create your

Own peer group

So you want to participate in a group,
and you want to meet with people
you already know — do you want to
try to “do it yourself?” It’s possible to
create a peer advisory group for your-
self, if you follow some guidelines:

« Decide that you're committed to
creating a group
« Evaluate who you want at the
table — only invite those who
> are impeccably honest
> have high integrity
> are givers, not takers
> are successful in their field
> are willing to make a
commitment
> have a business in the same
stage of development as the
rest of the group
« Create category exclusivity
« Designate a facilitator

Good luck in becoming part of the
collaboration equation. Remember,
1+1>2! m

DAWN TODD OF THE MOMENTUM GROUP,
CAN BE REACHED AT 720.366.0773.
WWW.MOMENTUM BUSINESSCOACHING.COM
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Do You Need a Coach?
T

selves as a “coach.” There are business coaches, life coaches, management

hese days, at virtually any type of community, association or business
event, you will most likely meet at least one person who labels them-

coaches, executive coaches...and even phone fitness coaches.

Although it may seem to be the
profession du jour, coaching has
become a popular concept and can

be an extremely valuable asset to an
association. A qualified, capable coach
can help you and your employees
remain focused, hold you accountable,
and assist with working with your
board. And if you need assistance
with issues such as membership
development, association manage-
ment or finance, a coach may be

the answer.

Depending on their education, experi-
ence, and expertise, a coach can help
you address these and other issues,
create plans and assist with problem

solving. But as with any significant

WHERE BIG IDEAS ARE BEORN.

From corporate retreats to group events,
the awe-striking beauty never fails to inspire.

TellurideConference.com / B88 605 2670 ext.300
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Calendar of

LEARN WITH LEADERS LUNCHEONS
$40 Members/ $50 Non-Members/1st Time Guests $15
Approved for CAE: 1 Hour/Credit

November 7, 2008

person or entity that becomes
involved with your organization, it’s

important that you do your home-
11:00 a.m. | New Member

Orientation, Spotlight
Series, or Networking
11:30 a.m. | Lunch
12:00 noon | Program
1:00 p.m. | Wrap Up

A Focus on the Economy

Don A. Childears, President & CEO,
Colorado Bankers Association
LOCATION: Four Points Sheraton —
Hampden

work. Taking care to engage the right
person will ensure that the coaching

experience is a positive one.

How Do You Choose
the Right Coach?

To make the most of your association

December 5, 2008
Giggles Are Good for the Soul

Register online at csaenet.org LOCATION: TBD

dollars and ensure that you engage

RASFC

ASSOCIATION SERVICES MANAGEMENT COMPANY

Call and learn how ASMC can help!

Innovative, full service management for
your growth oriented professional association.

+ Full Service - Comprehensive
Association Management

+ Leadership Development + NDR Generation
+ Membership Recruitment and Retention

. R + Financial Management + Event Management
Leading the Business of + Web Based Initiatives

e + Proven Success with

Local to International Clients

Jeffrey Arnold, MAM 4 Robert Spangler, MPA
jeff@assn-services.com 4 rob@assn-services.com
720.259.3432 4 www.leadingassociations.com

it

A business coach is no longer a luxury;
it has become a neccessity.

Achieve significant growth this year.
+ Overcome Economy Changes

+ Rapidly Expand Your Customer Base
+ Stop Turnover

+ Gain Control of Your Time,
Team & Money

Call today for a FREE
Business Health Check!

303-699-0799

ActionCOACH

- . Yolanda Duperret, MIM
business coaching

Certified Business Coach

www.actioncoach.com/yolandaduperret

Colorado Society of Association Executives m
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the best person for your needs, the
following questions should be
considered:

What do you expect from a coach?
You first need to have a clear idea of
exactly how you expect the person to
benefit your organization. Why and
how do you envision being helped by
a coaching professional? Do you sim-
ply want ongoing encouragement and
accountability sessions, or are there
specific areas in which you need help,
focus or direction?

How are your issues defined? If your
coach will address problems and
issues, then you need to define them
and choose your coach accordingly.
For example, if maintaining adequate
staffing is a problem or your member-
ship has recently fallen off, you need
someone with experience and knowl-
edge in those areas. If the organiza-
tion’s cash flow is a problem, you may
need someone with a strong finance
or accounting background.

