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About Me



External
Internal
Individual

About Today





• Sought After 
• Leading 
• Experimenting & Experiential 
• Time and Timely 
• Thought Leadership 
• Accessible 
• Innovative 
• Work

What Does it Mean?



!
• External – Outside our Organization 

– Technology 
– Radically Changing Marketplace 

• Internal – Inside our Organization 
– The Association Model (& Time) 
– Content and Collaboration 
– Brand 

• Individual - Self 
– Inspired Leadership 
– F.O.C.U.S.

Disruptive Forces



 
Technology 

• Relevancy - 
A measure of how closely a given object (file, webpag
e, database record,etc.) matches a 
user's search for information (and method of search.) 

http://dictionary.reference.com/browse/web%20page
http://dictionary.reference.com/browse/record


Shift in Online Access Behaviors



What’s the problem?
In a recent survey to ED’s conducted by Nonprofit Hub re: 
organizational websites they found the following: 
• 47 percent said their site isn’t responsive, almost half of those 

people said they plan to address the issue during the next year 
• More than 12 percent said they didn’t know what a responsive 

design meant 
• 35 percent said website was either very effective or effective at 

growing their mission. Half of the respondents said their website 
was only somewhat effective. !!!

                   



79% of member sites 
reviewed were not 
properly optimized



The Solution - Optimize 



Test Your Site



Technology Plan



Keeping Pace: A Radically  
Changing Marketplace



We simply don’t know what lies 
ahead….



Changing Marketplace



!
“Membership has been the frame for associations 
for over 100 years. It captures the mindset of the 
people who join and the staff who support them. 
It permeates the thinking and behavior of 
volunteers as well as policy makers. But, it is 
changing… 
 Education, previously a core value proposition is 
now available everywhere to anyone who can 
search, which is everyone.” 
!
What will it turn into?

Membership Marketplace 
Seth Kahan and 6 

Challenges





Uber





• Becoming aware of your situation: 
– Never stop gathering information and in doing so look 

for trends that may signal change on the horizon 
• Understanding change: 

– Flexibility and a willingness to embrace change will 
make you a more valuable member of your organization 

• Build your skills and keep learning: 
– To be prepared to deal with change successfully, it is 

important to build as many skills as you can before 
their use becomes essential for organizational survival 

 

How to Prepare?



Internally



 ?

Our Model



The Volunteer Leader The Association Professional

Work

Work

Family Family

Other

Volunteer

Other

Allocation of Time Spent



Alignment



Content….Blah! 



•  relevant content is the kind that will add 
value to your product or service, while 
increasing the bottom line, opportunities 
for engagement, etc….it is content that 
the ’online’ user finds informative, 
engaging, helpful, or entertaining.

2010 2012 2014

Yesterday’s Content



• Old content  
• No strategy  
• No connection between technology and 

content 
• It’s not engaging 
• It’s not creative

So, What’s the Problem?



Today’s Content



How do we get there?



Communicate With Purpose



Knowledge Exchange 
& Cross-Member  
Engagement 

The Age of Collaboration



Leverage Your Connections

• The World Series 



• The compilation of everything we’ve 
discussed. It’s the cumulative experience 
of the interaction between individuals and 
your organization.

Your Brand & Its Promise



Your Brand & Its Promise

It also means engagement –  
!

“Engagement means 
listening, interpreting and 
analyzing.”  
           - Jeff Hurt



Individually



A Leader Among Leaders

• Tech Savvy 
• Diplomacy 
• Communications 

(expert?)  
• Marketing 
• Strategic Thinker 
• Negotiator 
• Flexible 
• Innovator 



• Forget everything you’ve learned and 
reimagine (Appreciative Inquiry) 

• Overcome the obstacles. They aren’t 
going anywhere 

• Communicate with purpose and 
understanding 

• Uncover meaningful (and new) 
opportunities by engaging differently 

• Strategy is as important as doing…both 
require your attention

F.O.C.U.S



Terrific (and cheap) 
Resources



• Conduct an Audit 
– Develop a list of each and every way you engage with your members through content 
– Develop a list of the types of content used to engage your members 
– Analyze the interactions within your community - website (links, takeaway tabs, 

etc.), email, meetings, etc. Define how you will enhance those experiences. 
• Have a Communication plan. 

– Plans don’t have to be overwhelming. Simple plans equate to easy victories and 
manageable tasks.  

– Use the template we’ve provided 
• Make it local. Keep it personal. 

– Generic posts and photos from meetings, events or staff may save you time and 
effort, but they won’t do much for the bottom line of your business. They can even 
alienate supporters who would rather see original, community-oriented content than 
stale reflections of meetings and other less-than-sexy engagements.  

• Engage With Others. 
– Connect with peers. 
– Engage consultants and/or outsource. 
– Invest in outside resources if necessary

What to Do?



• Institute a Technology Plan 
– Recreate your organization on the back of technology and see what 

it looks like. 
– Use the Baylor U. template to get started 

• Alignment within Your Plan. 
– Be sure that you’re aligning the proper resources within your plan 

including staff, key stakeholders and non-traditional partners.  
• Self Awareness 

– As a leader you carry enormous responsibilities; to your board, to 
your membership, to your staff and to yourself. Unfortunately it is 
up to you to solve the puzzle. So you must make the effort to be 
aware of what’s happening around you. 

• Prioritize 
– Use the priority map provided to streamline your efforts, allow for 

quick decisions and create parameters around your actions.

What to Do?



Trends

Challenges

Priorities

Support

Foundation of a Plan



• Chief Officers of State Library Agencies – Limited resources forced 
them to think creatively about their future. They decided that 
investing in partnerships was their best chance and began working with 
the Gates Foundation, Museums and the ALA and are now thriving.  

!
• National Association of State Chief Administrators  – was a dying 

organization a few short years ago. The value proposition had been lost 
and membership was decreasing. They partnered with Harvard 
University to create their Institute on Management and Leadership and 
they’ve turned the organization around. Membership and sponsorship 
are through the roof. 

!
• Association of Medical Illustrators – Revamped their meeting so that 

half is done similar to TED Talks. Members are able to learn twice as 
much in a creative and fun format and engagement is at an all-time 
high.

