
It is becoming a crisis in many associa-
tions—how to enlist the participation of
younger generations in the myriad of

chapter meetings, conferences, lobbying
and other activities crucial to the organiza-
tion’s mission. When asked, association
leaders lament the aging of veteran mem-
bers and the lack of enthusiasm among
new entrants. “They keep asking ‘What’s in
it for me?,’” say these leaders. “Don’t they
understand how crucial they are to the sur-
vival of the organization’s future?”

Well, no. They probably don’t. But can
you blame them? Those in their 20s and 30s
have grown up with a different take on
what’s important in life. As children in the
seventies and eighties, they experienced, first
hand, the tumult of social chaos, layoffs,
Vietnam, recession, divorce, inflation, gov-
ernment scandals and a host of other socie-
tal maladies. These events have left the so-
called Generation X with a skepticism about
institutions and their value to society. 

When invited to join a trade or profes-
sional organization, their antennae emerge,
sniffing around for hidden agendas, time-
consuming bureaucracies and the endless
politics that characterize so many Baby-
Boomer-led groups. Sadly, they discover
much of this lives in today’s associations. 

Is this meant as an indictment of asso-
ciations and their leadership? Certainly not.
The difference is in perception. Many Xers,
having learned self-reliance in their youth,
simply choose to go their own way, and
that has not included traditional institutions
such as associations and other pillars of
American society. They tend to take a hard-
er look at the benefits of association mem-

bership before jumping in with both feet.
So what’s an association to do?

Embrace technology. Xers are famous
for having an electronic network of 100 or
more people with whom they communicate
regularly. They survey each other on a
wide range of topics, both personal and
professional. As one can imagine, this can
be a mixed blessing. If they find your asso-
ciation helpful and effective, they will tell
their colleagues. If they don’t…they will tell
their colleagues. 

The more you can integrate technology
into the machinations of the organization,
the more you will attract the interest of
Generation X. Members should be able to
register online for meetings, obtain the
notes from seminars, link to other industry
sites, participate in chat rooms about indus-
try-specific topics and benefit from a host
of other services without leaving their com-
puter, wherever that computer may be.

Take life balance into consideration.
Xers work to live. Older generations live to
work. Herein lies one of the biggest chal-
lenges to participation. Given the option
between attending an evening chapter
meeting or spending time with family, Xers
will choose family every time. Xers focus
on the outcome, not the task. If associa-
tions are to serve this younger generation
effectively, then they will need to provide
services that serve the individual without
putting them through some time-consuming
process for doing so. 

Stop circling the wagons. Generation
X has matured into a society where politics
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In May, the CSAE board met to review our
core purpose and to take a further look at
the supporting vision elements we devel-

oped a year ago in our strategic planning
process. Why look back on something we
did a year ago? To make sure that our strate-
gic plan, its elements and the organization
as a whole are moving forward in a positive
direction and, in our ever-changing industry,
continue to meet your needs as association
management professionals. 

The board agreed that CSAE’s core pur-
pose remains unchanged and to support
association executives in the ongoing pursuit
of knowledge, wisdom and continued profes-
sional excellence is our raison d’être or rea-
son for being.

We also reviewed each of our nine
vision elements and have outlined them
below. Those in bold have been modified or
added to better serve our core purpose. 
1. Serve as a think tank for understanding,

exploring and embracing the future
2. Deliver cutting-edge programs and cus-

tomized services
3. Demonstrate and encourage the

effective use of information technol-
ogy in association management
(revised)

4. Offer a gathering place for the associa-
tion management community and pro-
vide a variety of energizing experiences

5. Provide information on best prac-
tices and success stories in associa-
tion management (revised)

6. Embrace strategic partnerships/alliances
to provide innovation and efficiency to
members and customers

7. Promote public awareness of the impact
of associations on society and the role
of the association management profes-
sional

8. Improve and enhance communications,
education and relationships to positively
affect public policy

9. Create an
open and collaborative envi-
ronment that fosters membership
participation and service, and
advances CSAE (new)

Vision Element #3

While the board originally thought one of
CSAE’s goals would be to “innovate and
lead in contributing to the use of technologi-
cal advances,” we realize that CSAE is better
positioned to “demonstrate and encourage
the effective use of information technology.”
One example of this is our annual Technol-
ogy Showcase. The Showcase gives mem-
bers an opportunity to visit with technology
vendors, partake in hands-on demonstra-
tions and take part in state-of-the-art educa-
tional sessions on technological advances in
the industry. 

Vision Element #5

Although we do “provide models for best
practices in association management,” we
can more aptly provide information on best
practices and success stories in association
management. We presently provide this
information thorough CSAE’s Executives
After Hours and Executive Circle programs. 

Vision Element #9

The board also wanted to add a new vision
element—“Creating an open and collabora-
tive environment that fosters membership
participation and service, and advances
CSAE.” We’d like our members to reach out
to our community and the community at
large. By doing so, we benefit from the pub-
lic’s greater understanding of our industry
and increase the visibility of CSAE.
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• 15 hotels just west of Denver and just east of the Rockies along the I-70 gateway.

• Close to great shopping, restaurants and entertainment.