What type of coach do you need?

You may not be able to find a coach

in your geographical area who specifi-
cally targets professional associations.
Someone who specializes in working
with non-profit or charitable organi-
zations may also be a good match.

Fall 2008



Who will be working with the coach?
Will this person only be working
directly with you as the executive
officer of the organization, or will
they also work with your staff? Will
they have interaction with your
board? It’s important to know this

up front, as some coaches may not
customarily work with multiple
people or wish to have board involve-
ment. Another consideration is that
you might feel more comfortable
having open, candid (and possibly
more productive) conversations with
someone who will not be directly

involved with board members.

What coaching style do you envision?
Personalities and styles are as varied
as coaching types and you need to
have someone with whom you can
work effectively. Do you envision your
coach as a hand-holding person who
will guide you gently and offer lots

of encouragement? Would someone
with a military style be more suit-
able? Do you want a cheerleader who
will simply motivate as you move
toward your goals? Or do you want
someone with a more solid

business background? As with any
outside professional, it'’s important
that your coach be a good fit for your
association.

What type of venue and frequency
would best serve your needs? Do you
need someone to meet with you in
person or would telephone coaching
sessions suffice? Would you be better
served by having weekly coaching
meetings or would once a month be
more compatible with your schedule?
If you have large gaps between meet-
ings, you may find yourself reviewing

Colorado Society of Association Executives —m

Review

REVIEWED BY MARILEE YORCHAK, CAE,
BUSINESS MARKETING ASSOCIATION, CO

Published by ASAE & The Center

for Association Leadership

As a follow up tool to 7 Measures of
Success— What Remarkable Association
Do That Others Don’t, ASAE has pro-
duced an implementation guide and
assessment tool to assess your organi-
zation against the seven measures
and help guide your ongoing efforts
to become remarkable.

| found this guide to be easy to read
and motivating. The guide gives an
overview of the 7 Measures process,
steps to get started, project preparation
and design, the assessment tools, and
how to interpret the assessment and
implementation, along with evaluating

results. An extra bonus is a CD that

the same issues instead of moving
forward. Meeting frequency should
be structured to provide the greatest
benefit from your coaching dollars.

Do they have solid credentials and
references? Perhaps most important-
ly, before you bring an outside coach
into your organization, take the time
to carefully review their credentials
and obtain references from other
clients. These days, many people who
are retiring, out of work, or wishing to
change careers are setting themselves
up as “coaches.” However, they may
lack qualifications and expertise
needed to advise others. Check out
candidates with the same degree of
caution you would use if hiring a

key staff member.

Excellence by Association [

includes an excel spreadsheet with
formulas for inputting the assessment

responses, sample cover letters, etc.

Be forewarned though — you must have
resources and be committed to using

those resources, be they financial,

manpower or just your own leadership
skill set — to utilize the ideas in this
book. It is not something you can do
lightly, and you will need a champion
on the board and in the executive ranks
to make this work. There also needs to
be an openness to explore and a will-
ingness to change. Above all, you need
TIME to do this process right.

At a cover price of $49.95 — | think this
guidebook is a good investment.

Things to consider:
Confidentiality. The degree to
which your coach will be privy to con-
fidential information is subjective and
specific to your organization. Take the
time to check their references, Better
Business Bureau records, and research
their name on the Internet. Make it
very clear that the association’s infor-
mation must be kept absolutely confi-
dential. If you have a gut feeling that
something isn’t quite right, then

don’t bring the person on board.

Exclusivity. Because similar associa-
tions sometimes compete for mem-
bership, you may want some assur-
ance that yours is the only association
in your industry with whom this

individual works. In the for-profit

Fall 2008
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business arena, it’s quite common
for coaches to have only one client
in a certain industry, and the same

principles could apply to associations.