Case Studies



• http://fmlink.com/articles/adapting-to-
change-in-a-rapidly-changing-business-
environment/ 

• http://www.baylor.edu/business/mis/
nonprofits/doc.php/192140.pdf 

• https://www.asaecenter.org/files/
VolunteerMgmt/VolunteerResources/Core
%20Compentencies%20ALL.pdf

Resources

http://fmlink.com/articles/adapting-to-change-in-a-rapidly-changing-business-environment/
http://fmlink.com/articles/adapting-to-change-in-a-rapidly-changing-business-environment/
http://www.baylor.edu/business/mis/nonprofits/doc.php/192140.pdf
http://www.baylor.edu/business/mis/nonprofits/doc.php/192140.pdf
https://www.asaecenter.org/files/VolunteerMgmt/VolunteerResources/Core%20Compentencies%20ALL.pdf
https://www.asaecenter.org/files/VolunteerMgmt/VolunteerResources/Core%20Compentencies%20ALL.pdf


Thank You!! 
Enjoy the Conference



Balance Calories: An Overview
Genna Gent

American Beverage Association

November 12, 2015
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Reduce the amount

of calories Americans 

consume from beverages 

20% Reduction by 2025



HOW?  Drive consumer behavior 

changes to improve America’s health

3

Product 
Innovation

Marketing Distribution Education

The Result: Distinct changes in how beverages are 
offered and marketed to help consumers be more 
mindful of the beverage calories they consume. 



National Calorie Awareness
Labeling System 



National Calorie Awareness
Vend/Cooler Labeling -Underway



2016:  National Calorie Awareness
Fountain Labeling



7

East 
LA

Little 
Rock 

New 
York City

Intense market deployment in 
8-10 pilot communities to test 
and learn what is most 
effective.

Work is underway in first three 
pilot communities:
• East Los Angeles
• Little Rock
• South Bronx and Brooklyn, 

New York City

Test & Learn Communities
LA, LR, NYC Launched



Test & Learn Communities
POS, Consumer Awareness



Consumer Education
Mixify– Additional Outreach for Moms, Teens



BALANCE CALORIES IOWA: 

Partnerships for a Positive Impact



DUBUQUE PARTNER EVENT

• Bipartisan support:

Lt. Governor Kim Reynolds & 

Senate President Pam Jochum

• Attendance: 

State Legislators

Local Y Board Members, 

Dubuque County Officials 

Hospital Officials

• IGIA Members:

Health Fair

Catering

Food Demonstrations

• Interactive Fun:

Zip Lines

Archery

Rock Climbing



What’s Next in 2016?



Expanded Consumer Education



Evaluation

• First progress report in 2016

• Keybridge

• Focus on preparations and groundwork

• Setting the tone and expectations for calorie progress in 
2017 report



More Partnerships…



 
 

Balance Calories Initiative 
A nationwide initiative to help fight obesity by reducing calories consumed from beverages in 

Americans’ diets and promoting calorie awareness and balance. 

The Balance Calories Initiative is a national, multi-year effort from America’s leading beverage 
companies and the Alliance for a Healthier Generation to help fight obesity by reducing beverage 
calories consumed per person nationally by 20% by 2025.  
 
The elements of the program include: 
 
Increasing Interest in and Access to Reduced Calorie Beverage Choices with Special 
Community-Level Focus 
America’s beverage companies will use their marketing, innovation and distribution strengths to 
increase interest in and expand access to water, no- and lower-calorie beverages and smaller-portion 
sizes by: 

 Leveraging the companies’ product and packaging innovation, marketing and distribution 
expertise, as well as consumer awareness efforts. 

 Working closely in local markets with retailers to increase access to no- and lower-calorie 
products and smaller-portion packages and drive interest in these products through proven 
promotional efforts like product placement, featured merchandising, couponing and other 
incentives. 

 Focusing on communities where we can have the greatest impact: where there has been less 
interest in and/or access to beverage options that can help consumers reduce their calories. We 
will start in communities in Little Rock, Ark., and Los Angeles, Calif., and adapt and expand 
learnings from these markets to communities in 8 to 10 metropolitan areas.  

 
Encouraging Calorie Awareness and Balance at Points-of-Purchase 
America’s beverage companies will provide calorie information and encourage consumers to consider 
calorie balance in their purchase decisions by: 

 Placing calorie counts and calorie awareness messages on all company-controlled point-of-sale 
equipment nationwide, which includes more than 3 million vending machines, self-serve 
fountain dispensers, and retail coolers in convenience stores, restaurants and other locations.  

 Working with the Alliance for a Healthier Generation to engage leading trade associations and 
other retail partners to participate and display calorie information on coolers, vending machines 
and fountain equipment controlled by independent owners. 

 
Increasing Consumers’ Awareness of Calorie Balance Through a National, Multi-Year 
Awareness and Engagement Program 
America’s beverage companies will launch Mixify™, an integrated consumer awareness and engagement 
program that talks to teens about the importance of balance and supports their parents’ ongoing efforts 
to help them balance what they drink and eat with what they do. As part of Mixify™, companies will: 

 
 Leverage the companies’ collective marketing expertise and unique 

ability to connect with consumers to reach teens on their own terms 
in ways that fit easily into their day-to-day lives. 

 Reach millions of teens and moms through a multi-year effort that 
includes extensive social media engagement, digital and TV 
advertising and online resources including tips and tools. 

 



 
 

American Beverage Association | MixifyTM  
 

For the first time, The Coca-Cola Company, Dr Pepper Snapple Group and PepsiCo are combining 

their collective marketing expertise and unique ability to connect with consumers to talk directly  

to teens about the importance of balancing what they drink and eat with what they do.  With a new, 

multi-year national consumer awareness and engagement program called Mixify, the companies 

will leverage social media and digital and TV advertising with online tips and tools to reach teens 

on their own terms and in ways that fit easily into their day-to-day lives.  Their goal is to support 

parents’ efforts to educate teens on the importance of balancing calories, including those from 

beverages. 

 

MixifyTM is about finding new mixes of foods, drinks and physical activities that 

keep you looking and feeling good, even when life gets a little crazy.  The name 

“Mixify” is a reminder to find a balanced mix every day – in a way that’s totally 

unique to you. 

 

In addition to national television and digital advertising, MixifyTM aims to reach teens online 

through social engagement, #mymixify and MyMixify.com, where teens can join an online 

community with real-time social media feeds, ask questions and get tips from experts like 

dietitians, nutritionists and athletes, and access other resources to help them achieve balance.  

 
 

Choice, Information, Support and Motivation 

Mixify™ is the newest joint effort by The Coca-Cola Company, Dr Pepper Snapple Group and PepsiCo 

to provide families with more choices, clearer information, ongoing support and motivation to 

achieve calorie balance in the way that fits best in their lives. 

 

 Choice:  Today nearly half of the beverages consumers buy are no- or lower-calorie options 
and beverage manufacturers offer a reduced-calorie option for virtually every product they 
make.  