• A safe neighborhood filled with activities focused on family fun.

• Skip the traffic and hassles of downtown and enjoy Coors Brewery, Bandimere 

Speedway, gambling in Black Hawk and Central City, Red Rocks, and much more.

1-800-728-1492 www.denverwesthotels.com    GREAT RATES

hotels nestled between the city lights and the mountain heights.15

What could beat a beautiful sunrise
through your window at dawn?

How about a spectacular mountain sunset
over your shoulder at dusk.

You Plan 
Meetings.  

We Plan Perfection.
When hosting a meeting at Maggiano’s Little Italy,
you are guaranteed an elegant atmosphere, fine cuisine 
and an attention to detail central to the success of your event.

Located in the Denver Pavilions in downtown Denver,
Maggiano’s has six beautifully 
decorated banquet rooms
which can accommodate
small, intimate gatherings or
groups of up to 300+ guests.

Call our experienced
sales managers and let us
assist you in planning the
perfect meeting.

500 16th Street
Denver, CO 80202

303-260-7708

CSAE’s September lunch-
eon program promises
to help attendees go

beyond the business card
shuffle to unleash the true
power of making the ideal
connections for your associa-
tion or business. This enter-
taining and highly informa-
tive lunch program will pro-
vide proven and powerful
networking techniques
(based upon the phenomenal
“Six Degrees of Separation”
approach), that are guaran-
teed to maximize your ability
to meet just the right people.
As you will discover, it’s not
just what you know, but
“who you know” that will
ultimately create true and

lasting success in all that you
do. At this jam-packed and
fun-filled presentation you
will learn how to:

� Favorably connect with
anyone in the world
you desire to meet.

� Maximize key contacts
at any conference or
networking event.

� Document and track
your networking con-
tacts.

� Cultivate quality “cen-
ters of influence” to
move your association
or organization forward.
AND as a Special Bonus

for association leaders…

� Double the size of your
association membership
in one year!
Our luncheon presenter,

Dick Bruso, is an accom-
plished speaker, marketing/
media expert, and master net-
worker, having given enter-
taining high-content keynote
speeches and workshops on
media relations, creative mar-
keting, and strategic network-
ing to numerous organiza-
tions across the country. He
is a member of CSAE, the
National Speakers Association
(NSA), the International
Federation for Professional
Speakers, and NSA/Colorado.
Dick has served on the Board

of Directors for NSA/Col-
orado and the NSA National
PR Advisory Task Force.

An experienced broad-
caster, he has managed three
radio stations and was host
and producer of a nationally
syndicated radio feature
heard on over 300 stations.
As a highly respected con-
sultant, Dick enjoys creating
and implementing powerful
marketing, media, and rela-
tionship-building strategies to
position his clients to be
“heard above the noise” in
the marketplace.

Go to www.csaenet.org
for additional information or
to register online. �

September Luncheon Promises to Help Build “Solid Gold” Relationships
by Dick Bruso
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Strategic Marketing Committee

Our Strategic Marketing Committee, headed up
by Dorothy Shadrick, CAE, ACE Management,
will be contacting you this year to make cer-
tain our vision of CSAE is also your vision. It’s
important for us to hear what you think. We
want your CSAE experience to be rewarding—
personally and professionally. 

Noisemaker Task Force

Our Noisemaker Task Force, led by Dick
Bruso of Heard Above the Noise, has been
working on how CSAE can better promote
itself internally (to our members), and exter-
nally (to the community). It’s dubbed the

Noisemaker Task Force because “we want to
be heard”! There are some people within our
association and many others on the outside
who don’t know what CSAE is all about. The
Noisemaker Task Force has focused on the
composition of our membership and the best
way for us to clearly and succinctly describe
ourselves…to each other and to people out-
side of the organization. They have come up
with the following:

Creating networking opportunities
Serving educational needs
Advancing your profession
Enhancing the community

Does this say what CSAE means to you? Are we
the source to provide you with the means to
help you grow professionally and personally? 
I know we are! You’ll hear more from the task
force as we continue to position ourselves to
the community at large. With the ASAE Annual

Meeting and Exposition coming to Denver, we
may get a good head start.

ASAE Annual Meeting & Exposition

On August 17–20, 2002, we will welcome
many of our colleagues from across the
world. This is the first time the ASAE Annual
Meeting & Expo has been held in Denver
and I hope you are planning to attend. We
need you to help us extend our Rocky Moun-
tain hospitality and show our colleagues that
one of the best places in the world to hold a
great convention is Colorado!

CSAE’s 50th Anniversary

You definitely don’t want to miss our 50th
Birthday celebration on Monday evening,
August 19th at Coors Field. We’ll also have a
CSAE reception area at the convention center.
With 5,000+ attendees at this conference,

we’ll need a place to relax and visit. This is
also a great opportunity for our first-time
attendees and new members to visit with
other CSAE members. 

I hope you have been enjoying your
summer and are ready for another wonderful
CSAE year. I look forward to seeing you in
August! 

CSAE, your career deserves it.

Karen Wojdyla
CSAE President

President’s Message
Continued from page 2

The board agreed that CSAE’s core purpose remains unchanged and
to support association executives in the ongoing pursuit of
knowledge, wisdom and continued professional excellence is our
raison d’être or reason for being.