Measurable outcomes. Depending
on the reason you bring in a coach,
you may want assurance of measura-
ble outcomes. This could mean raising
your membership numbers by a cer-
tain amount over a set period of time.
Perhaps you want the association’s
gross revenue to increase by a certain
percentage, or annual expenses to be
lowered by a specified amount. This
way you can clearly see the results
produced by the coaching
relationship and whether or not

the person is actually benefiting

the association.

i

®

GNEAT DIVIDC
LEREE K

A qualified, committed coach can be

extremely beneficial in helping you

solve problems, create plans for the Bernard Financial...

future and stay on track. Look at it as a 4 Chlglef{ NNz 13

type of partnership as you are working Neae e b Staging

together toward your goals. Time spent Denver Center for the

researching to find the right person Performing Arts

will help ensure that your coaching Lo
. . . . GL Specialties
experience is positive and productive. m

Grand Junction Visitors Bureau

Karyn Buxman

Keystone Resort

Momentum Business Coaching
Pinnacol Assurance

JUDY BLASKOWSKI OF BUSINESSTRUTHS® Raft Masters
CONSULTING, INC. IS CO-AUTHOR OF THE
POPULAR BOOK THE STEP DYNAMIC: A
POWERFUL STRATEGY FOR SUCCESSFULLY Telluride Tourism
GROWING YOUR BUSINESS. SHE MAY BE
REACHED AT WWW.BUSINESSTRUTHS.COM.

Santa Fe CVB

Your Dazzling Life

. 5 : - | + 4 ¥ cial T y CEd i
!.'\.!'l ricace fhe chi CITNNE \ ICLOTian ||.|\‘- n al [lil-.-. |-l. nridid bor a truldy I.!-.I-"rl—l\,'\..!'\.lllll HNICCENE I| MO

town of Breckenridee offers spectacular scenery a5 well as countless cutdoor activites, Qur lodging

— properties offer Hexihle meeting space and a high level of service. Mlan vour meeting in the

H

|Cryemal Pk Lenlge

Breckenridge

WETRPI TALITY

igh Country and vour members will never forger the experience,

www.BreckenridgeHospitality.com - 866-263-7166
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Member SPOTLIGHT

have had the opportunity to work in association management for nearly

20 years and really do enjoy it. I am the Executive Vice President for the

American Society of Farm Managers and Rural Appraisers, a national

professional society based here in Denver.

O A

Q: What is the function of your
business and what do you do?
A:Iserve as the chief staff person
for a national 2200 member organi-
zation. We have a small staff of nine
who all have great loyalty. I also
serve on the CSAE board of directors.

Q: What is unique about your job?
A:1 guess it is working with the
diversity of the membership.
Members range from one person
shops for professional management,
consulting or land valuation, to
members who work for large
lending institutions, management
companies, and appraisal firms.
Some of our members work for the
state or federal government while
still others work for real-estate
firms. Members are located in
almost all 50 states plus Canada
and Mexico.

Q: What is the most challenging
part of your job and how do you
address it?

A: Trying to grow the organization
at the rate the industry is growing.
Our members for the most part have
very successful growing businesses
yet our membership numbers have
not been reflective of that market
growth. We have formed a member-
ship task force made up of individu-
als who are members and non-
members, as well as prospects. We

Colorado Society of Association Executives —m

have some on the task force who are
retired and some just out of college. The
task force will be recommending to the
council and the board some innovative
actions that are entirely new for the
organization.

QO: What trends are affecting your
industry?

A: Technology — The new formats for
adult learning including collaborative
learning, online education, and the
whole social net-

working issue will be

key trends affecting

us in the next two

years.

Q: What do you like
best about your job?
Why?

A: The people & The
opportunity—I have a
supportive staff and
a great executive
council to work with.
They are truly top
drawer. ASFMRA

has many great
opportunities to
grow membership
and maximize
member services.

Q: Why did you
join CSAE?
A: High Value —

Excellence by Association [

Brian Stockman
American Society of Farm
Managers & Rural Appraisers

The networking is awesome. No
matter if it is a list serve or a meeting
opportunity I always learn something
or meet someone whom I can help or
who can help me. The reason to join
CSAE is the same as it is for ASFMRA
members joining ASFMRA. Products
and services rank high but the main
reason is still the collective wisdom
and relationships you benefit from.
It is just a ‘no brainer’.
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In

the past 7 days, I have Linked
In with 23 people, written on
my daughter’s Face Book wall, sent 3
Jott messages to myself (my memory
isn’t as good as it used to be), and
read at least 12 Jott messages from
our daughter’s soccer coach, who

uses it constantly to send broadcast
messages out to the parents and girls.
I set up a new Ning network to check
it out and see what that has to offer
after reading an article in Fast
Company. I have attended 3 different
meetings in Second Life with my
avatar, where I met two new business
contacts on our island, and even
“followed” my husband’s appoint-
ment activities using Twitter.

