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To Tweet or Not To Tweet: Thoughts on Twitter

By Elisa Miller-Out, Singlebrook Technology, Inc

What is all this fuss about Twitter? What use is it to Associations and Non-Profits
anyway? Well, for those of you who are new to the world of social media, Twitter is a
simple, free web-based tool that allows you to send a short message (140 characters
or less) to a group of people who have decided to “follow” you and receive your
messages. The message gets disseminated instantly to your followers’ Twitter
accounts and can be received on their phone, mobile device or laptop wherever they
are. Did | mention that it's free? There is not much to lose by giving Twitter a try,
except for the fact that it does take some time and effort to manage.

The first step with any social media campaign is to determine some goals. Are you trying to drive traffic to your web
site and attract new members? Looking to encourage the sharing of ideas at a conference? Building a sense of
community to engage your members or donors? Promoting new services, events or initiatives that your organization
is working on? Twitter can be used to achieve all of these goals and more. It's a very simple tool that can be used in
all kinds of creative and unexpected ways. Twitter can be whatever you make it!

After you've set some goals and are ready to tweet, you need to build up a following, so that people are consistently
reading your tweets. (Note that all of your tweets are publicly posted on the web, so anyone can search for certain
keywords and discover your tweets, even if they are not following you.) You can attract followers in many ways: by
promoting your Twitter account on your regular web site, by encouraging your membership to follow you, by tweeting
regularly (2-3 times a week) about topics of interest to your target audience, by following other people’s tweets, by
replying directly to other people’s tweets, and by holding contests/giveaways for people who follow you.

Once you have some followers, there are different strategies you can employ in your Twitter campaign, depending
on your goals. For instance, if you want to spur some discussion of ideas around a particular session at a
conference, you can establish a keyword for that conference topic and encourage your attendees to use it in their
tweets. Keywords are referred to as hashtags in Twitter because you establish them by typing the word with the
hash symbol or pound sign (#) in front of it to “tag” it. For example, if your keyword is “Association”, you would type
#Association in your tweet. Then anyone searching for tweets about associations can look under that hashtag and
find your tweet. Once you've established a hashtag for your conference and/or an individual conference session,
people in the conference session can search for the established hashtag and find lots of messages with different
people’s questions and thoughts on the topic. These can even be posted in real time on a screen during the session
and can come from online attendees as well as people attending the session in person.

Some Twitter users have had success with contests and giveaways (prizes like free iPods for instance or even
frequent little giveaways such as small amounts of cash or a free month of membership in your organization) that
encourage people to follow them, tweet under particular hashtags that they want to promote or follow links to their
web site. Spend some time brainstorming different strategies that would match your goals and then try some out and
see which ones work best for your organization. Then you can tweet about them and share your best ideas with the
rest of us!

Finally, it is important to periodically review your Twitter campaign and assess whether or not you are meeting your
goals. The main cost with most social media campaigns is the time you or your staff spend managing them. Let go of
the efforts that aren’t working and focus on the strategies that produce tangible results. Good luck with your Twitter
campaign! And please feel free to continue the conversation about your efforts and ideas on Twitter!

Elisa Miller-Out is CEO of Singlebrook Technology, Inc., a custom web development firm with over ten years of
experience in the association and non-profit industries. Specialties include: web databases, web-based applications,
mobile applications, technology strategy and consulting, content management systems, and more. Visit
Singlebrook.com, follow us at: Twitter.com/Singlebrook or call 607-330-1493.

(Continued on page 11)
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Twitter Tips

To start tweeting, just go to Twitter.com, set up
an account, type your message in the field
provided and post your tweet.

To establish certain keywords in your tweet,
use the hash symbol (#) before the word. For
instance, if the keyword is healthcare, write
#healthcare in your tweet. Then your tweet will
be in the list when someone searches for that
topic.

Use services like Tinyurl.com or Tweetdeck to
automatically shorten links that you are
tweeting about. Long URL’s can easily use up
your 140 character limit.