 Information:  Our Clear on Calories program places calorie information on the front of 
every can, bottle and package our companies produce and our point-of-sale program will 
place calorie counts and calorie awareness messages on an estimated 3 million vending 
machines, self-serve fountain dispensers and retail coolers in convenience stores, 
restaurants and other locations.  

 Support:  Our voluntary National School Beverage Guidelines, which replaced full-calorie 
soft drinks with more lower-calorie and smaller-portion options, led to 90 percent fewer 
beverage calories in schools. 

 Motivation:  Mixify™ aims to further support families by motivating teens to balance what 
they eat and what they drink with what they do, providing tips and inspiration to achieve 
more balance in their daily lives. 



FDA Nutrition Label Reform 
 Proposed changes to Nutrition Facts Label

Industry Support: 
• ↑ Calories & Servings emphasis 
• Serving Sizes Updated  
• Updated Daily Values (DV) 
• Sodium DV  
!
Industry Issues: 
• Added Sugars Declaration (2014) 
• Added Sugars %DV (2015 proposal) !!
More consumer research needed: 
• Required Vitamins & Minerals 
• Absolute amounts declared 
• % DV repositioned 
!

2 Proposed 
Rules 

Comment 
Period

Anticipated Final Rule Earliest 
Estimated 

Compliance

4 ANPRMs

F03-F08                      F14           F15          F16            F17                 F18

Current Proposed

Total Sugars 1g
XX%

Sup PR & 
Comment 
Period



‹#›

Consumer Understanding of Added  
Sugar Labeling

• Consistent across several consumer research findings  
• FDA hasn’t tested %DV or its affect on consumer’s 

understanding/perception of Added Sugars content 
• Shift in FDA focus: consumer understanding to consumer 

education

Consumer research shows  “added sugar” 
declaration decreases consumer understanding 

of total sugar content of a product



 

	   	  
An

im
at

io
n 

Adobe Voice Quick voice-over video maker (iPad only) getvoice.adobe.com 
Animoto Multimedia photo and video synthesizer animoto.com 
Flipagram Instant videos from Instagram and other 

photos 
flipagram.com 

iMovie iOS video editor with templates apple.com/imovie 
Magisto Automatic multimedia photo and video 

creator 
magisto.com 

PowToon Online stop-motion explainer video 
producer 

powtoon.com 

Videolicious Voice-over video montage for iOS videolicious.com 

Q
uo

te
s 

Behappy Instant, bright, clear quotes behappy.me 
Keep Calm-O-Matic Site for making Keep Calm signs keepcalm-o-matic.co.uk 
Pinstamatic Charming retro site to pin quotes, maps, 

dates, pictures and sticky notes 
pinstamatic.com 

QuotesCover.com Ready-made templates to put quotes on 
social media covers 

quotescover.com 

Quozio Free quote maker with place for attribution quozio.com 
Recite This Awesome, instant sayings on dozens of 

image templates 
recitethis.com 

W
or

d 
Ar

t Tagxedo Word art generator tagxedo.com 
WordCam Android app for generating word art facebook.com/wordcam 
WordFoto iOS  app for generating word art wordfoto.com 

Ed
it

or
s 

Audacity Open-source audio editor audacity.sourceforge.net 
Canva Instant graphics for social media canva.com 
Getty Images Embed professional-quality royalty-free 

images for free (but following their rules) 
gettyimages.com 

Pixlr Online Photoshop-like editor pixlr.com 
YouTube Surprisingly cool video editor inside the 

video upload area 
youtube.com 

Ra
nd

om
 

Issuu Online magazine maker issuu.com 
Layar Augmented reality for any printed material layar.com 
Phoster Instant posters and graphics for iOS 

devices 
phoster.bucketlabs.net 

PicPlayPost Photo and video montages for pictures 
that play 

flambestudios.com/products/picplaypost 

PlayBuzz Online quiz maker playbuzz.com 

Pr
in

t 

GrooveBook Quick photobooks with 100 images from 
your device for $2.99 a month including 
shipping 

groovebook.com 

Mosaic Elegant photobook for 20+ pictures for $20 heymosaic.com 
Postagram $.99 durable image postcards  postagram.com 

Cool Content Tools 



 

         Cool Content Tools 
 

  

AI
D 

Fiverr Freelance graphic artists for $5 per project fiverr.com 
Swiftly Quick, easy, instant graphic help for $19 a 

project 
swiftly.com 

G
en

er
at

or
s GlassGiant.com 

ImageChef 
Loonapix 
Lunapic 
 

Pho.to 
Photo505 
Photofacefun 
Photofunia 
 

 

Ro
ya

lt
y-

Fr
ee

 123RF Low-priced royalty-free images 123rf.com 
Dafont Free fonts dafont.com 
Graphic River Royalty-free designs such as PowerPoint 

templates and websites 
graphicriver.com 

Getty Images Embed professional-quality royalty-free 
images for free (but following their rules) 

gettyimages.com 

Pixabay Free royalty-free images pixabay.com 

About	  Beth	  Ziesenis:	  Your	  Nerdy	  Best	  Friend	  
Wouldn't	  it	  be	  great	  to	  have	  a	  BFF	  who	  says,	  "Yeah,	  I	  know	  an	  app	  for	  that"?	  Beth	  Ziesenis	  is	  there	  for	  you	  with	  advice	  on	  the	  
best	  free	  and	  bargain	  tech	  tools	  to	  improve	  productivity	  and	  simplify	  your	  life...	  without	  breaking	  the	  bank.	  
	  