In that same week, I listened to 3
podcasts on different business topics,
took some short video footage of my
daughter’s winning football toss at
field day, using my Flip Video cam-
corder (where, by the way, she
whooped all the boys) and then
loaded them onto You Tube so her

friends could watch them. I constant-

Colorado Society of Association Executives m

ly use the Bluetooth connection in my
car to talk on my cell phone, and can’t

live without “Gloria” my GPS (Gloria

Vv

in our homes—they are connected
24/7—at work, home, restaurants,
everywhere.

Petunia Schreck is the

-

name my daughters
gave her) to find me
the closest Starbucks!

At Synapse 3Di, not
only am I one of the
founders, but I am the
DIGITAL IMIGRATION
OFFICER. My job is to
help those of us over the
age of 35, immigrate
into this foreign land

of digital technology.

While I have accounts
and profiles at all of

They are hyperconnected! \

these places and I am more connected
than a person really has a need for, I
do not consider myself a “hypercon-
nected” individual. I check my email
and text messages throughout the
day, but check in on most of the other
accounts perhaps three or four times
a week. But look at those 20-some-

thing’s in our work environments or

Excellence by Association [ |

In a recent study conducted by IDC
(International Data Corporation),
2,400 working adults in 17 countries,
were polled. The results showed 16%
were using 9 or more prod-
ucts/objects/ technogadgets to stay
connected and on those gadgets, they
were running over 20 applications.

That’s Hyperconnectivity! Right
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behind the Hyperconnected, were
those who used 5 or more gadgets and
ran at least 10 applications. They are

the “increasingly connected.”

What does all this mean? How will
this change our world? Well, first it’s
important to realize that our world is
always changing, technology is not
going away, and as the American
social writer, Eric Hoffer beautifully
put it, “In times of change, learners
inherit the Earth, while the learned
find themselves beautifully equipped
to deal with a world that no longer
exists.” It is time to wake up and smell
your old hard drive burning!

Because I am asked to speak on

today’s technology and how we can

use it to share knowledge, collaborate,
and build relationships in a global
environment, I often hear from “digi-
tal immigrants” (those over the age of
35) that it is all so overwhelming. It
can be if you think you must use
everything.

Here are four keys to successfully
immigrating into this digital
landscape:

Keep a spirit of adventure

See this as continuing-education and
be open and willing to try new tech-
nology. See if it fits into your world.
Talk to others about how they are
using this tool and look for success
stories. You can usually find others

around you who will complain right

along with you and assure you that
there is no need for advancement in
technology. Just hand them two sticks
and let them build a bonfire alone.
Find those who are successfully
implementing and using new

technology.

Find a mentor under

the age of 25

If you are like most people, you hang
around people your own age, and if
you are a digital immigrant, you need
to find a digital native to take you by
the hand and show you the world
through their eyes. Listen to how they
talk. Explore how they are connecting
to their friends, co-workers and family
members. Be open-minded and you
will see the future through their
lenses.

Pinnacol Assurance values Colorado Society of
Association Executives for their continued business.

As the state's leading provider of warkers'

compensation insurance, Pinnacol Assurance
offers customized service, loss prevention and
return-to-work assistance, aggressive claims
management and access to a statewide
network of medical professionals experienced
in treating workplace injuries.

PINNACOL

ASSURANCE

Pinnacaol Assurance looks forward to meeting
your workers' compensation insurance needs
for years to come.

Looking out for your business.

) ) www.pinnacol.cm
For more information, contact Pinnacol Assurance at

303.361.4000 or 1.800.873.7242.
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3. Take one application per

month and explore
The best way to get in, for some, is to
start at the shallow end and take one

\

step at a time. Perhaps this month
you set up a Linked In account. Spend
about an hour each day (remember,
this is your education) contacting old
friends and co-workers, recommend-

ing some of your business associates

or adding information to your profile.