There are many applications that can help you
organize, manage and send your tweets in
different ways. Tweetdeck and Twitterbar are
just a few examples. If you search for Twitter
applications in google or in your iPhone
application store, you'll find plenty more.
Retweet: Like someone else’s tweet? Type the
following: RT@username (the username is the
name of the person who originally tweeted) and
then either repost their tweet verbatim,
comment on it or share the link they shared.
To use Direct Messages, type D@username in
your tweet or use the direct messages menu
item on your Twitter screen. Direct messages
will only go to the username you specified and
will not show up in your normal stream of public
tweets. It's nice to send a direct message to
new followers: “Thanks for following us on
Twitter...” You can also include a description of
your organization and what you are tweeting
about. Direct messages should be no longer
then 140 characters, just like any other tweet.

Call for News!

The next edition of New England Society of Association
Executives’ Newsletter, ExecuNotes, will be going to
print April 1.

Please send all your news, photos, articles and ads to
info@nesae.org by April 1, 2010

NE/SAE reserves editorial rights over all submissions.

MASSACHUSETTS

The DCU Center Arena & Convention Center is hailed as
one of the most successful entertainment and
convention facilities in the nation. With over 100,000
square feet of exhibition space, a ballroom approximately
12,000 square feet, 8 enclosed loading bays, and an Arena
that can hold thousands, the DCU Center provides
flexibility, convenience and professionalism to cater to all
of your meeting space needs. It's no wonder that
organizations return year after year.

RECIPIENT OF THE 2008 PRIME SITE AWARD FROM FACILITIES MAGAZINE

AFFORDABLE. ACCESSIBLE. ACCOMODATING.

Worcester is more than your ideal location — it is your
destination with historic charm and the conveniences of a
thriving city. Seasoned with an array of arts, culture, and
entertainment and accessible from all major highways
throughout New England, Worcester is your obvious solution.

IT'S TIME TO EXPERIENCE WORCESTER.

Destination

MASSACHUSETTS

Facilities

2009

pinnacle awards

successful meetings

WWW.DESTINATIONWORCESTER.ORG

446 Main Street,Suite 200 « Worcester, MA 01608 « P: 508.753.1550
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NE/SAE’s Holiday Party
The Colonnade Hotel, December 7,2009

We would like to thank our

Holiday Party Sponsors: Pictures courtesy of:

Metlife

FOUR X POINTS

BY SHERATOM
NORWOOD

_— af&\%‘ PHOTOGRAPHER
\ [} www.davidfoxphotographer.com

info@davidfoxphotographer.com
617-734-6240 / 800-369-6527

59 Fountain St., Framingham, MA 01702
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The Future of Associations: Creating More Value For
Your Members

By Steven M. Labbe

Two of the most pressing issues facing associations of all types today are attracting and retaining members. This is
on the minds of both the staff and the volunteer leadership.

Needless to say, the economy is a major factor when it comes to membership. At the same time, many are
wondering, “Will membership return to previous levels once the economy turns around?” The issue goes beyond
getting the dropouts back. Will there be sufficient new members in the future is the bigger question.

Fifteen years ago, Bowling Alone: America’s Declining Social Capital by Robert D. Putnam hit the bookstores. Using
bowling as an example, he pointed out that there were more bowlers in 1995 than in 1975, but there were far fewer
leagues. In other words, social interaction was in decline. While Putham’s point can be argued, it's interesting that
1995 was the point when the Internet was just beginning to take hold.

Today, it's unnecessary to point out that the social media are playing a growing role in helping people get connected,
not only individually, but in business. While LinkedIn is currently the most obvious venue, there are new ones
popping up every week and they are changing the way we think about belonging.

It's certainly true that no one really knows where the social media will take us, but one is sure, it is part of an ongoing
change that began with the dawn of television and has moved to the point where we no longer need to go to get
what we need, whether it's to a bank, college, library, pharmacy, department store, book store, auto dealer and
thousands of other venues, including work for many people. We communicate with co-workers 10 feet away via
email, or more likely, by texting. We are not only bowling alone, we are working alone.

That brings us squarely to the question that's on the minds of association executives, boards of directors and yes,
members: “What is the future of associations?” Some have outlived their usefulness and have faded away, others
served disappearing industries and some have failed to meet the needs of their members.

Even with all the questions, associations can be a valuable resource for helping their members meet serious
business challenges.

Here are five ideas that can help an association both maintain member loyalty and attract members:

1. Accumulate accurate data.
Associations have long conducted surveys in the same way that many businesses have gone about
them. In a word, poorly. First, when an organization conducts its own survey and receives the responses
itself, no one should expect to obtain accurate information. Who wants to be candid (read truthful) when
the answers to the questions go directly to the group conducting the survey?