YourNerdyBestFriend.com	  |	  beth@yournerdybestfriend.com	  |	  619	  231	  9225	  	  
	  



	   	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Beth@YourNerdyBestFriend.com	  	  	  	  	  	  YourNerdyBestFriend.com	  	  	  	  	  	  619.231.9225	  

All	  your	  favorite	  tech	  tools	  from	  Beth’s	  NerdWords	  newsletter	  in	  one	  place	  

	  
	  
	  
	  
	  
	   	  

Efficiency	  
Bawte	   Store	  product	  information.	   bawte.com	  

BrightNest	   Learn	  of	  tips	  and	  tools	  for	  your	  home.	   brightnest.com	  

ClearFocus	   Alternate	  working	  sessions	  with	  small	  breaks.	   play.google.com/store/apps	  

FocusDots	   Stay	  focused	  on	  a	  task.	   squrce.com/focusdots	  

FollowUpThen	   Get	  a	  reminder	  to	  follow-‐up	  with	  email.	   followupthen.com	  

Google	  Now	   Get	  personalized	  Information.	   google.com/landing/now	  

Idderall	   Block	  unproductive	  websites.	   addons.mozilla.org	  

KeepMeOut	   Block	  unproductive	  websites.	   keepmeout.com/en	  

Key	  Ring	   Store	  rewards	  cards	  on	  your	  smartphone.	   keyringapp.com	  

Know	  My	  App	   Browse	  app	  ratings.	   knowmyapp.org	  

Know	  Your	  Stuff	   Inventory	  your	  home.	   knowyourstuff.org	  

LeechBlock	   Block	  time-‐wasting	  websites.	   addons.mozilla.org	  

Limitless	   Manage	  and	  motivate	  with	  a	  Chrome	  Plugin.	   belimitless.co	  

LiveBinders	   Organize	  with	  an	  online	  3-‐ring	  binder.	   livebinders.com	  

PaperKarma	   Stop	  unwanted	  paper	  mail.	   paperkarma.com	  

Pixels	  to	  Inches	   Convert	  a	  unit.	   auctionrepair.com/pixels.html	  

SaneBox	   Filter	  your	  email.	   sanebox.com	  

Slice	   Track	  online	  purchases.	   slice.com	  

StayFocusd	   Limit	  time	  spent	  on	  certain	  sites.	   chrome.google.com/webstore	  

Tempo	   Use	  a	  smart	  calendar	  system.	   tempo.ai	  

ToutApp	   Receive	  a	  personalized	  report	  of	  your	  email	  
habits.	  

tout-‐reports.herokuapp.com/	  

Vendian	   Print	  a	  ruler.	   vendian.org	  

Yesware	   See	  when	  your	  email	  is	  opened.	   yesware.com	  
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Create	  
3d-‐Pack	   Generate	  a	  3d	  box	  image.	   3d-‐pack.com	  

Behappy	   Build	  your	  favorite	  quote	  on	  an	  item.	   behappy.me	  

Keep	  Calm	   Create	  a	  personalized	  "keep	  calm"	  meme.	   keepcalm-‐o-‐matic.co.uk	  

QuotesCover	   Spin	  a	  quote	  into	  a	  shareable	  image.	   quotescover.com	  

Quozio	   Turn	  words	  into	  a	  graphic	  image.	   quozio.com	  

Recite	  This	   Convert	  a	  quote	  into	  a	  shareable	  graphic	   recitethis.com	  

Tagxedo	   Make	  a	  word	  cloud.	   tagxedo.com	  

Wordify	   Produce	  a	  word	  cloud.	   wordifyapp.com	  

	  
	  

Travel	  
Airbnb	   Rent	  a	  short-‐term	  apartment	  or	  home.	   airbnb.com	  

Charmin	   Pinpoint	  the	  cleanest	  restroom.	   charmin.com/find-‐public-‐
restrooms.aspx	  

Every	  Time	  
Zone	  

Determine	  time	  zone.	   everytimezone.com	  

GasBuddy	   Find	  the	  best	  gas	  price	  around.	   gasbuddy.com	  

Lyft	   Get	  matched	  with	  a	  nearby	  driver.	   lyft.com	  

Mooveit	   Learn	  the	  fastest	  public	  transportation	  routes.	   moovitapp.com	  

RelayRides	   Find	  a	  rental	  car.	   relayrides.com	  

Seat	  Guru	   Find	  the	  best	  seat	  available.	   seatguru.com	  

SideCar	   Take	  a	  shared	  ride	  service.	   side.cr	  

Stolen	  Camera	  
Finder	  

Locate	  a	  stolen	  camera.	   stolencamerafinder.com	  

TripIt	   Organize	  your	  travel	  plans.	   tripit.com	  

Uber	   Get	  a	  ride.	   uber.com	  

Waze	   Access	  community-‐based	  traffic	  and	  
navigation.	  

waze.com	  
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Meet	  
Doodle	   Schedule	  with	  multiple	  people.	   doodle.com	  

Google+	  
Hangouts	  

Join	  a	  group	  video	  call	  for	  free.	   Google+	  

JoinMe	   Share	  your	  screen	  and	  meet	  online.	   join.me	  

ScheduleOnce	   Offer	  your	  schedule	  with	  a	  link.	   scheduleonce.com	  

WhenIsGood	   Get	  a	  link	  to	  email	  your	  available	  times.	   whenisgood.net	  

	  
	  

Organize	  
Asana	   Organize	  your	  team.	   asana.com	  

Evernote	   Access	  an	  online	  workspace	  and	  note-‐taker.	   evernote.com	  

Redbooth	   Collaborate	  with	  a	  team.	   redbooth.com	  

Trello	   Manage	  projects	  with	  a	  group.	   trello.com	  

Workflowy	   Use	  a	  digital	  notebook	  and	  task	  manager.	   workflowy.com	  

Wunderlist	   Manage	  your	  tasks.	   wunderlist.com	  

	  
	  

Outsource	  
Elance	   Hire	  freelancers	  online.	   elance.com	  

Google	  
Helpouts	  

Get	  help	  from	  an	  expert	  over	  live	  video.	   helpouts.google.com/home	  

Mechanical	  
Turk	  

Browse	  an	  online	  marketplace	  for	  work.	   mturk.com	  

oDesk	   Employ	  freelancers	  online.	   odesk.com	  

	  
	  

Social	  
CamCard	   Scan,	  manage,	  and	  sync	  business	  cards.	   camcard.com	  

Google+	   Socialize	  online.	   plus.google.com	  

Humin	   Manage	  your	  contacts.	   humin.com	  
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Life	  
Carrot	   Try	  an	  awards-‐based	  alarm	  clock	  app.	   meetcarrot.com/alarm	  

Ditto	   Get	  virtual	  eyewear	  recommendations.	   ditto.com	  

Fitbit	   Monitor	  personal	  fitness.	   fitbit.com	  

Food	  Calculator	   Calculate	  how	  much	  food	  and	  drink	  you	  need	  
for	  a	  party.	  

realsimple.com	  

Glasses.com	  	   Virtually	  try	  on	  glasses.	   glasses.com/virtual-‐try-‐on	  