Next month try Face Book, Jott, or be
really adventurous and attend one of
our free learning sessions in Second
Life. It's not so scary when you take
baby steps.

4.

Explore in groups

Adventures are always more fun

“In times of change, learners inherit
the Earth, while the learned find
themselves beautifully equipped to
deal with a world that no longer exists.”

when done in groups. Get two
or three friends or co-workers
together and make it a fun
learning experience. If you are
setting up your avatars to attend
events in Second Life, we always
recommend coming in with

someone else (we have a SL

Mentor group, that meets newbies

“in-world” to show them around
to the educational sites and give
tips on using voice communication,
chatting with other conference
attendees, even how to sit or change
your avatars appearance. It’s a great
adventure when you can fly around,
learning and exploring with a
personal guide.) Just as people form
networking groups to learn about
investing and other financial strate-
gies, groups are popping up every-
where for people who are exploring
the new digital world.

Two years ago, I sat at a table in
Bangalore, India with a training

Specifically designed insurance programs for
Trade Associations and their members.

D&O, E&O, Property, Liability,
Employee Benefits, and more!

For more information on how 1SU Insurance can

help

Pam Adams, CIC, CRM at (303) 534-2133.

'is"
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ISU Insurance Services of Colorado, Inc.
Continucus since 1882
CSAE

- Preferred
WWWLISUINSUrance. com Provider

director form Ireland, two managers
from India, and my husband (who is
also my business partner) from the
U.S. We were getting ready to develop
and roll out a program dealing with
leading virtual teams, using live
learning events, workbooks and lots
of webinars and conference calls.
Today that same initial meeting can
take place in our Synapse 3Di Second
Life campus, saving thousands of
dollars and many hours of travel,

and still get to sit around a table,
laughing, talking and building rela-
tionships. Programs are now incorpo-
rating engaging multimedia tools and
virtual team-building events that are
actually allowing participants to learn
from one another, share successes and

receive small group coaching.

“Beep-Beep-Beep” I just got a text
message from the client I was meet-
ing at 2:00. She wants to know if we
can make it 2:30, since she is running
behind. Ahh, I now have time for a
cup of coffee! It is a beautifully
hyperconnected world!
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2008© GINA SCHRECK IS THE CO-FOUNDER
AND DIGITAL IMMIGRATION OFFICER AT
SYNAPSE 3DI. SHE SPEAKS AND WRITES ON
USING TODAY’S TECHNOLOGY. SYNAPSE 3DlI
CONNECTS EXPERTS TO ORGANIZATIONS
USING MIXED MEDIA—LIVE EVENTS,
PODCASTS, BLOG CONTENT AND EXCITING
SECOND LIFE LEARNING EVENTS. TO CON-
TACT GINA, CALL OR EMAIL
GINA@SYNPASE3DI.COM OR 1-877-978-0887
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* Ultra-Wide Screen Display
* DLP Projection
* Line Array Audio

Add a New Dimension to Your Events

Live Events, Conventions, Trade Shows, and Meetings

Offering Audio, Video and Lighting, CEAVCQO s dedicated team of
professionals helps you deliver your message with crealivity, atten-
tion to detail and personal service at venues across the country.

‘ 6240 W. 54th Ave

BCEAVCO  imicoso:
Rental & Staging phone: 303-539-3500

WWW.CEAVCO.COoI fax: 303-539-3501




The Denver Center for the Performing Arts

Lr :
4P is as simple as---

Ensuring a round of applause by holding
your event at the Seawell Grand Ballroom
« Centrally located in downtown Denver

* Mountain Views

* Menus by Epicurean Catering

Enjoying the region’s hest pre- and post-
event entertainment PLUS group discounts

* Broadway touring shows
+ Tony Award-winning theatre
« Backstage Tours

Attending our VIP Evenings and taking
the planning out of your party

= Pre-show cocktail party

= Gatered Dinner

* Center orchestra seats to a Broadway show

The Denver Center for the Performing Arts

Speer & Arapahoe in downtown's Denver Performing Arts Complex
Adjacent to the Calorado Convention Centar

303.893.4000 » www.denvercenter.org



