
This workshop applies not only to 
chambers of commerce 

but to every local non-profit organization



Chamber benefits

70%
Consumer perception:  

You use good business practices



69%
Consumer perception:  

You have a better reputation as a chamber member

63%
Consumer perception:  

More involved in the community



63%
Consumer perception:  

More likely to do business with you as a chamber member

44%
Consumer perception:  

Think more favorably of chamber member businesses



The primary purpose

“Advocate, lead, & create a community 
of resources for businesses of all sizes” 

1. To be a advocacy organization for the 
support of local businesses 

2. To be a community leader in initiatives that 
will assist local businesses 

3. Networking and education among peers



The Chamber conundrum 1 2 3 4

T I M E1



The average director spends 80% of their time dealing with: 
Management, fund-raising, memberships

• Managing the organization | Board meetings 
• Raising money | sponsorships 
• Increasing and saving memberships 
• Visitor information center 
• Relocation center 
• Lobbying organization for local business 
• Local business networking events 
• Produce and market local events 
• Produce chamber events (banquets, etc.) 
• Economic development (recruitment) 
• Economic development (job retention) 
• Destination marketing | member marketing

The job description



You cannot succeed by trying to be all things to all people

The inability to focus on any one thing



When you are spread too thin 
you can’t be successful with any of them. 

To win you must narrow your focus!

49% work between 41 and 60 hours a week



• Visitor information center 
• Relocation center 
• Lobbying organization for local business 
• Local business networking 
• Produce and market local events 
• Economic development (recruitment) 
• Economic development (job retention) 
• Destination marketing

60 hours a week x 80% = 48 hours: Fund-raising, management & membership issues 
60 hours a week x 20% = 12 hours: Everything else

1.5 hours per week 
for each of these

M O N E Y2



City/government funding support dropped 
from 39% (2016) to 29% (2019)

Lack of funding to hire staff to do the work expected of you



P U B L I C  vs  P R I V A T E3

You cannot use tax dollars to promote only members



Separate set of books 
Separate boards

T H E  O L D  M O D E L4



Biggest challenge among chambers: 
79%: Recruiting & retaining members, engaging them, funding

1.  Monthly meetings with speakers 

2.  Annual meeting | banquet 

3.  Networking opportunities 

4.  Chamber referrals 

5.  Listing in the Chamber Business Directory 

6.  Improves your standing in the community

The typical chamber program

• YouTube | blogs | vlogs 

• Nice but once a year 

• Online reviews | LinkedIn 

• Decision-making now online 

• Really? Do you ever use one? 

• Waning in the consumer’s eye

Change



The chamber conundrum
• Stuck in the old ways of doing things 
• No time to do anything substantive 
• We spend most of our time in survival mode 
• Not enough hours in the day 
• Not enough funding to get the help we need 
• Keeping members engaged is a struggle

Is it any wonder the 
average chamber director 
lasts just 33 months?



The new vision

ASK 
City manager/administrator | elected officials

Success

1



Ask
Ask the people who share in funding you: 

City Manager/Administrator 
County executives

The story of the Ocean Shores 
Development Association

Recruiting Tourism 
Development Projects

Presented by Roger Brooks



Pick a focus and make that your top priority 
(75% of your time dedicated to that)

Success

2

La Conner, WA 
Population 940



Racine, Wisconsin Chamber of Commerce

A focus on business - Job creation | retention | opportunities 

• Leadership Racine 
• Young Professionals of Racine 
• Talent development 
• Promotion of local businesses 
• Government leaders breakfast | meetings 
• Zoning issues | redevelopment projects 
• Networking meetings 
• Educational workshops & events



Tailor your website to your area of focus 
not the organization

Avoid making your website: 
-Dual purpose 
-About the organization



-Membership | join 
-Dues 
-Meetings | events 
-Benefits of membership 
-Business directory 
-About the chamber 
-Contact us 
-Local advocacy

A primary focus
- Tourism | DMMO 
- Downtown 
- Festivals & events 
- Job creation & retention 
- Agriculture | Farming 
- Education 
- Attracting retirees 
- Small business support 
- Business recruitment 
- Trail systems 
- Hunting and fishing 
- Community development 
- Safety | transportation 
- Community marketing

- Lodging taxes 
- Business Improvement District 
- Sponsorships | naming rights 
- Economic development 
- USDA (U.S.) 
- Educational institutions 

- Memberships 
- Economic development 
- Foundations | grants 

- General funds (local municipality) 
- Grants 
-

Additional funding sources



Pick a major project each year 
(or each quarter)

Success

3

The Caldwell dilemma



The Caldwell dilemma
1. Locals go elsewhere 
2. They take friends and family elsewhere 
3. The wineries are a daytrip from Boise, Nampa 
4. The sidewalks roll-up at 5:00 
5. 60% of downtown spaces were vacant 
6. Caldwell had a very poor reputation 
7. First impressions were very poor 
8. No higher-end lodging | restaurants 
9. No real visitor spending opportunities 
10. Caldwell had pretty poor “community spirit”

BOISE

NAMPA

MERIDIAN

CALDWELL

WINE COUNTRY

Fantastic!Great!

Great!