I want □ lots of flexible meeting space to work with

□ a person who is equally adept at finalizing plans and changing them

□ one room to fit 100 and 100 rooms to fit one

□ to choose a great reward when this is all over

WHAT’S YOUR REQUEST?SM

MEETINGS ByRequestSM

Meetings must be booked by 12/31/02. Does not apply to previously booked meetings or cancellations. The selected offer (miles, chair, cash credit, PalmTM m500 or donation) will be delivered about 4 weeks after completion of meeting. Other
restrictions apply.

©2002 Wyndham Hotels & Resorts

No two meetings in the history of meetings have ever been alike. That’s why at Wyndham Hotels & Resorts we believe all your hard work - arranging
and rearranging - shouldn’t go unnoticed. Book a meeting of 100 room nights or more in any combination and you’ll have your choice 
of 25,000 frequent flyer miles, $500 off your bill, a PalmTM m500, a $500 donation to the Susan G. Komen Breast Cancer Foundation or a Herman 
Miller Aeron® desk chair - yes, the same kind found in our guest rooms. Simply call our Meeting Managers 
and let them know how they can help you create your next meeting - and maybe even relax more.
1.888.WYNDHAM      www.wyndham.com

Wyndham Colorado Springs Wyndham Denver Tech Center

Summerfield Suites by Wyndham - Denver Tech Center
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appear to have done more harm than
good. Mention, or even infer, the neces-
sity to “pay dues” before becoming
“blessed” within association and you
will never see them again. Xers equate
knowledge and skill with power. For
better or worse, tenure and experience
fail to get their attention, in many cases.
One might argue, successfully, that
experience breeds wisdom, something
lacking in many young professionals.
But one also has to concede that erect-
ing barriers of entry to the inner circle
can also inflict considerable damage on
the association over time. Instead…

Place more emphasis on succes-
sion planning. While discussed annu-
ally in strategic planning sessions in
chapters throughout the country, little is
ever done to formally nurture leaders

within local and regional organizations.
History has shown that Xers thrive on
this type of experience because it pro-
vides opportunities to strengthen skills
and build credentials. The end result is
greater versatility, something valued
highly within this generation. What

steps can your association take to
implement a system for identifying and
recruiting young members to take a
leadership role over time? 

Rethink the agenda for meet-
ings, conferences and shows. In

conducting seminars and speeches
around the US, I attend more than 60
events every year. Without sounding
too harsh, I can honestly say Baby
Boomer style music dominates most
evening programs. 

Eliminate the “talking heads”
during the day. If a speaker is boring,
someone in their 20s or 30s will give
the presentation 10 minutes. If it does
not improve, they will discreetly leave
by the back door. After all, the speaker
should have had more respect for the
audience and prepared better for the
presentation.

Ask! Let’s face it, Xers have a dif-
ferent take on what they want from an
association than Baby Boomers and the
generation before. This take is not
wrong; it’s just different. But the only
way to increase the participation and
investment of those in their 20s and
30s is to pursue their involvement in
the strategic planning of the organiza-
tion on all levels. While this may, and
almost certainly will, create some
adversity, adversity creates opportunity.
For many, that’s what associations are
all about. �

Robert W. Wendover is the Managing
Director of the Center for Generational
Studies which conducts research, produces
seminars and publishes resources on how
the generations relate to one another in
American Society. He is a past president of
both the Rocky Mountain Chapter of ASTD
and the Colorado Speakers Association. For
a complimentary subscription to the
Center’s newsletter, GenTrends, contact him
at 1-800-227-5510 or wendover@gen-
trends.com.

A New Generation’s Take on Associations
Continued from page 1

Tech Tip

Quick tips to improve your day-to-day work and increase the efficiency of
your organization. E-mail your tips to Tim Blum at timblum@rmel.org.

Image Formats—Images come in a variety of formats. Three of the most common formats
used are:

.gif—known as GIF, pronounced Jif – stands for Graphics Interchange Format

.jpg— known as JPEG, pronounced jay-peg – stands for Joint Photographic Experts Group

.tif—known as TIFF, pronounced the way it looks – stands for Tagged Image File Format

First off, what are these three letters? They are known as file extensions.  File extensions are the
three letters following the filename (e.g. filename.tif). These short three letters indicate the type of file
and tell the computer which application to use to open the file. 

So when should you use these different formats? When scanning or saving your image, which
format you should use, depends on the content of the image.

The two most common image formats used on the internet are GIF and JPEG. JPEG and GIF
files are fairly similar, the difference is the way they compress the file data. Compression is key when
transferring or viewing files on the internet. JPEG is designed for compressing either full-color or
gray-scale image, such as scanned photographs. GIFs are much better for images with few distinct
colors, such as black & white drawings. Save your images as JPEG or GIF if you want to use your
images on the internet or have a smaller file size.

TIFF files by comparison can be much bigger because they don’t have the compression capa-
bilities of GIFs or JPEGs. However, where they lack in compression they make up for in quality. The
TIFF file format was designed by developers of printers, monitors and scanners, so naturally it’s
geared for very rich images. Usually TIFFs are a higher quality image, like those you provide a printer
for your newsletter. 