GlassesOff	   Eliminate	  dependency	  on	  reading	  glasses.	   glassesoff.com	  

Lose	  It	   Track	  weight	  loss.	   loseit.com	  

Moves	   Use	  an	  activity	  diary.	   moves-‐app.com	  

Pact	   Achieve	  your	  health	  goals	  with	  cash	  stakes.	   gym-‐pact.com	  

Power	  Nap	   Take	  a	  power	  nap.	   withandrewjohnson.com	  

Rent	  or	  Buy	   Calculate	  rent	  versus	  mortgage.	   calcxml.com	  

Ripe	  Track	   Identify	  the	  fruit	  in	  season	   ripetrack.com	  

ShopSavvy	   Locate	  the	  best	  price	  online.	   shopsavvy.com	  

Sleep	  Time	   Monitor	  your	  sleep.	   azumio.com/apps/sleep-‐time	  

Something	  Pop	   Make	  a	  decision	  with	  online	  prompts.	   somethingpop.com	  

Spin	  Me	   Use	  an	  alarm	  clock.	   spinmealarm.com	  

Still	  Tasty	   Determine	  shelf-‐life	  of	  food	   stilltasty.com	  

Tide	  Stain	   Remove	  a	  stain.	   tide.com/en-‐US/stains	  

Ultimeyes	   Train	  your	  vision.	   ultimeyesvision.com	  

Wakie	   Take	  part	  in	  a	  community-‐based	  alarm	  app.	   wakie.com	  

Warby	  Parker	   Test	  glasses	  at	  home	  with	  a	  free	  trial.	   warbyparker.com	  

Wolframalpha	   Have	  questions	  answered	  online.	   wolframalpha.com	  
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Pictures	  
Groovebook	   Receive	  phone	  photos	  in	  a	  monthly	  album	   groovebook.com	  

Kindred	   Create	  and	  send	  photo	  booklets.	   kindredprints.com/price	  

Mosaic	   Design	  a	  photo	  album	  from	  your	  phone	  or	  
device.	  

heymosaic.com	  

Pic	  Book	   Invent	  photo	  books,	  photo	  cards	  and	  
slideshows	  from	  your	  phone.	  

piculator.com	  

	  
	  

Work	  
Apple	  Apps	   Work	  with	  a	  suite	  of	  updated	  apple	  apps.	   apple.com/ios	  

Betwext	  
Remind	  

Market	  with	  text	  messages.	   betwext.com	  

DocuSign	   Sign	  a	  document	  from	  any	  device.	   docusign.com	  

Haiku	  Deck	   Design	  a	  presentation.	   haikudeck.com	  

Identifont	   Identify	  any	  font	  you	  see	  online.	   identifont.com	  

JetScanner	   Scan	  documents	  to	  a	  PDF.	   itunes.apple.com	  

Keynote	   Create	  a	  presentation.	   apple.com/ios/keynote	  

MindMeld	   Build	  a	  voice	  for	  app,	  device,	  or	  website.	   expectlabs.com	  

Notability	   Take	  notes	  online.	   itunes.apple.com	  

PDF	  Suite	   Convert	  a	  PDF.	   itunes.apple.com	  

Printliminator	   Print	  a	  website.	   css-‐tricks.com	  

Projeqt	   Construct	  a	  presentation.	   projeqt.com	  

Slidebean	   Bring	  a	  presentation	  to	  life.	  	   slidebean.com	  

Ubersuggest	   Generate	  keyword	  ideas.	   ubersuggest.org	  

WhatTheFont	   Submit	  a	  font	  to	  find	  out	  what	  it's	  called.	   myfonts.com/WhatTheFont	  

	  



  

           Quick Reference Guide 
	  
	  

Co
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r  
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  S
ec
ur

it
y   Backupify Backup solution for cloud-based data backupify.com 

Dropbox File synchronization, collaboration and storage dropbox.com 
CrashPlan Free backup system for peer-to-peer connections crashplan.com 
Picasa Photo organizing, editing and sharing software picasa.google.com 
Shutterfly Online photo management with family-friendly protection shutterfly.com 
AVG Free Windows-based anti-virus and spyware software free.avg.com 
How Secure Is My Password Password security checker howsecureismypassword.net 
iAntivirus Free antivirus app for Mac iantivirus.com 
LastPass Password manager with mobile apps lastpass.com 
Mailinator Disposable email service with on-the-fly inbox creation mailinator.com 
PasswordCard Printable and app-based password manager passwordcard.org 
Spybot - Search and Destroy Adware, malware and spyware scanner for Windows safer-networking.org 
YubiKey USB device for password management yubico.com 

Of
fi
ce
  S
of
tw

ar
e  

Adobe Reader XI PDF reader with annotation and signing adobe.com/products/reader 
easyPDF Cloud Online PDF tool with easy interface easypdfcloud.com 
eFax Free Free outgoing fax number efax.com/efax-free 
FaxZero Free outgoing faxes with ad on cover page faxzero.com 
Google Docs Free online office suite docs.google.com 
Google Voice Phone service to organize and manage incoming calls google.com/voice 
NewOCR Online OCR service with layout analysis options newocr.com 
PDF Expert PDF app for iOS devices readdle.com 
Zamzar Convert any file to any format zamzar.com 

W
eb
si
te
   Checkthis Online poster builder  checkthis.com 

Down for Everyone or Just Me Site that checks to see if a site is up downforeveryoneorjustme.com 
Google Analytics Website analytics tool google.com/analytics 
WordPress Website and blog builder wordpress.com 
Zopim  Live chat service zopim.com 

Or
g
an

iz
at
io
n  

Basecamp Online project management system basecamp.com 
Cozi Family Organizer Family-friendly calendar and task manager cozi.com 
Evernote Notetaking and information organizing system evernote.com 
Google Calendar Web-based calendar with import and export capabilities google.com/calendar  
Podio Work management system podio.com 
Redbooth Team-based tasks and project management redbooth.com 
Wunderlist Task management tool wunderlist.com 

Ef
fi
ci
en
cy
  

Chrome Remote Desktop Remote access tool for Chrome browser and PCs Chrome Store 
Flipboard Content aggregation and delivery app flipboard.com 
Gmail Email service that gives you access from anywhere gmail.com 
Google Voice search Voice recognition feature for searching Google google.com 
IFTTT Free multi-application automator for cloud services ifttt.com 
Jing  Screencapture tool techsmith.com/jing 
Mailbox Inbox Zero helper for Gmail and iOS mailboxapp.com 
Skitch Screenshot tool for desktop and mobile devices evernote.com/skitch 
Splashtop Remote access tool designed for mobile devices splashtop.com 
TalkTo Site and apps that facilitate contact with any company talkto.com 

