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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:

CSAE is committed to
delivering high-value
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From the President

Jeffrey W. Arnold, MAM
President, CSAE

Leading Associations
(720) 259-1354
jeff@assn-services.com

CSAE PROGRAM CREATES ACCOUNTABILITY
IN LEARNING TRANSFER

How often have you attended training, returned excited about what you learned, then
immediately got sucked into office operations and implemented nothing from your time away?
Do you think this happens to your staff when they go to training, too? Of course it does.

Why is that? Often learning transfer fails to occur because of a lack of accountability.
Most of us, myself included, lack discipline when it comes to learning transfer.

Like having a “workout buddy” to help motivate us and keep us accountable for going to the
gym or a book club to keep us up on our reading, sometimes we need training accountability
partners to ensure new ideas are implemented.

Last fall, CSAE launched the “Association Management Express,” a seven-part seminar series
focusing on content from the learning domains of the Certified Association Executive (CAE)
exam. The series provided broad-based education in all areas of association management for
staff aspiring to association leadership, as well as a review to prepare for the CAE exam.

This fall, we're adding a new component — involvement of the association CEO. If you send your
staff to attend the series, CSAE will engage you in the learning process as an “accountability
partner” with your staff.

In advance of the training, association executives who send staff will also attend a special
training session where they receive tools and guidelines for mentoring their staff and
facilitating learning transfer throughout the series.

In addition to the team-building aspect, the program will most likely result in actual
performance improvement. Ultimately, the reason we attend or send staff to training is
for performance improvement, both for the individual and the organization.

What is innovative about this approach is that accountability is built into the program itself.
Management sends staff to training, but management involvement ends at approving the
registration fee.

By the way, this “innovation” is really just a best practice that is rarely practiced. Anytime you
send staff to a CSAE luncheon, seminar or webinar, you should let them know you intend to
follow up on what they learned. Then follow up.

A good follow up question might be, “What did your attendance buy the association?” Or,
“What ideas came out of the session that we can use?” Or even better, “When will you be
implementing that idea and what resources do you need to accomplish your objective?”

Since those of us who are CEOs don't always have someone to hold us accountable for learning
transfer, I'd suggest finding an accountability partner among your colleagues at CSAE or another
peer group. You may be surprised at how many more ideas from your “idea notebook” actually
turn into action.
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From the .
New President

STAYING THE COURSE IN THE NEW ECONOMY?

As we hit the middle of summer, are you wondering when the economy will
begin its ascent? If you haven’t found the answer yet, then I suggest you find
the nearest CSAE educational program - Learn with the Leaders Luncheon,
Webinar, Executive Circle meeting, or seminar —to help you sharpen your tools
for managing in this new economy.

The June Annual Conference in Loveland offered the gamut of programming to
peak your interest in managing lean (but hopefully not mean), managing your
network in innovative ways, and managing the newest legal rulings. CSAE was
fortunate to have outstanding faculty such as Sarah Michel, the opening plenary
speaker, who related some terrific tricks for finding out your strengths and
those of your staff and co-workers in her session, “NetWORTHing,” a different
approach to networking. Scott Halford provided the closing plenary about how
each of us can strive to be a “Shortcut,” and to learn how to identify those people
who are our “shortcuts,” meaning people whom we go to do things quickly and
efficiently. Being a “shortcut” for someone can add value to your relationships.

During Thursday’s lunch, Jim Davidson returned as a conference speaker with
new insights on how to approach life’s difficulties with a sense of purpose and
clarity. Mark Dorsey’s session on “Critical Trends That Could Impact Your
Association Over the Next 5—10 Years” offered insights into the issues that

all of us will face whether the economy is up or down. A special thanks to all
the Annual Conference sponsors, especially the city of Loveland for its tour and
dine-around for all attendees. The Board is especially grateful for the hard work
and commitment of Christine Bumgardner and her Professional Development
Committee for creating such a value-added experience.

If you were able to attend part or all of the June Conference, I hope you found it
valuable. If you missed the Conference, then I hope you'll join us for many of
CSAE’s cutting edge programs being offered this year.