Usually the resolution is much poorer for JPEG or GIF than TIFF’s because of the compression
factor. That’s why you get a poor looking image with the well known "jaggies" when you copy a photo
off the web and use it in a publication. Watch for more on image formats in the September issue. �

They tend to take a harder look at the benefits of
association membership before jumping in with both feet. 
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Hidden Venues is Colorado’s only
directory of over 100 unique
meeting places along the Front

Range. This complete resource guide
makes it easy to quickly locate meeting
facilities of all sizes, costs and ameni-
ties. Listings provide key information
including complete contact details,
number and size of meeting rooms,
rental costs, reception and classroom
capacity, catering and alcohol availabili-
ty, parking and other data. 

Hidden Venues is an invaluable
tool for any meeting planner, organiza-
tion or individuals responsible for find-
ing space to hold any type of event.

Companies, associations, fundraisers
and training firms will benefit from
finding alternative and possibly more
cost effective locations for meetings
and presentations. This is also a great
source for individuals in charge of set-
ting up parties, family celebrations and
charitable events. 

The books’s author is The Meeting
Edge president and CSAE member,
JoLane Hochstetler. She can be
reached at 303-457-2119. The book
can be purchased at the Tattered
Cover book-store, the Denver Cham-
ber bookstore or online at www.The-
MeetingEdge.com. �

Colorado’s Hidden Venues
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Branding has long been a staple of
consumer marketing efforts,
which is precisely why any of us

can rattle off a long list of consumer
brand names which are stuck like
burrs in the folds of our brains: Tide,

Coke, Ford, Disney, Kleenex, Harley-
Davidson and Budweiser among scores
of others.

Each is the result of meticulously
crafted marketing campaigns, woven
together of exhaustive research, highly

creative messaging, constant media
exposure and strategic planning worthy
of a D-Day assault.

Is branding a concept that applies
to marketing activities for organizations?
Is a branding effort something your
organization should or even could
undertake? To answer that, start by tak-
ing a look at the role marketing plays in
the success of your organization now.

The Point of Marketing

It’s something of an oversimplification
to say that if you’re Ford, the point of
marketing is to sell Fords. But if you’re
a professional society or association,
you know you couldn’t have an organ-
ization at all without a continuous sup-
ply of new members, and in order to
get them, you have to, at minimum,
compete with other demands on their
attention—if not directly with other
related organizations.

Marketing in this context is about
capturing the positive attention of qual-
ified prospects in order to achieve
goals such as increasing membership,
improving conference attendance or
selling educational materials.

In its essence, marketing is using
communications in its myriad forms to
raise awareness, build confidence, rein-
force positive opinions, overcome neg-
ative perceptions and ultimately cause
a qualified individual to feel good
about your organization, what you do
and what you stand for. If you have a
Web site, publish a newsletter or print
conference materials, you’re already
marketing. Now the issue is to market
smarter, and that’s where branding
comes in.

Why Build a Strong Brand?

The benefits of a strong brand are
these:

Branding Your Organization: If Starbucks and Nike Can Do It, Why Can’t You?
by Mark Linnell

Continued on page 9

www.beaverrun.com 800.288.1282

3 Parts Business + 2 Parts Pleasure

= Meeting Success

Check our website at

www.beaverrun.com

and you’ll see why

over a million people

visit Breckenridge each

year for both business

and pleasure.

Beaver Run Resort has

recently unveiled the

Breckenridge Ballroom -

bringing our grand

total to 35,000 square

feet of meeting space and

solidifying our position

as the largest conference

facility in Breckenridge.



� It differentiates your organization
from others in your marketplace.

� The perceived value allows a pre-
mium price to be set.

� It generates an unqualified
assumption of high quality. 

� It provides a springboard for new
endeavors.

� It can help you weather economic
hard times.

Do Your Homework

When the National Apartment Associa-
tion (NAA) determined a branding
effort was needed to bring their wildly
diverse communications together into a
single, focused campaign, they started
by commissioning a detailed survey of
their affiliates (city apartment associa-
tions) and members (individual mem-
bers of those associations).

You should do no less. Before any
work is done, you need to objectively
assess current attitudes and perceptions
toward your organization as well as
determine what constitutes a useful
and successful organization in the
minds of your prospects. A good mail-
in survey can help insure representa-
tion from the entire membership and
quantify general attitudes; a well-organ-
ized focus group or series of in-depth
interviews will help you see things in
greater detail. 

Formulate Strategic Positioning

Among other discoveries from their
research, NAA found that affiliates and
members felt disconnected from the
national organization. Thus, one strategy
underpinning the planned marketing
campaign would be to emphasize
important ways in which the national
organization worked with those in the
field to affect multifamily housing legis-
lation, suppliers and operations.

The development of a strategic
statement or statements will need to
take into account your research findings

and competitive situation with similar
organizations, as well as your organiza-
tional goals and objectives. Stake out a
“position” for your organization to occu-
py in your prospects’ brains, one that
defines your purpose as distinct from
any competitive offering. In this case,
NAA sought to portray itself as the
broadly-based, grass-roots advocate for
the apartment industry. 