There’s an art to surveying and that starts by asking the right questions the right way, a task that's very
difficult for anyone who is closely aligned or has a vested interest. Objectivity comes from maintaining
distance on the one hand, and skill on the other when it comes to preparing questions that elicit valuable
responses.

If you want helpful, informative and reliable survey information that can serve as a basis for moving an

association to the next level, then obtaining outside help in preparing and conducting a survey is
essential.

(Continued on page 14)
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(Continued from page 13)

2. Develop an entrepreneurial posture.
This may seem somewhat strange since just about every association constantly looks for ways to
enhance revenue. As a result, | can hear people asking in frustration, “What more can anyone expect us
to do?”

The answer to the question may help clarify some of the problems associations are having today.
Specifically, members can spot a “revenue enhancer” from afar. They know when a program, a directory,
a seminar, a newsletter or an event has one overriding purpose—raising money.

Think about it. How often are seminar speakers chosen because they are free, rather than their ability to
deliver value to the participants? Is it any wonder that so many activities are poorly attended?

An entrepreneurial approach is quite different. It asks a totally different question: “What are we offering
our members that will help them thrive?” This applies to individual practitioners or businesses with 25 or
2,500 employees.

In other words, the entrepreneurial approach doesn’t start with what an association wants to accomplish;
rather, the focus is on what will benefit the members the most.

3. Conduct member entrance and exit interviews.
While there may be some associations that make it a practice to interview new members, as well as
those who drop out, the number is far too few.

Such a process makes good sense. Those who become members of an association have their own
individual expectations. How can a group meet a new member’s needs without interacting with them in a
serious way? This may be a meaningful role for board members or a committee, rather than the staff.

This is a useful way to gather more information, while assessing how new members can fit into the
association. A member’s enthusiasm is often at a high point when joining an organization and the
entrance interview can help shorten the time it takes for a new member to become involved. It's also a
clear demonstration of how serious you are about serving the needs of your members.

The exit interview is equally important. A business associate reported that his company had resigned
from the local chamber of commerce. “It wasn’t until six months later, the executive director called to say
they were sorry they had dropped out,” he said. “Even then he didn’t ask why we were leaving. | had the
feeling he didn’'t want to know.” That's probably on target. Yet, learning why people leave is just as
valuable as the entrance interview. It serves one other purpose, as well. It can be an effective way to
express appreciation to members for being part of the organization and to give them the right send-off.
And it's best done either in person or, more likely, by phone, rather than with a letter.

4. Provide recognition.
Far too many associations miss what is perhaps one of the most significant ways to serve their
members—and that's providing recognition.

Business and professional people are generally eager to seize every possible opportunity to be known,
whether it's in an association newsletter, in an eBulletin or on a website. Having your name in a trade
publication, mentioned in a daily newspaper or in the columns of a city business journal goes a long way
to help raise visibility.

While most people don’t want to be viewed as pushy, receiving recognition is a primary benefit of being

involved in an association. The ability to confer recognition is an enormous association power and one
that is underutilized.

(Continued on page 15)
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(Continued from page 14)

5. Offer certification.
This may be a lively issue with some associations, primarily because they want to be sure that what they
offer their members has significant value.

Even so, organizations that are committed to doing everything they can to help them succeed, including
differentiating themselves from their competitors, seem to be including one or more designations as part
of their service.

This is certainly a difficult and arduous task, one that should be more than a revenue enhancer. For those
who quality, it can also be an opportunity to professionalize their businesses even further.

Certification is a genuine need. We all want to be proud of what we know, our experience and our
commitment to how we earn our living. Meaningful designations can help achieve this goal.

There is, of course, more to the story of carving out a future for associations. But these ideas can useful
in helping to shape that future—a task that's certainly too important to leave to chance or to the next
group of officers.

Steven M. Labbe, who has an extensive background as a manufacturing executive, is Program Manager for Your Association
Insurance Plan, a division of Wieczorek Insurance of Manchester, NH. He can be contacted at 1-800-362-2018 or
steve@wizinsurance.com. For more information, go to yourassociationplan.com.