Question: What can CSAE do for you this year? Send me your suggestions at ner-
icksn@aol.com. Question: What can YOU do for CSAE this year? Now is the time
to consider participating on a committee to give of your talents to the Society.

One major goal for this year is to make CSAE the “go to” organization for your
educational and professional development needs. Won't you help me by
identifying what you need? The Colorado Society of Association Executives —
your resource, your network, your association! Gain Excellence by Association.
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> BY GREG OLSON

What Else Should | Be Doing?

A Quick Snapshot of
Social Media Tools:

LinkedIn:

Most likely, you are already using
LinkedIn for your professional net-
work, quite possibly with a group
related to your association. If you
don’t have a profile set up or an
updated profile, go to LinkedIn.com.

Tip: Use the Q & A section to build up
thought leadership. You can join up
to 50 groups and submit relevant
news articles that you enjoy to the
groups you belong.

Facebook:

Many people are only using this for
their personal online community. I
recommend that you keep this to
friends and family. Business contacts
can join your association’s Facebook
fan page.

Tip: Join relevant Facebook groups to
find potential members/customers,
articles and industry information.
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Jigsaw:

This is a great tool for prospecting,
and an excellent way to find contacts
within an organization. Note that
there is a fee for this service.

Tip: Combine Jigsaw with LinkedIn
to find contacts.

Twitter:

This is really just a Microblogging site.
Twitter is a great tool to use for
research.

Tip: Download Tweetdeck and use
the search tool to find conversations
about topics of interest to you and
your business.

Social Media Monitoring:
It's important for you and your organ-
ization to listen to the online world
first before engaging. This will allow
you to formulate a plan and deter-
mine the key online communities
that are a fit for you. Social media
monitoring uses key words to search
for information. This is a great way to
keep up on what people are saying
about your company, industry and
competitors.

Tip: Social media monitoring free
services: Tweetdeck, Google Alerts,
Yahoo Pipes, coComment and
Commentful. Social media

]
8
I
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monitoring professional monitoring
services: Radian6 and Filtrbox.

Social Media

Submission Sites:

Digg is a social news website made for
people to share content. Digg allows
you to submit articles that people can
give a thumbs ups or thumbs down.

Tip: Digg is another way to build up
thought leadership, and a treat place
to search for content.

Social bookmarking:
Delicious and Faves.com allow you to
share your bookmarks with others
online, plus you can access your per-
sonal bookmarks from any computer.

Slideshare:

This is a great site to post your
PowerPoint presentations and word
documents. However, be sure not to
post any proprietary information.
Posting builds up your credibility
and adds to your thought leadership
reputation.

Tip: You can also link Slideshare with
your LinkedIn profile.

Blogs:

Technorati is an online tool to search
for relevant blogs. I do not recommend
starting a blog until you are commit-
ted to keeping one updated.

Excellence by Association [ |

Tip: Rather than starting your own
blog, find blogs that are interesting
and post your comments and
feedback for others to read.

Ning.com:

This tool allows you to search existing
online communities or start your own
for free.

Tip: Ning is a good place to join online
communities that are of personal
interest.

Meet up.com:

Post your meetings and events on
Meetup.com to help drive awareness
and traffic. Attendees can rate your
meetings.

A few tools and tips:

1. Manage your time with
social media

Like any new venture, learning to
use social media will take time. Take
a little time every day to review,
respond and engage in the online
community. You could spend hours
on Twitter and LinkedIn; I typically
spend about two hours per day;
knowing that my clients are
responding to me in the same
manner.

2. Follow the rules

» The main rule is to understand that
getting involved requires a commit-
ment: Members and prospects will
easily get turned off if you start and
then leave them hanging.

« Be honest and authentic with what
you post.

Do not spam. Nobody likes a
hard sell.

» Review your employee handbook
and make sure you have rules for
employees to engage social media
tools. It is no different than policies
regarding personal Internet or
email use.
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Like any new venture, learning to
use social media will take time.

- Assign social media responsibilities
to various employees; even your
receptionist and customer service
team. Your employees should report
back to you what they have found
that is relevant to your industry.

There are new social media tools
coming out every day, and most of
these tools are very simple.