Develop a Creative Look and Feel

A lot of our perceptions are formed on
a subconscious level, which means that
even when the strategy is the same,
different wording of the message or
different graphic approaches will yield
different sets of emotional appeals.
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Branding Your Organization
continued from page 8

 

Continued on page 13
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How I Got Here…

Once again, CSAE Execs responded with vigor! The
question, “How did you get here?” brought many
“you won’t believe this, but….” stories. A few of us

attacked the profession with a mission, but most of us are
“accidental executives,” taking a winding path to fulfilling
destinations. 

Because of the number of responses, we are publishing
these throughout several issues. Watch for them—stories
about you—in this and coming editions of Executive Memo.

Carol Brooks, Executive Director
Colorado Chapter of the Appraisal Institute

I had always been very involved with volunteer work.
When I found out that people pay people to do the
things that I was doing for free, I took a second look. I
told my future husband that I wanted to be an associa-

tion director, but I did not know how to get started. He
said he wanted to start an association but didn’t know
how to do it. We blundered our way through starting a
new association, Rubber Lining Applicators Association,
distributed a newsletter and held the first conference in
Louisiana!

At the time I was a residential real estate appraiser
and belonged to the Society of Real Estate Appraisers.
When I read in their newsletter that their executive direc-
tor was retiring, I called the president. When he told me
the association had no money, I said, “No problem, I
have no experience.” That was twenty years ago. I am
still working with them. They now have money, and I
now have experience.

I have since worked with many associations and still
look forward to what each day will offer. I have learned an
incredible amount about many areas, traveled to interesting
places, met fascinating people, and love being self-
employed. �

We are full-service print brokers 
representing a wide assortment of 
companies providing competitive 

pricing and quick response. 
Let us help you with your annual meeting 

and tradeshow materials, membership 
directories, newsletters, and membership 

packets. We do backlit signs,
banners, and bulk mailing too!

We give CSAE discounts!

Broken Hand Printing, Inc.
2055 S. ONEIDA, SUITE 320, DENVER, CO 80224

(303) 758-6864 n FAX (303) 758-6889

E-MAIL: broken@ix.netcom.com

www.brokenhandprinting.com

THOMAS “BROKEN HAND” FITZPATRICK

• Acquire New Members

• Renew Current Ones

• Create Your Newsletter
and Directory

Efficiently. On Time. Economically.

Member Communications

Database administration • List services • Writing • 
• Design • Web Work • Advertising Sales •

• Automated Renewal Campaigns • Customer Service •
• Digital and Offset Printing • Mailing Services •

Administrative Services for Association Managers

Wes Price Tom Ellis
303-967-0110 303-967-0174

Have
Headaches?

Call us and we’ll

see if we can be

the cure!



www.visitgrandjunction.com

Here, groups can venture from a canyon hike, to a rafting trip, to a winemaker’s dinner. Our
nine wineries, dramatic mountains and year-round golf offer groups a creative mix. And for your
meeting pleasure we have 72,000 square feet of space, 1,000 first-class rooms and spectacular
sunsets every day.

G R A N D  J U N C T I O N  V I S I T O R  &  C O N V E N T I O N  B U R E A U

800.962.2547 740 HORIZON DRIVE   GRAND JUNCTION, CO 81506

•  292 Guest Rooms
•  8500 sq. ft. of

Meeting Space
•  Catering from 5-450 
•  Fitness Center
•  Holidome Indoor

Recreation Center
•  Indoor and Outdoor Pools/Hot Tubs

755 Horizon Drive • Grand Junction CO 81506
www.holiday-inn.com/grandjunction

Reservations: 1-888-489-9796  •  Phone 970-243-6790

Grand Junction

A great place to stay...
A great place to meet!

743 Horizon Drive
Grand Junction • CO  81506   

(970) 241-8888  •  FAX: (970) 245-8198   
www.adamsmark.com/grandjunction

• Close to Arches, Canyonlands & Black Canyon of the 
Gunnison National Parks

• Colorado and Dinosaur National Monuments
• Raft, hike, bike, wine tours or 

just enjoy spectacular scenery

relax like a grownup
In Western Colorado's
finest full service hotel
• Elegant New Remodel
• Meetings of all sizes
• Deluxe Rooms & Suites
• Deco Restaurant
• Players Sports Bar
• Outdoor Pool & Jacuzzi
• Fitness Center, Tennis, Volleyball

play like a kid

More than just
meetings…

All Adam’s Mark hotels and facilities provide service to all persons, without regard to race or color, and Adam’s Mark is committed
to providing quality service and treatment to all of its guests and patrons. If you believe that you have experienced discrimination or
have been treated unequally because of your race or color, Adam’s Mark urges you to share your concerns with our Compliance
Officer by calling the toll free number at 877-754-9940.                                    Delicate Arch by Tom Gray / National Park Service

GATHER WHERE THE SKY
MEETS THE HORIZON EVERY DAY.
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SERIOUS
Fun

!

AT SILVERCREEK, you’ll 

discover the perfect mix’n match of business

and relaxation in an accessible retreat-like 

location. Our friendly staff can plan a value

package blending productive meeting time 

with the fun of the great outdoors. Make 

your next meeting an adventure!