Pe
rs

on
al
   BrandYourself Reputation manager for online presence brandyourself.com 

Bubbl.us Online mind-mapping tool bubbl.us 
Fitbit Smartphone app that monitors activity fitbit.com 
Google Alerts Google tool for keyword email alerts  google.com/alerts 
re.vu Resume pages and sites re.vu 
Readability Browser plugin and app that strips clutter from sites readability.com 

Your Nerdy Best Friend 
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CamCard Mobile business card reader and organizer camcard.com 
Contxts SMS business cards contxts.com 
GrooveBook Photo album app that lets you print real photo books for $3/month groovebook.com 
MailChimp Do-it-yourself email newsletter service mailchimp.com 
Nimble Social media-based CRM nimble.com 
Paperless Post Animated online cards and invitations paperlesspost.com 
Postagram Service that generates and sends postcards postagramapp.com 
Salesforce CRM for small-to-medium businesses and associations salesforce.com 
timetonote Web-based CRM and project management for groups timetonote.com 

G
ra
ph
ic
s  

123RF Low-priced royalty-free image site 123rf.com 
animoto   Instant video from pictures, videos and text  animoto.com 
Audacity Downloadable, open-source audio editor audacity.sourceforge.net 
ColorZilla Color tool for Chrome and Firefox colorzilla.com 
dafont Archive of free downloadable fonts dafont.com 
GraphicRiver Low-priced professional print and digital templates graphicriver.net 
Identifont Online wizard to identify typefaces identifont.com 
WhatTheFont! Online tool and iOS app to identify fonts myfonts.com/WhatTheFont/ 
Piktochart Free and bargain infographic generation piktochart.com 
Graphic Generators Collection of resources for quick graphics pinterest.com/askbethz 
Pixlr Free online Photoshop competitor pixlr.com 
PowToon Super cool animated video and presentation tool powtoon.com 
Tagxedo Word cloud generator site tagxedo.com 
Wordmark.it Online previews of the fonts on your computer wordmark.it 

Pr
es
en
ta
ti
on

s,
  S
ur

ve
ys

,  M
ee
ti
ng

s   AnyMeeting Screensharing and webinar tool anymeeting.com 
Brown Paper Tickets Online event management tool with free ticket shipping brownpapertickets.com 
Eventbrite Online event management tool eventbrite.com 
Google Forms Free forms and surveys connected to Google spreadsheets forms.google.com 
Google+ Hangouts Videoconferencing and live broadcast tool google.com/hangouts 
Issuu Online magazine/catalog creator issuu.com 
Minutes.io Meeting-management tool minutes.io 
Poll Everywhere Real-time audience response system and polling tool polleverywhere.com 
Polldaddy Online polling site and app polldaddy.com 
Reflector Download that mirrors iOS device on Mac or PC  reflectorapp.com 
ScheduleOnce Meeting-scheduling site scheduleonce.com 
SignUpGenius Volunteer organization and sign-up sheets signupgenius.com 
Speek Free conference call service for up to 10 speek.com 
Ustream Live streaming service with extensive audience ustream.tv 
Vyew Online meeting rooms for real-time collaboration vyew.com 

Tr
av
el
   GateGuru Mobile airport guide gateguru.com 

SeatGuru Airplane seat guide seatguru.com 
TaxiFareFinder Taxi fare estimation tool taxifarefinder.com 
TripIt Travel itinerary organizer tripit.com 
Waze Community-driven navigation app waze.com 

He
lp
   Fancy Hands Virtual assistants for small tasks starting at $5 per request fancyhands.com 

Fiverr Freelance community for $5 projects fiverr.com 
LogoMyWay Crowdsourced logo designs logomyway.com 

FI
NA

NC
IA
L  

Mint Free budgeting and expense management tool mint.com 
OneReceipt Electronic receipt management for iOS and online onereceipt.com 
RetailMeNot Online coupon site retailmenot.com 
Shoeboxed Digital and hard-copy expense manager shoeboxed.com 
Square Mobile payment system for consumers and businesses squareup.com 
Wave Accounting Free online accounting system waveaccounting.com 

About	  Beth	  Ziesenis:	  Your	  Nerdy	  Best	  Friend	  
Wouldn't	  it	  be	  great	  to	  have	  a	  BFF	  who	  says,	  "Yeah,	  I	  know	  an	  app	  for	  that"?	  Beth	  Ziesenis	  is	  there	  for	  you	  with	  advice	  on	  the	  
best	  free	  and	  bargain	  tech	  tools	  to	  improve	  productivity	  and	  simplify	  your	  life...	  without	  breaking	  the	  bank.	  
	  

YourNerdyBestFriend.com	  |	  beth@yournerdybestfriend.com	  |	  619	  231	  9225	  	  
	  



Running a World Class 
Communications Shop
Leveraging Resources, Regardless of the Size of your Association’s Budget 

!
Ron Fong (CGA), Brandon Scholz (WGA), Kathy Siefken (NGIA) 

Moderator: Cassandra Pye, 3.14 Communications



Best-in-class Communications Program Elements! 
! ! ! ! ! ! CGA! WGA    NGIA

  LARGE  MEDIUM  SMALL 

✓Email Alerts      X      X    X 
✓Website       X      X    X 
✓Magazine       X      X    X 
✓Industry Spokesperson     X      X    X 
✓Communications Committee    X      -    - 
✓Earned Media/Issue communications   X      X    X 
✓Legislative Alerts/Reports/Calls   X      X    X 
✓Product Recall Notification System   X      -    - 
✓Full-time Staff      X      -    -



Grade your own Communications operations 
(Bring this “report card” with you to the conference)

✓Email Alerts     _______ 
✓Website        _______ 
✓Magazine      _______ 
✓Industry Spokesperson    _______ 
✓Communications Committee   _______ 
✓Earned Media/Issue communications  _______ 
✓Legislative Alerts/Reports/Calls  _______ 
✓Product Recall Notification System  _______ 
✓Full-time Staff     _______ 
✓Other:_________________   _______



Nebraska Grocery Industry Association 
Communications for Small Associations

                 

✓Email Alerts      Constant Contact as needed - to specific members     
✓Website       Basic template; in-office updates       
✓Magazine       Printer has template and we forward text articles     
✓Industry Spokesperson     Use NGA/FMI for  on technical issues   
✓Communications Committee    No Budget   
✓Earned Media/Issue communications   Constant Contact as necessary   
✓Legislative Alerts/Reports/Calls   Constant Contact and weekly phone conference 
✓Product Recall Notification System   Done by NGA so not necessary  
✓Full-time Staff      Not necessary  



NGIA:  We Turn Fire into SMOKE
The Executive Director serves as: 
•  Membership Director 
•  Communications Director 
•  Meeting Planner 
•  Industry Lobbyist 
•  Program Coordinator 
•  Scholarship Coordinator (and much more!) 
Staff of TWO are project driven: 
•  Receptionist/Money Order Program Manager 
•  Bookkeeper/Coupon Redemption Manager 
 



Food Industry Association 
Executives

Brandon Scholz!
President & CEO



WGA 
COMMUNICATIONS 

!
Wisconsin Grocer Magazine 

The Presidents Letter 
GA Report 

Weekly Special 
WGA ALERT! 