Spend a little time learning about
these new tools and finding the ones
that make sense for your association.
Put your plan together with few
simple goals and assess it quarterly.
You will be on your way to talking,
playing, and contributing in the
Social Media Space!

GREG OLSON IS PAST PRESIDENT OF
COLORADO BUSINESS MARKETING
ASSOCIATION, PARTNER WITH UBIQUITY
GROUP AND PRESIDENT OF TOWNIE
MARKETING. UBIQUITY GROUP SPECIALIZES
IN GENERATING DEMAND FOR LIFE SCIENCE
COMPANIES. TOWNIE MARKETING SPECIAL-
IZES IN TRAINING COMPANIES AND ASSOCI-
ATIONS TO USE SOCIAL MEDIA TO REACH
OUT TO THEIR COMMUNITY.

GREG@UBIQUITYGROUP.COM
303-962-8700
FOLLOW ON TWITTER: @UBIQUITY

FOR MORE INFORMATION: FOLLOW MY BLOG:

WWW.UBIQUITYGROUP.COM/RESOURCES

4

/

STICK TO IT
NO MATTER WHAT! 4}

. nspiration,
dhd hope

N tough times,

F877.711.5TCK"

’ilﬁngspiririéstmngspririll.l__nﬁia‘ed.tgd’ ,

www.strongspiritunlimited.com

COLORADO’S PREMIER TECHNOLOGY CONSULTING FIRM

dedicated to helping associations use technology

TO BETTER SERVE THEIR MEMBERS.

5 A

e netFORUM association management software implementations

e Web site design and development

llutions &

CONSULTING

e Best Practice based consulting and training

To learn more, visit www.agilutions.com or call 303.298.8562
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> BY DON COOPER, THE SALES HERETIC™

at Your Next Meeting

Whether you're planning a monthly Select the Right Spe akers Because even if your speakers are
meeting, a public seminar or an inter- amazing on the platform, if their mar-

national convention, you want as Most meeting planners select speakers = keting materials don’t effectively sell
many attendees as possible. So how they’'ve seen before or have been them, you'll never get people to come
can you increase attendance at your referred by another meeting planner. in the first place.

next event? (Without spending a You want to know your speakers will

fortune on marketing or a big-name perform well on stage. However, if you = So what should you focus on in a
celebrity speaker?) Just follow these want your event to be an overwhelm- speaker’s marketing materials? Their
guidelines. ing success, that’s not the only criteria. | program titles and descriptions. This

is what your members will primarily
use to decide whether or not to
attend your event.

Are the titles (and sub-titles) atten-

. . tion-grabbing? Are they provocative,
Maybe it's time to bring in an outside marketing expert J 2 =

to remove those marketing obstacles which stop your
association from achieving its important goals.

timely or enticing? Do they promise
a benefit?

Are the program descriptions clear
and compelling? Do they make you

"
m e nto rl n g think, “I've got to see this!” or do

they induce a yawn? If the program

descriptions don’t excite you, odds

Pecanne Eby, MBA is a seasoned marketing
consultant with extensive association marketing
and brand building background. From the practical
and tactical to more strategic marketing issues,

are they won't excite your prospec-
tive audience either.

Also look at the speaker’s testimoni-

this is no nonsense consulting that works (and )
als, because you can use them in your

won’t make your head hurt!).

own promotional efforts. Do they
have testimonials stating the results

> 303.748.8087

attendees have achieved because of

www.BrandMentoring.com = pecanne@BrandMentoring.com

the program?
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Create Marketing Pieces,

Not Just Announcements

Too many organizations simply send
out event announcements listing the
date, time, location and speaker.
That'’s not enough!

There is more competition for your
prospective audience’s time and
money than ever before. You must
make a compelling case why they
need to attend your event.

In other words, you have to create
marketing pieces. A good marketing
piece doesn't just provide logistical
information, it persuades people to
take action by addressing issues
important to them.

A truly effective event marketing

Pinnacol Assurance thanks the Colorado

piece must have all 12 of the

following elements:

1. Strong Headline and Sub-Head

“2009 Annual Conference” is not a

headline. It might be what your

event is, but it’s not a headline.

A headline grabs the reader’s

attention and makes them want to

learn more. In a marketing piece, it

typically promises a benefit. Here are

some examples:

« Is This the Year You Finally Achieve
Your Biggest Goals?