SILVERCREEK LODGING &
CONFERENCE CENTER
For information, call Sunny

800.926.4386, ext. 4935
groupsales@sclodging.com
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Dean Dennis, is regional vice pres-
ident of Facility Management for
Global Spectrum and a CSAE

member for the past five years. And
for the five years prior to that he rep-
resented the Pueblo Chamber of Com-
merce as vice president of the Conven-
tion & Visitors Council. You’ve proba-
bly seen him at monthly meetings and
who could forget that he hosted the
2000 CSAE Conference in Pueblo. In
addition, he served on the 2001 Con-
ference Committee for Keystone.
In 1997, when Global Spectrum, a

division of Comcast Cable, won the
contract to manage the Pueblo Con-
vention Center, Dean left the Chamber
and took on his new position with
Global. He also oversees management
of their other western U.S. facilities—
the World Arena in Colorado Springs.
In addition, they manage two facilities
currently under construction—the Bud-
weiser Event Center in Larimer County
and an event center in Overland Park,
Kansas.

Dean was born in Kadoka, South
Dakota and raised in Center, Colorado
in the San Luis Valley. His parents
were ranchers—raising cattle and har-
vesting barley. During his teen years
they moved to Phoenix where he com-
pleted high school. Then he attended
Arizona Technical College as a broad-
casting student. While at his first post-
college job at radio station KSLV in
Monte Vista,Colorado he met his wife,
also a disc jockey. He worked for
many years in retail hardware and in
1991 moved to Pueblo. Shortly after,
he began working for the Pueblo
Chamber of Commerce where he
implemented strategies designed to
promote Pueblo as a tourism destina-
tion and convention site and to spur
economic development.

Just recently, Dean and his wife,
Gigi, moved to Denver. From 1995–

2000, she was a Colorado State Sena-
tor. Under a Bush appointment, she
now works for the USDA in the State
Director’s Office of Rural Development
in Lakewood.

Dean’s accolades include “CSAE
Associate Member of the Year” and
Global Spectrum’s General Manager of
the Year, both in 2000. Hobbies
include golf and baseball—his favorite
teams are the Rockies and the Kansas
City Royals. 

What will Dean be doing in ten
years? “Doing the same thing. I’m
enjoying and learning a lot about con-
vention and arena management, over-
seeing facilities, and building business.
I’ll just be busier!” If you need a meet-
ing venue, call him at (720)981-9135. �

Member Profile: Dean Dennis, Facility
Management for Global Spectrum
by Mo Goldman, Conference Direct

Want to reach 
executive 

decision makers?

Advertise in Executive
Memo today!
303-368-9090

Are you looking for
help Customizing
or Programming
Your Databases?
■ iMIS
■ Great Plains Accounting
■ DB Programming including 

MS Access®, MS SQL®, 
MS VB® and Sybase©.

ATS offers:
■ Sales ■ Training
■ Consulting ■ Implementation
■ Technical Support

(303) 755-4155 X386

www.atsol.org

PARTNER

Association Technology Solutions



Target Your Audience

Establishing what to say is important;
establishing how to say it is critical.
But if you can’t get the message out to
exactly the people who need to see it,
with sufficient strength to break
through the clutter, capture their atten-
tion and remain in their memory, your
effort has been wasted.

Almost without exception, media
is the largest part of any communica-
tions budget. The money you spend
on advertising, direct mail, trade show
attendance, publishing your newsletter
or developing your Web site usually far
outstrips other, relatively incidental
costs. Maximize your return on invest-
ment by thoughtfully preparing an
annual media plan in line with the
overall marketing strategy.

Stick With It
Attitudes don’t change overnight or
from a single exposure. If you’re
serious about changing perceptions,
think long-term. A branding cam-
paign is not something you do this
year and change next year just
because a new set of volunteer lead-
ers has been installed. The whole
point of branding is to present a
cohesive, stable and consistent face
to your targeted prospects and the
general public.

You should continue to do objec-
tive research to keep abreast of your
brand and how it is perceived, as well
as defining the key areas of interest of
your members and prospects. To deal
with inevitable changes in communica-
tions needs and directions, develop a
framework that can be altered as
required. If you’ve chosen a sufficiently
flexible graphic approach, you should
be able to make alterations and

address new areas without changing
the underlying branding.

To Brand Or Not to Brand

A branding effort is not something to
undertake lightly. To do it right
requires significant time, effort,
resources, patience and strength of will
—especially when implementing it
requires buy-in by a committee of
more than just a small handful of peo-
ple and support of the entire leader-
ship. It’s not right for every organiza-
tion, but for some, the benefits will far,
far outweigh the costs. �

Mark Linnell is a partner with Linnell &
Soreide Marketing Partners, a firm special-
izing in advertising, public relations and
marketing consulting. He can be reached at
303-684-0300 or www.2adguys.com.
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Branding Your Organization
continued from page 9

Seeking True Inspiration?

Consider Telluride.