 



Magazine   
4x/Year  •  Printed/Posted to Website • Industry & Member News •  Advertising

President’s Letter 
Weekly  • Constant Contact 40% Open Rate  
 • Industry & Member News  • Events  • Open 
Subscription 
 38% open rate  -   51 clicks for more info   - 65% open on computer    -    35% open on phone

Government Affairs/Campaigns & Elections 
Bi-Monthly  • Legislative & Regulatory  • State & 
Federal • Events 
22% open rate   -   1.5 clicks for more info   -  64% open on computer   -   36% open on phone

Weekly Special 
Event Driven • News • Registration • Deadlines 
• Pics & Names 
    25% open rate   - 20 clicks for more info   -   60% open on computer   -   40% open on phone

WGA Alert! 
Legislative/Issue Driven • Contact Legislators •  
Grassroots Message 



 
       Rev/Exp   Production          Hours  
 
Wisconsin Grocer Magazine (4x/Year)    2:1  Feature Stories Contracted      50+ 
          All Other Content In-House 
         Graphics Contracted 
         Outside Printer/Mailer 
        
Presidents Letter (Weekly-E)    12:1  In-House/Multi-Staff         9 Hours 
GA Report/ Campaigns & Elections (Bi-Month-E)   5:1  In-House          6 Hours 
Weekly Special (Varies/Event-E)     3:1  In-House          4 Hours 
WGA ALERT! (Varies-E)        0  In-House          4 Hours 
   Net Revenue  $50,521                2.6:1      

What does it take to make $1



ASSOCIATION
INFORMATION 

SHARING
CHALLENGES AND OPPORTUNITIES



COMMUNICATIONS BY THE
NUMBERS… REVENUE GENERATOR OR 

EXPENSE DRAIN?

• PERCENTAGE OF ANNUAL ASSOCIATION REVENUE

• MAGAZINE ADVERTISING: 12%

• WEBSITE ADVERTISING: 1%

• E-NEWSLETTER: 1%

• MAGAZINE SPECIAL ISSUE: 6%



COMMUNICATION NEEDS
• INFORMATION 

DISSEMINATION

Visually appealing
with strong content

Timely
information



CHALLENGES

• PROVIDING TIMELY/ VALUE-ADDED COMMUNICATIONS

• LIMITATIONS

• DWINDLING BUDGETS

• INCREASED PRODUCTION COSTS (PRINTING/POSTAGE)

• UNDER STAFFING

• AVAILABLE TIME



OPPORTUNITIES

• UTILIZE RESOURCES OF LARGER TRADE ASSOCIATIONS

• MODEL – SHARED COMMUNICATIONS CORP.

• BI-MONTHLY MAGAZINE

• DIGITAL FORMAT

• ADVERTISING

• E-NEWSLETTER

• ALERTS/RECALLS



GROCER MAGAZINE
• BI-MONTHLY

• DIGITAL FORMAT

• OPTION FOR PRINTED EDITION

• CUSTOMIZED TO YOUR STATE

• FEATURE STORIES INCLUDED

• CA-SPECIFIC MATERIAL EXCLUDED 

• GOVERNMENT RELATIONS

• ASSOCIATION NEWS

• ADVERTISING OPPORTUNITIES



E-NEWSLETTER
• CGA’S NO. 1 COMMUNICATION TOOL

• PROVIDES TIMELY INFORMATION

• LEGISLATION/REGULATORY UPDATES

• ASSOCIATION NEWS

• CALENDAR OF EVENTS

• FREQUENCY OPTIONAL (WEEKLY, BI-WEEKLY)

• ASSOCIATION RESPONSIBILITY

• EDITORIAL CONTENT

• MEMBER E-MAIL LIST



ALERTS/BULLETINS

• PRODUCT RECALL

• BULLETINS

• LEGISLATIVE/REGULATORY UPDATES

• ASSOCIATION EVENTS/NEWS

• EMERGENCY MANAGEMENT UPDATES

• NATURAL/MAN-MADE DISASTERS



QUESTIONS?



Communicating in the 
Scandalous Age 
(…or what would Olivia Pope do?)

"

Cassandra Pye 
3.14 Communications



Are You Ready?



Act 1, Scene 1: Association Headquarters
There is a 6-alarm fire at the building your offices are housed in. 
No one has been injured and the building was evacuated quickly. 
In fact, because the fire broke out on Veterans Day, most of your 
staff was out of the office. While the fire was located on floors 
other than yours, electricity has been shut off (for precautionary 
measures) and there has been extensive smoke and water damage 
throughout the building, including your suite of offices. The fire 
department has told you the building is likely to be off-limits for 
several weeks, even months.  
Everyone is safe and accounted for. Now are what you going to 
say and to whom?



Act 1, Scene 2: The Grocery Store
There has been a shooting at a chain store and the company is 
one of your major members. Several reported dead. The gunman, 
a former store  employee, has taken store manager and others as 
hostages; he’s currently on his cell phone, talking with a hostage 
negotiation team. CNN, national networks are on the scene 
looking to talk to ANYONE. The chain has issued a statement and 
won’t comment any further until crisis ends. Several other 
member companies have reached out to you because they’re 
being hounded by reporters about their employee security 
systems. Now, CNN is on the line for you.  
Now what?



Act 1, Scene 3: Your Private Office"" "
The local Sheriff’s office has just called. A former employee 
of the Association will be arrested in the coming days for 
distribution of porn material, online. The individual had 
extensive contact with your members and the authorities 
want you to be aware of the pending arrest so that you can 
inform staff, members, vendors and others who have come 
in contact with him. Arrest likely to take place in 7-10 days 
and they will contact you when arrest is made.  
What will you do immediately? 
What will you do in the next 7-10 days?