« Don't Just Survive the Economic
Crisis, Profit from It!

2. Date, Time, Location | Make sure
this information is easy to find. In a
brochure or on a web page, list it at

least twice. You might also want to

provide driving directions,

a map and/or parking information.

Society of Association Executives for their

continued business.

As the state’s leading provider of workers' compensation insurance, Pinnacol
Assurance offers customized service, loss prevention and return-to-work
assistance, comprehensive claims management and access to a statewide
network of medical professionals experienced In treating workplace injuries.

Pinnacol Assurance looks forward to meeting your workers' compensation

insurance needs for years to come.

For more information, contact Pinnacol Assurance at

303.361.4000 or 1.800.873.7242.

PINNACOL

— ASSURANCE
4 Colorado’s choice for workers' compensation
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www.pinnacol.com
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3. Program Outline | Give people a
good idea of what will be happening
at the event. For a full-day or multi-
day meeting, provide a schedule.
Include meals, networking time and
anything else of importance.

4. Benefits of Attending | This is the
heart of your marketing message. This
is the answer to the question, “Why
should I invest my time and money

to go to this thing?” You need to be
specific and promise results.

5. Presenter Bios | Biographical infor-
mation establishes the credibility of
the speakers.

6. Special Features | Besides a speaker
or two (or a dozen), what does your
event have to offer? Mention any and
all features that might be of interest
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to your attendees. Things like:
« Trade show

* Golf tournament

» Comedy show or concert

« Spa discounts

7. Testimonials

Testimonials are one of the most pow-
erful, and most overlooked, elements
of a persuasive marketing piece. You
want to use two types: testimonials
about your speakers and testimonials
from attendees of your previous
events. The more, the better.

8. Who Should Attend | Specifying
who the meeting is intended for cre-
ates a connection between the reader
and the event. If it’s designed for
them, they feel more attracted to it.
Listing who will benefit from attend-
ing can also cause the recipient to

consider bringing along colleagues,
staff, friends or family members.

9. Investment | Notice it’s not “price”
or “cost.” Those words imply your
meeting is an expense. The word
“investment” promises a return.

Put the investment amount near the
end, so they get a chance to appreci-
ate the value of your event first. If
there are any special offers, highlight
them. And point out what a bargain
the meeting really is.

10. Registration Incentives | You
want your attendees to register right
now. But if there’s no incentive, peo-
ple wait until the last minute. And the
longer they put it off, the greater the
chance they’ll forget entirely.

So give them a reason to register
immediately.

11. Registration Information | Make
it easy to register! I've seen registra-
tion forms that were so confusing, I
had no idea how to fill it out or how
much the event was actually going
to cost. Be certain your registration
instructions are simple, clear and
easy-to-follow.

12. Call to Action | A call to action is
like the close in a sales presentation—
if it's not there, the prospect likely
won't do anything. So tell them exact-
ly what to do (“Click here to register!”
“Fax this page to...”) and when to do it

(“Now!” “Today!”).

Many people protest, “That’s too much
information! Nobody will read all

800.893.6156

iR B8 oA .

|

Surrounded by beauty. Built for business.

Keystone Conferences.

KEYSTONECONFERENCES.COM

3% KEYSTONE

IT’S ALL HERE

FOR CONFERENCES OR A GROUP GETAWAY, Keystone can help you
create a successful, memorable experience for everyone involved. We're a short drive from
Denver International Airport with state-of-the-art facilities that can accommodate any
size. And, because we know what happens outside the meeting room is just as important,
Keystone gives you the opportunity to experience the best of the Rocky Mountains all in one
place. The total experience. Book now and receive a 15% discount for conferences
arriving by April 10,2010. AT KEYSTONE, IT’S ALL HERE. 800.893.6156.
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that!” The evidence supports exactly
the opposite. Research has proven
again and again that, well written, long
copy always outperforms short copy.

Market to Your Audience

Early and Often

Many event marketing campaigns are
doomed before they begin because
they start too late. You must create
awareness of your meeting before
your prospective audience has the
chance to make other plans.