Stunning Vistas / State-of-the-Art Facilities 

Impeccable Service / Convenient Flights / Unlimited Activities

Truly motivating

Know Colorado? Discover Telluride.
www.tellurideconvention.com or 877-229-5089 
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New Members 
Professional Members
Justin Anderson
Colorado Society of Certified
Public Accountants
7979 E. Tufts Ave., Suite 500
Denver, CO 80237-2845
Phone: 303.741.8621
Fax: 303.773.6344
E-mail:janderson@cocpa.org

Natalie Bollinger
Colorado Association of Home Builders
1776 S. Jackson St., Suite 412
Denver, CO 80210
Phone: 303.691.2422
Fax: 303.639.4954
E-mail: Natalie@hbacolorado.com

James Cousin
Chief Financial Officer
Association of PeriOperative Registered
Nurses 
2170 S. Parker Rd #300
Denver, CO 80231-5711
Phone: 303.755.6300
Fax: 303.750.2927
E-mail: jcousin@aorn@org

Carol Dettling
American Society of Bariatric Physicians
5453 E. Evans Pl.
Denver, CO 80222
Phone: 303.770.2526
Fax: 303.779.4834
E-mail: cdettling@asbp.org

Steven Hamilton
Association for Laboratory Automation
4297 Vinca Ct.
Boulder, CO 80304
Phone: 303.417.1491
Fax: 303.417.1492
E-mail: Hamilton@labautomation.org

Nancy Jo Jackson
Director of Administrtion
American Academy of Forensic Sciences
PO Box 669
Colorado Springs, CO 80901-0669
Phone: 719.636.1100
Fax: 719.636.1993
E-mail: njackson@aafs.org

Timothy J. Johnson
Financial Planning Association
3801 E. Florida Ave., Suite 708
Denver, CO 80210-2571
Phone: 303.759.4900
Fax: 303.759.0749
E-mail: tim.Johnson@fpanet.org

Jonathan Lightman
Faculty Association of California Community
Services
1823 11th Street
Sacramento, CA 95814
Phone: 916.447.8555
E-mail: jlfaccc@aol.com

Julie Massaro
Vice President of Marketing
Association of PeriOperative Registered
Nurses
2170 S. Parker Rd #300
Denver, CO 80231-5711
Phone: 303.755.6300
Fax: 303.338.5165
E-mail: jmassaro@aorn.org

Mary S. Mourar
Senior Information Center Manager
Medical Group Management Association
104 Inverness Terrace East
Englewood, CO 80112-5306
Phone: 303.397.7887
Fax: 303.397.1823
E-mail: msm@mgma.com

Jessica Newman
Colorado Restaurant Association
430 East 7th Ave.
Denver, CO 80203
Phone:303.830.2972
Fax: 303.830.2973
E-mail: Jessica@coloradorestaurant.com

Heather Palace
KARE Association Management
Services, Inc.
2170 S. Parker Road, Suite 255
Denver, CO 80231
Phone: 303.750.9764
Fax: 303.750.0085
E-mail: hpalace@hotmail.com

Vicki Lynn Pelletier
Director Operations
Home Builders Association of Metro Denver
1400 S. Emerson St
Denver, CO 80210
Phone: 303.778.1400
Fax: 303.733.9440

Kathleen Sagee
Executive Director
Colorado Association of Libraries
4350 Wadsworth Blvd #340
Wheat Ridge, CO 80033-4634
Phone: 303.463-6400
Fax: 303.431-0752
officemanager@cla-web.org

Karen Simmering
Colorado Association of Homes
& Services for the Aging
1888 Sherman St., Suite 610
Denver, CO 80203
Phone: 303.837.8834
Fax: 303.837.8836
E-mail: cahsa@cahsa.org

Paula Stearns
Executive Director
Colorado Nurses Association
5453 E. Evans Place
Denver, CO 80222
Phone: 303.757.7483
Fax: 303.757.2679

Cathy Suski
American Society of Bariatric Physicians
5453 E. Evans Pl.
Denver, CO 80222
Phone: 303.770.2526
Fax: 303.779.4834
E-mail:info@asbp.org

Deb Weaver
Associate Director
American Association of Nurse Assessment
Coordinators
1780 S. Bellaire St #150
Denver, CO 80222-4341
Phone: 303.758.7647
Fax: 303.758.3588
E-mail: dweaver@aanac.org

Timothy George White
Director of Education
133 S. Van Gordon St #300
Lakewood, CO 80228
Phone: 710.963.4213
Fax: 303.986.2345
E-mail: timw@nsaa.org

Carol L. Wilke, CMP, CEM
C&M: Conference Management, LLC
6834 S University Blvd, Suite 502
Littleton, CO 80122-1515
Phone: 720.283.2922
Fax: 720.993.0083
E-mail: clwilke@aol.com

Beverly Williams, CMP
EDUCAUSE
4772 Walnut St., Suite 206
Boulder, CO 80301
Phone: 303.939.0307
Fax: 303.440.0461
E-mail: bwilliams@educause.edu

Lee Zimmerman
Deputy Director
Investment Management Consultants Associ-
ation
9101 E. Kenyon #3000
Denver, CO 80237-1855
Phone: 303.850.3062
Fax: 303.770.1812
E-mail: lzimmerman @imca.org