ASAE 2010

Association Executive
Compensation &
Benefits Survey

Recently many of our regular members received the
compensation survey from ASAE and | want to
encourage you to participate so we can get the best
data available nationally as well as within NE/SAE.
We are one of 16 SAEs that chose to participate via
the national study and our hope is that we are able
to generate meaningful data on compensation and
benefits in 2010 — important data to have, especially The NESAE Career Center is the premier electronic

given the rocky economic climate since the last recruitment/solutions resource for the industry. Here,
study in 2008. .

clients, as well as employers, can access the most
qualified talent pool with relevant work experience to

Looking for that
perfect job or employee?

You’ve come to the right place!

OPPORTUNITIES FOR EMPLOYERS AND EMPLOYE

If you have any questions please contact Haisong

Peng, Research Manager at hpeng@asaecenter.org fulfill your needs.
or 202-626-2820. Data collection will close on
January 22, 2010. Please respond ASAP. The NESAE Career Center is EASY TO USE with
access to the largest audience of industry professionals
Save th e Datel for LESS than you’d pay at Monster or Careerbuilder.
NE/SAE's 1st Technology Conference Rates & Job Postings available at
http:/lwww.nesae.org

March 26, 2010

Doubletree Hotel — Waltham, MA

Registration will open soon!
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Upcoming Webinars

Title: Pandemic Flu ...What is an Association to Do! (Webinar)
Sponsor: Ohio Society of Association Executives

Date: Tuesday, January 19, 2010

Time: Noon to 1:30pm (EST) — 90 minute program

Where: The comfort of your home or office

Fee: $55.00

Description:

HA1N1, Killer Flu, the Flu Pandemic have become regular story items in the paper and nightly news. But have you
thought about how a pandemic could affect your association and members? Pandemic planning requires that people
and organizations not accustomed to responding to health crises understand the actions and priorities required to
prepare for and respond to these potential risks. This roundtable session will provide a briefing for pandemic
influenza preparedness. The session's objectives are:

e To provide information on what a pandemic is, the history of pandemics, and what has been done to

prepare for the current situation

e To provide update information on the current pandemic and what may yet occur in 2010

e To provide information on how participants can prepare their offices and associations
Presenter: Marshal A. Bickert, Executive Director of Paratus Solutions in Columbus, Ohio. Previously he was
the Associate Director of Central Ohio Trauma System where served as the administrator of the Central Ohio
Homeland Security Region Healthcare Preparedness Program. Paratus Solutions is a non-profit healthcare and
public health emergency preparedness organization whose mission is to reduce disaster-related morbidity and
mortality.

Registration online at: https://www.telspan.com/Registration/AnonymouslLandingPage.aspx?EventNo=4116

Title: Growing and Optimizing Your Board to Advance Your Association’s Goal and Mission
Sponsor: New England Society of Association Executives

Date: February 16, 2010

Time: Noon to 1:30pm (EST) — 90 minute program

Where: The comfort of your home or office

Fee: $55.00

Description:

How do you grow your organization and leverage your Board of Directors to advance its goals and mission? Join us
to review how to leverage the power of your Directors and their special talents and relationships for the benefit of
your association. Among the topics we will discuss are:

e Optimizing Board Makeup

e Recruiting New Board Members

e Criteria Potential Directors Use in Evaluating Board Opportunities

e Building Positive Relationships with New and Current Board Members

e Board Succession Planning

e Characteristics Winning Boards Share

Presenter: Larry Stybel is co-founder and Vice President of Board Options, Inc. Its mission is to provide
assistance to Nominating & Governance Committees in all aspects of talent management at Board levels. This
includes retained search, board self-evaluation, and CEO succession planning. Google ranks boardoptions.com #1
on the Internet for Board Talent. Larry is also Executive in Residence at the Sawyer Business School at Suffolk
University in Boston. He is an active Board of Directors member as well as a Fellow at the Center for Innovation &
Collaboration Leadership. Larry is a contributor to the Harvard Business Review on Managing Your Career in
Turbulent Times and also writes a blog on career management. He received his doctorate from Harvard University.
He has many association clients. Larry is frequently interviewed in THE WALL STREET JOURNAL about
leadership, career management, and governance.

The registration link is https:// https://www.telspan.com/Redistration/AnonymouslLandingPage.aspx?EventNo=4121