For a monthly event, your first
marketing push should go out 2% to

3 weeks beforehand. For a one-time
event, at least 3 to 4 months ahead.
And for an annual event, your
campaign should begin 6 to 9 months
in advance.

You don’t have to have all the details
set that far ahead of time. Your earli-
est marketing efforts can be teasers,
just mentioning the event and what-
ever major details you've already
confirmed.

How many times should you market
to your prospective audience?

For a monthly event, shoot for 3 to

4 communications. For a one-time
event, 6 to 8. And for an annual event,
9 to 12. Seem like a lot? It is. It needs
to be. Because the more often you hit
your potential attendees with your
marketing, the more registrations
you'll get.

Each communication can (and should)
be a little different. One marketing
piece might highlight the keynote
speakers, while another focuses on
the concurrent sessions. A third could
simply be a long list of testimonials.

Do These Tactics Work

attendance by more than 50%.
Consistently?

You bet. During my year as president
of the Colorado Chapter of the
National Speakers Association, I

Whether your meeting is local or
international in scope, members-only
or open to the public, dirt-cheap or
implemented this approach and big-ticket, these strategies will work

increased our monthly meeting for you too. m

DON COOPER—THE SALES HERETIC™—IS AN INTERNATIONALLY-ACCLAIMED SALES EXPERT
WHO HELPS SALESPEOPLE, BUSINESS OWNERS AND PROFESSIONALS DRAMATICALLY INCREASE

THEIR SALES. HE DELIVERS CUSTOM SEMINARS AND KEYNOTE SPEECHES FOR CORPORATIONS,

ASSOCIATIONS, CHAMBERS OF COMMERCE AND OTHER BUSINESS ORGANIZATIONS.

7’U'e ené’ aces

Where Meefx@f Can Soar

NORTHERN COLORADO’ S

Exclusive Caterer
The Ronch exclusive caterer,
Cwvafions Food Services sefs
the swtandard for events of
distinction. From oppetizers
to buffets te plated dinners
and everything In between =
rest assured that meals will
be prepared and served to
the highest stondards.
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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, CEAVCO ¥ dedicated team of
professionals helps you deliver your message with creativity, atten-
tion to detail and personal service at venues across the country.

" 6240 W, 54th Ave

‘ CEMCO Arvada, CO 80002
Rental & Staging phone: 303-539-3500

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




> BY SCOTT HALFORD

Be a Shortcut:

The Secret i@
Fast Track ¥ .

to Busines

Success

If we want to deserv
—Nido Qubein, author, speaker, and president, High Point University

rame yourself like a “Shortcut”

and people listen very careful-

ly. Shortcuts are those individ-
uals and entities that are surviving in
this Darwinian-like economy — the
survival of the fittest. They're the ones
with the most efficiency, the deepest
new insights into their particular
subject matter and who are able to
broker new deals when people don’t
feel like dealing.

It stands to reason in this economy
that money is being spent more
frugally, and budgets are being
rethought. But, money is still being
spent, and mostly on the things that
can make the spender feel financially
safe again; that lead to growth —the
things that can quickly and efficiently
get them to the goals they have. And,
they’re looking for the Shortcut who
can get them there pronto.

Think of the person in your office who
you go to for a particular task — the
one who performs and doesn’t hem
and haw about it; they accomplish it

Colorado Society of Association Executives m

ore, we

and often go above and beyond. That’s
a Shortcut. Hands down, you go to
them every time because they are

your Shortcut for that task. Does that
describe how your clients or colleagues
think of you or your services? If not,
here is how you can become a Shortcut
and increase your influence and value.

Clients and colleagues need us as a
Shortcut for particular tasks when
while achieving their goals they
have a lack of:

1. Time

2. Talent

3. Desire

ide more.

They’ll come to you (like you go to your
Shortcuts) because you're the “category
killer” in your particular area, and
when someone thinks about that
category, they think of you.

The other part of the formula is when,
as a Shortcut, you make someone’s life:
4. Easier,

because they don’t have to

do the legwork

5. Better,

because the quality of their life goes
up, or they look good to those they
wish to impress

e pint your name on ¢he mag...
ov almost anything else.”