Fantastic!

Yikes!

Caldwell needed repositioning or re-branding



Theresa Hardin 
Caldwell Chamber of Commerce

1 Ken Wein - ICORT Lewiston

2 March 12th & 13th, 2013

3 A year and a half of fundraising

4 Sept. 2014 - The Destination Assessment

5 Nov. 2015 - Presented the plan

Steve FultzMayor Nancolas

City council & Urban Renewal Agency

Theresa Hardin Keri Smith-SigmanJim Thomssen

• City of Caldwell staff | planning | finance | public works | parks 
• Destination Caldwell 
• College of Idaho 
• Local financial institutions 
• Health & Medical organizations 
• The press (Idaho Press Tribune) 
• Sunnyslope Wine Trail producers 
• Local schools 
• The business improvement district

1 234



Branding 
Development 
& Marketing 
Action Plan

What is it you want to be known for?  
What you need to do to own it 
How to tell the world 
The to-do list



Nothing showcases quality of place better than tourism



Indian Creek Plaza



The Sunnyslope Wine Trail



Create a list of six to ten goals 
and have your members vote on them

- Wayfinding 
- Trail system development 
- Programmed plaza 
- Year round public market 
- Community | Downtown gateways 
- Branding (finding your USP) 
- Downtown blade signs 
- Downtown beautification 
- Hotel recruitment (or another anchor) 
- Downtown development (pop-up retail) 
- Tourism development & marketing



Become a wet town

Ordinances & bylaws



Public parking

Development & programming of a plaza



Wayfinding system design & implementation



Create an online survey and ask your members - 
and perhaps stakeholders, organizations, 

elected officials & municipal staff

bit.ly/novwebinarformcreate

Google Forms 
- It's free



Avoid being an event producer 
(other than chamber-focused events)

Success

4

You could easily spend four to six 
months on a single event. 

What else could you do with that much 
time commitment that would have a 
stronger return on investment over a 
year’s time? 

Pass events on to local charitable 
organizations, auxiliaries, volunteers.



Fill your board with doers, not directors

Success

5

• The board sets direction (primary focus | projects) 
• Officers handle specific operational details 
• They are your pied pipers 
• They “sell” your primary focus and special projects 
• They give time to the effort (besides attending meetings) 
• So you can accomplish the goals they set



Don’t shy away from taking a stand on key issues

Success

6

“Advocate, lead, & create a community 
of resources for businesses of all sizes” 

1. To be an advocacy organization for the 
support of local businesses 

2. To be a community leader for initiatives that 
will assist local businesses 

3. Networking and education among peers



Avoid endorsing candidates

52% participate but remain neutral 
(sad)

Your future: Respect or irrelevance?



“Advocate, lead, & create a community 
of resources for businesses of all sizes” 

1. To be an advocacy organization for the 
support of local businesses 

2. To be a community leader in initiatives that 
will assist local businesses 

3. Networking and education among peers

The story of the Ocean Shores 
Development Association

Recruiting Tourism 
Development Projects

Presented by Roger Brooks



Sedona, Arizona 
Population 10,000



A focus on tourism - Ensuring a top-notch visitor experience, helping 
local businesses grow, maintaining quality of life

• Pedestrian-friendly initiatives 
• Wayfinding system implementation 
• Public transportation 
• Promotion of local businesses 
• Development of recreational resources 
• Building the shoulder seasons 
• Dealing with over-tourism — mitigating effects of tourism 
• Working with state tourism office | marketing 
• Destination Marketing 
- Public relations | social media | peer review & booking sites 
- Advertising (print | broadcast | outdoor) 
- Website | trade shows | events 
- Content: photography | videography 
- Itinerary development 
- Sales: group tours | weddings | conferences | niche markets



Jennifer Wesselhoff 
President/CEO

Michelle Conway 
Marketing

Kegn Moorcroft 
Communications

Donna Retegan 
Visitor Services

Teri Ruiz 
Partner Services

Sachiko Sado 
Tourism Development

Gary Stewart 
Finance

Brenda Andrusyszyn 
Visitor Center Mgr.

Leslie Brearley 
Sales

Erin Bruce 
Office Manager

Sheryl Curtis 
Digital Marketing

Alexandra Dellerson 
Admin. Assistant

James Mogensen 
Sales Coordinator

Dedicated to tourism
Time is split between chamber & tourism

People will want to join because: 

- You stand for something 
- You’re about making something happen 
- You play a major leadership role locally 
- You are respected 
- Your credibility adds to their credibility



2 Find a primary focus for the organization

3 Identify a primary project you can champion | implement

4 Get out of the event-business (other than chamber events)

5 Fill your board with doers, not directors

6 Don’t be afraid to take a stand on key initiatives

1 Ask your funders where you can take the lead

The bottom line

Chambers of commerce have always been about business 

Business is the foundation of the local tax base 

Your mission is to improve the quality of life in the area you serve 
and to be the vocal partner for the municipality you represent



Here’s to the success of your 
chamber of commerce!linkedin.com/in/rogerbrooksintl

@Roger_Brooks

facebook.com/RogerBrooksIntl/

travelwithrogerbrooks

travelwithrogerbrooks.com