Associate Members
Jill Farschman
ExecSavvy
PO Box 101268
Denver, CO 80210
Phone: 303.282.7978
Fax: 303.733.4621
E-mail:jill@execsavvy.com

Jane M. Cavanaugh
Magnolia Hotel
818 17th Street
Denver, CO 80202
Phone:303.607.0112
Fax:303.607.0600
E-mail:jcvanaugh@themagnoliahotel.com

Tina Cochran
Fort Collins Convention & Visitors
Bureau
3745 E. Prospect Rd., Suite 200
Fort Collins, CO 80525
Phone: 970.491.3388
Fax: 970.491.3389
E-mail: tcochran@ftcollins.com

Suzanne Hagen
Aspen Meadows
Home of the Aspen Institute
6455 S. Dallas Ct
Greenwood Village, CO 80111
Phone: 720.489.5001
Fax: 720.488.0187
E-mail: suzanne.hagen@aspenmeadows.com

Janice Frazier
Impact
2865 S Vine Street
Denver, CO 80210
Phone: 303.300.1445
E-mail: jan@tatteredcover.com

Mary Jo Lagesse, CMP
C&M: Conference Management, LLC
6834 S University Blvd, Suite 502
Littleton, CO 80122-1515
Phone: 720.283.2922
Fax: 720.993.0083
E-mail: mjlagesse@aol.com

Brenda Sommers
Armstrong Enterprise
Communications Inc
8095 E Belleview, Suite 200
Englewood, CO 80111
Phone: 303.741.5276
Fax: 303.741.5240
E-mail: bsommers@arment.com

Here’s the CAE 
question of the
month…

Which of the follow-
ing conditions would
most likely warrant
discontinuing an
existing affinity pro-
gram? 

A. Reduced mem-
bership retention
rate 

B. Changes in the
vendor’s contract
terms 

C. Reduced income
from the program

D. Unfavorable
member evalua-
tion

Answer at bottom.

Interested in finding
out more about the
CAE certification? 
Call ASAE at 202-626-
2772.

Answer is D.
Unfavorable member
evaluation.
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Start your day off right with a
round of golf followed by lunch
at Inverness Golf Club, rated

one of the top ten courses in Col-
orado by Colorado Golfer. A conti-
nental breakfast will be served at 6:30
a.m.

Reservations are on a first come,
first served basis, so please register as
soon as possible. This tournament
includes green fees, golf cart, range
balls, continental breakfast, lunch,
snacks, beverages, giveaways, great
prizes, and awards. 

To register complete the form
below and return with payment to
CSAE at 2170 South Parker Road,
Suite 265, Denver, CO 80231 or fax to

303.368.4222. For sponsorship infor-
mation call the CSAE office at
303.368.9090. �

CSAE Golf Tournament—
September 10, 2002
Inverness Golf Club

S e p t e m b e r  G o l f
To u r n a m e n t

When: September 10, 2002

Where: Inverness Golf Club
200 Inverness Drive West
I-25 & Dry Creek Road
Englewood, CO 80112
Phone: 303.799.5800

Directions: Take I-25 to the County
Line Road Exit. Turn
east on County Line
Road, then North onto
Inverness Drive West

Time: 6:30 a.m.—Continental 
Breakfast & Registration
Check In
7:30 a.m.—Tournament 
Begins (shotgun start)
12:30 p.m.—Awards 
Luncheon

Cost: Golf Tournament:
$440 Foursome 
$125 IndividualCancellation deadline: 9/5/02
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CSAE Golf Tournament Registration Form
Name __________________________________________________________________________________________________

Association/Company ______________________________________________________________________________________

Phone __________________________________________________________________________________________________

I am attending as a ❒ CSAE Member ❒ Guest

Golf Tournament: ❒ $440/Foursome Rate (completed foursome is listed below ❒ $125/Individual

Total amount enclosed $______________

Method of Payment ❒ Check ❒ AMEX ❒ Visa/MasterCard 

Name ______________________________________ Number______________________________ Exp. Date __________

Register today by fax 303-368-4222, mail to: 2170 S. Parker Road, Suite 265, Denver, Colorado 80231
or register online at: www.csaenet.org

G o l f

Golfer #1
Name ____________________________
Association/Company ________________
Telephone__________________________
Hdcp or average score________________

Golfer #2
Name ____________________________
Association/Company ________________
Telephone__________________________
Hdcp or average score________________

Golfer #3
Name ____________________________
Association/Company ________________
Telephone__________________________
Hdcp or average score________________

Golfer #4
Name ____________________________
Association/Company ________________
Telephone__________________________
Hdcp or average score________________
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Saturday, August 17–
Tuesday, August 20, 2002
ASAE Annual Meeting
Denver Convention Center,
Denver

Thursday, September 5,
2002
Building “Solid Gold”
Relationships
Membership Luncheon
Inverness Hotel & Golf
Club

Tuesday, September 10,
2002
CSAE Golf Tournament
Inverness Hotel & Golf
Club

Friday, October 4, 2002
Membership Luncheon
Red Lion Hotel—Denver
Central

Wednesday, 
October 23, 2002
Leading to Success
Bud Crouch, Innovations
Plus
Denver

Your career
deserves it…

Mark Your Calendar:
September—October 2002