;4}5’15{.-&{“ ‘AHM
Ce 't Lregn
s T

Promotional
Products

An Independent Kaeser & Blair Dealer

303-456-9035 =www.glspecialties.com

Fax: 303-456-6370
glspecadiaglspecialtics.com  Arvada, CO 80001

LINDA SCHAFER

PO. Box 2321
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6. More money,
profitable because they just
make more money.

Take a few minutes and think
about if you frame your skills or
services as a Shortcut to some-
one else’s success. My predic-

tion is that when you do, you'll

build the success you want
because you're helping your
clients and colleagues build
the success they want.

Find out if you're a Shortcut by
taking the free Shortcut Quiz at
~ www.BeAShortcut.com. =

SCOTT HALFORD IS PRESIDENT OF COMPLETE INTELLIGENCE, LLC AND SPEAKS
AROUND THE WORLD ABOUT SUCCESS BEHAVIORS. HIS BOOK, BE A SHORTCUT:
THE SECRET FAST TRACK TO BUSINESS SUCCESS (WILEY 2009) IS AVAILABLE
NOW. REACH SCOTT AT WWW.COMPLETEINTELLIGENCE.COM

Answer:

Debra Fine is a former engineer now internationally recognized keynoter and author delivers

® Do your association members and staff dread networking events, meeting

® ew people, hospitality suites & business related social functions?

Calendar of

LEARN WITH LEADERS
LUNCHEONS

$40 Members/ $50 Non-Members
1st Time Guests $25

Approved for CAE: 1 Hour/Credit

Friday, August 7, 2009
PROGRAM FOCUS: Analyzing Hotel Contracts

Friday, September 11, 2009
PROGRAM FOCUS: Sharpening Your Focus

Thursday, October 2, 2009
PROGRAM FOCUS: Priming the Pipeline

Friday, November 6, 2009
PROGRAM FOCUS:
Tiding Up Your Shop Professionally

Thursday, December 3, 2009
PROGRAM FOCUS:
Celebrating the Holiday Season

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

fast paced, informative, entertaining, and interactive presentations focus on building business Partial Client List:

Cisco Systems © International

relationships and enhancing networking skills. Described by the Denver Post as “a mixture of Association of Administrative

stand-up comic, therapist and teacher”, her programs teach conversation techniques for both

the technically oriented professional and the spouse who is dragged along to conferences,

conventions and banquets.

Assistants * IPMA-HR e Alaska
Forum on the Environment ¢ Texas
Dental Association * Association of
periOperative Registered Nurses
Colorado Association of Realtors ®
International Association of
Municipal Clerks ¢ International

“Our group of 500 participants thought you were wonderful. They loved the topic and your Association of Fire

wonderfully energetic and amusing delivery. Many people told me we should have given you twice

Chiefs * American Bar

Association * Greater SMALJ
as much time. In the eight years that we have sponsored this conference you have proved to be our Dallas Chamber of Ta L§
most popular luncheon speaker. The response was simply overwhelming.” Commerce #
. X L. MEMBER
—Melodye A. Turek, Executive Director, Colorado Safety Association l'!r%%
Phone: 303.721.8266 www.DebraFine.com
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INCREDIBLE MEETING SPACE AND RATES TO MATCH AT THE
DENVER MARRIOTT CITY CENTER.

Rates from $129/night and Double Marriott Rewards® Points!

With 24 spacious conference rooms and 27,000 square feet of beautifully designed, flexible
meeting space, your next great event starts here! The Marriott features state-of-the-art AV
technology and wireless networking. In addition our dedicated service staff and Marriott
Event Manager, are on hand to see to your every detail. Enjoy superb dinning from our
inspired catering menus, and relax in our highly-acclaimed accommodations with spectacular

views of Downtown Denver and the Rocky Mountains.

Find your next greal venue at an exceplional rate by visiting MountainMarriottMeetings.com.

DENVER MARRIOTT CITY CENTER
1701 California Street, Denver, Colorada 80202 ,\\ﬂ rriott
Phane 303.297.1300, DawntownDenverMarriott.com DENVER CITY CENTER

" Wiaihd o Bve Daives Mol by Cenles Only, Mol valid on previeasly bocked business. Hoorme sie bmiled sod beved on tpece avalabiliy Weekday soal Weskiend alaifing e waiy, Musl book &ominliveryal 10 peék roaim ighls o quality
Mt book rvent by December 30th, 200% Must be n Masrios! Rewards member ot time of comract. Diauble poires ramed up i a maimoen of 100,000 peisds. All Marrioi Rewseds 1erms and conditinns appéy, vist Marrion R ewnnds
P
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drNor Review

COFFEE
Faremes sn Farimy Preple Pies
“"":é“"'" | Author: Carla Johnson
:’..mm;, > BY CARLA JOHNSON
' : hen it comes to leadership, the company grow into a world-
there’s no shortage of renowned brand.

“how to” books. But the difference

between books that offer laws, factors A few of his key principles:

and rules, and Behar'’s quick read is > Know who you are:
. that It's Not About the Coffee pin- Wear one hat. When you know who
‘i\ points the one thing on which every you are and remain true to yourself,
f 1 organization must focus to reach then you wear one “hat.” And when
/ success—the people. you do that, everything becomes eas-
;5( - ier, even the things you dread doing.
4’!} The book is a collection of learnings
from Behar’s career as a senior > Think independently:
executive at Starbucks. It was The person who sweeps the floor
here that he helped establish the should choose the broom.
company’s culture, which stresses Organizations naturally apply rules
the importance of people over to help with efficiency. But those that
profits. Behar coached hundreds thrive encourage employees to bring
of leaders at every level and helped their unique perspectives to the job

and take charge. Explain to people
what you expect of them, then step
back and let them surprise you.

> Be accountable:

OUEI'Wh e'm ed by Te chn DI 0'9)' D‘em ands? Only the truth sounds like the truth.

We can help you get the most from your IT solution.

Being truthful must start with you
first. If you're not accountable —both
We specialize in: in words and actions—then you can’t

» Computer Repair » Website Development expect others to be.

+ Computer Equipment 5ales = Network Monitaring It doesn’t matter if you're a company

+ Network Security < Telephone Systems of one or one million, success lies in,

-+ Data Backup and within, people. I recommend this

EXPE tEC book to anyone at any level and with-

e in any industry who cares about
Expetec of South Denver

7950 South Lincoln Street
Suite 101 dreaming big. ®m
Littleton, CO 80122

building trust, facing challenges and

For more information, Visit
www.expetec1251.com or call

303-997-1390
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GRAND JUNCTION

Colorado’s Wine Country

TASTE THE
ADVENTURE

L':i.‘::ilgl'i;llﬂ.lj unclion.com

doo0.962.2547

< Weet in the center,
ﬁi{( (Z/U.fstﬁ- (f:jlc.ytﬁ-‘;;i{




Dick Bruso >

2009 [&YA\s
CONFERENCE
HIGHLIGHTS

> PHOTOS COURTESY BRIAN STOCKMAN, ASFMRA

< Lisa Gregovich

Penny Bergsten & Liz Couture
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Agilutions Consulting

< Joan Tezak

Affordalle meeting vennes
Personalized plamming services
Rl X Tt stk catret :‘Ifl'i!.l‘:i!ﬂﬂ'ﬂj

AORN, Highpoint Office Building.............. 22

Brand Mentoring 10

Ceavco Rental & Staging........coveeeeereceennne 14

Debra Fine 16

Embassy Suites Loveland..............cc...... IBC

Expetec Technology Services ...................... 18

Gary R. Copeland 22

GL Specialties 15

Grand Junction Visitors Bureau................. 19

ISU 21

Keystone Resort 12 1-800-TH8-0475 | VisitSoettsBlofT.com

Marriott Denver City Center .................... 17

Marriott Vail OBC Specifically designed insurance programs for
Pinnacol Assurance 1 Trade Associations and their members.
e D&, B8O, Propery il
Raft Masters FC Employee Benefits, and more!
Ready Talk Conferencing.........cccoeeeccecereuurunee 6 For more information on how ISU Insurance can
Scotts Bluff, Gering Nebraska..................... 21 P:;]iﬂzﬁgfgtg (YZ{I){III\:I ?;g(a%l:;:)a E;:_Z?l;&
Strong Spirit Unlimited 9

The Kyle Group 16 PGP 5 imirmrce Sepyce o coloado. e
The Ranch 13 www.isuinsurance.com EEE%?

Colorado Society of Association Executives m Excellence by Association [ Summer 2009




HELPING suplioﬁr YOUR
JOURNEY TO SUCCESS

Keynotes | Seminars | Breakouts

Change: Handling Change
Successfully

gardner, President & CE

Stress: Coping With Stress ancial Training
Leadership: The Challenge of
Leadership Secretary-T

eg Williams, MBA, Red Point Resou:
ociation Manager, Colorado Chapter A
Society of Landscape Arc

Communication: Listening Skills/Public
Speaking Can Be Fun

Gary Copeland, Speaker
Gary R. Copeland & Associates

Aurora, CO 80012

t President:
ey W. Arnold, MAM,
Association Services Management Co

303.873.7500
garyspeaks@aol.com
www.GaryCopeland.net

Directors
Lisa Gregovich, Customer Service Manager,
AORN- Association of PeriOperative Registere

Mark Grueskin, Attorney at Law,

Office Space Available -- Southeast Denver
Isaacson Rosenbaum, PC

The Highpoint Office Building in 3 Denver has first and second
floor suites immediately available for lease, Sices range from
1300 to 3000 square leel.

Caren Hunt, CAE, Caren Hunt Consul

This 106,000 SF, 4-story building is close to doewntown, DTC, and
DiA, and provides on-site facility management, parking, a fully-
equipped fitnass center, and conference room. Additional

ave Kanagy, CAE, Executive Direc
ing, Metallurgy, & Exploratio:
meeling rooms are also available for rental.
obinson, PhD., CAE, Exe

“AQRN understonds associotions, because they are one, This is of Bariatric Physici

mare than an office building, it's a community, (1T, CSAE)

adle, CAE, Assc
ing Asso

For a tour, pricing, or other information, please contact!

Ron Brown, RPA, CFM, Facilities Director
Association of periOperative Registered Nurses Senio
B800-755-2676 or 303-755-6304 %251
21/0 5. Parker Rd. Suite 400
Denver, CO 80231

< AORN
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HASSLE-FREE ADVENTURES START HERE.

With more than 40,000 square feet of state-of-the-art meeting space,

affordable add-ons and an ideal setting just 40 minutes from Denver ];

J

International Airport, the new Embassy Suites Loveland offers everything

you need for success. You'll even find two-room suites, a complimentary EMBASSY SUITES®
cooked-to-order breakfast, evening Manager's Reception* and the rejuvenating Loveland - Hotel, Spa & Conference Center
4705 Clydesdale Parkway, Loveland, CO 80538
Spa Botanica for an experience that's as rewarding as it is productive. Tel: 970-593-6200
Fax: 970-693-6202
For more information, email sales@embassysuitesloveland.com embassysuitesloveland.com

or call (970) 612-2385.

EXTRAORDINARY. ELEGANT. EMBASSY SUITES® LOVELAND

“Subject to state and local laws. Must be of legal drinking age. Hilton HHonors® membership, earning of Points & Miles®, Another exceptional hotel by John Q. Hammons

The Hilton Family  Hilton HHonors  and redemption of points are subject to HHonors Terms and Conditions. ©2009 Hilton Hotels Corporation



The luxurious Vail Marriott Mountain Resort & Spa boasts abundant meeting space,
from grand to intimate, and magnificent views for al fresco events: over 21,000
sq. ft. of meeting space with 21 breakout areas, an 8,286 sq. ft. Grand Ballroom, a
3,000 sq. ft. pre-function lobby, and the 4,400 sq. ft. Colorado Ballroom.

For more information, special offers or to book your evenl at the fabulous Vail Marriotl
Mountain Resort & Spa, call 970-476-4444 or visit www.vailmarrioftmeetings.com.

eoetshipoiinmmioy o VAIL MOUNTAIN

Vall, Colerade 81657 RESORT & 5PA
Phane 970-476-4444
VailMarriott.com ,M;Irl'l oft.
L : -

200 Marrisn iseeranonal, ine