You can’t afford Olivia Pope. But you can…
✓Have a crisis communication policy in place, approved by 

your board 
✓Develop a crisis communication plan of your own 
✓Prepare your team, prepare yourself (media/message 

training) 
✓Think through a list of potential scenarios; plan accordingly 
✓Make sure you have the tools you need  
✓Run a drill, each year – highly recommended 
✓Use your crisis ‘services’ as a member recruitment tool



A good crisis communications plan…
• Reflects your association’s values and mission 
• Is developed long before the crisis happens 
• Designates roles, clearly, and a chain of command 
• Engages employees, members and other stakeholders 
• Is short, simple and straightforward 
• Is readily accessible – no matter where you are 
• Takes into account privacy and privacy laws and regulations 
• Is updated/tweaked, regularly



cpye@314comm.net 
Follow me on Twitter: @cassandrapye



















FIAE 2015 Annual Convention 

State Association Executives Roundtable Discussion ‐ November 12, 2015 

Notes 

_______________________________________________________________________________ 

Across State Lines ‐ Bev Lynch presented three ASL developed, to date (all available on www.fiae.net) 

  ‐ On the Road Dinner Series 

  ‐ Managing Your Contract Lobbyist ‐ How to Get the Most Bang for the Buck 

    ‐‐Soliciting additional ideas to add to the list 

  ‐ Outsourcing ‐ five resumes of professionals are available on line at www.fiae.net; soliciting 
additional professionals with whom you work to add to the list. 

 

Relevancy ‐ Brian Riggs distributed and reviewed engagement map 

    email for Brian Riggs for more information:   briggs@amrms.com 

 

Chris Flynn/Massachusetts  ‐ reviewed strategy to create new state/national task force and action items 
with national trade associations (starting with FMI/NGA); follow up from Annapolis FMI retreat 
discussion.   Working with Ron Fong, Joe Williams and Ellie Taylor.    

 

Rob Ikard/Tennessee ‐ Discussed action plan to implement a retail management certificate through the 
local community colleges; working with FMI, NGA, and Western Association of Food Chains to replicate 
their programs.    FMI plans a one day session in June in conjunction with FMI Connect.   FIAE will 
facilitate call/webinar with Rob as program progresses.   Suggestion to check out on line program with 
Western Assn. of Food Chains.  Joe Williams/Texas has similar program geared to high school students. 

 

Linda Doherty/New Jersey ‐ discussed the NJFC Leadership Program, a competitive program geared for 
"young" professionals in the food industry.   Brochure distributed.  A new Across State Lines being 
created to detail the action steps. 

 

Ellie Taylor/Alabama ‐ soliciting ideas from colleagues for a new database for her membership.  Send 
her ideas. 

 



FIAE will begin sending out template newsletter articles for use by states.  The Food Institute is drafting 
first version on Food Industry Trends. 

 

Kathy Kuzava/Georgia ‐ soliciting ideas for a fresh board agenda.  Please send to FIAE.    

 

Linda Doherty/New Jersey ‐ discussed board assessment tool NJFC uses to evaluate individual board 
members.  Tool is attached. 

 

Jamie Pfuhl/Minnesota ‐ uses every board meeting to restate the association mission (back of table 
tents) 

 

Kathy Siefken/Nebraska ‐ called the group's attention to a great article, "Governance is Governance" 
which is attached.    

 

 

 



NEW JERSEY FOOD COUNCIL 
BOARD MEMBER 

 
ANNUAL SELF ASSESSMENT 

 

 
 

             GRADE 
 

1. Board Attendance (4 of 5 meetings)        _______        
 
2. Participation at Meetings          _______ 
 
3. Understands fully the responsibility of Board membership     _______ 
 
4. Prepares properly for Board meetings       _______ 
 
5. Maintains proper decorum during Board meetings      _______ 
 
6. Serves on at least one committee and attends committee meetings   _______ 
 
7. Volunteers for activities and assignments       _______ 
 
8. Attends and financially supports special activities (Annual Meeting,    _______ 
 Night of Distinction, Trade Relations Conference, Golf Outing,  
 FCCfGG Breakfast)  Give yourself 1 point for each event attended. 
 
9. Expresses passion, commitment and advocacy for the      _______ 
 New Jersey Food Council 
 
10. Solicits others to become members of the New Jersey Food Council   _______ 
 
11. Limits the number of Boards serves on (suggest NJFC be top 1 or 2)   _______ 
 
         TOTAL    _______ 
 
 
 
 
NAME: ___________________________________               
 
ASSESSMENT SCORE*:  ____________________ 
 *Total divided by 11 
 

 
Voluntary Forward 

to NJFC Governance Committee 
c/o NJFC 

609-396-6571 (Fax) 
njfc@njfoodcouncil.com 

 

Key For Grades 
Exemplary   5 
Excellent   4 
Very Good   3 
Fair    2 
Don’t Know/Not Certain  1 
Poor    0 

5 Great Board Member 
3-4  Good Board Member 
2-3  Some concern – determine whether 
  you want to continue serving 
Below 2 Why are you on the Board? 



NEW JERSEY FOOD COUNCIL 
Board Member Expectations 

 
BOARD ACTIVITIES REQUIREMENTS STATUS 

WORK – Ethics of Involvement and Commitment to Participate 
    Attendance at scheduled Board Orientation Mandatory Attendance  
    Board Meeting Attendance Attendance - 4 of 5  (can include voting rep)  
    Retreats/Special Mtgs./Seminars Expected Attendance  
    Fundraising (solicit others) Ongoing  
    Committee/Event Membership Participate on at least one committee or an 

event committee (can include company rep) 
 

    Association Membership 1 membership referral per year  
    Participation in NJFC Events 

• Annual Membership Meeting 
• Night of Distinction 
• Trade Relations Conference 
• Annual Golf Outing 
• FCCfGG Annual Breakfast 
• Loss Prevention Conference 

Encouraged to attend at least 3 events  

WISDOM – Intellectual Investment in Association and Dedication to Lead or Serve as Advocate 
    Prepared/Participates at Board Meetings Expected  
    Generously shares expertise/talent Expected  
    Places conscience above self-interest Expected  
    Demonstrates Consistent Leadership Values,  
    Decorum, Integrity, Compassion and  
    Excellence 

Expected 
 
 

 

    Serves as a NJFC Ambassador Expected  
FINANCIAL SUPPORT – Willingness to Offer Wealth (company and/or self) to Maintain Financial 
Fitness of Association 
    PAC  Encouraged  
    NJFC Sponsorship Program Strongly Encouraged  
    Gold Level Annual Meeting – Table of 10 

Night of Distinction – 15 Tickets 
Golf Outing – One foursome/tee sign 
Trade Relations Conference – Five 
Conference Registrations/Two Golf 
Registrations 

 

     Silver Level Annual Meeting – Five Registrations 
Night of Distinction – Table of Ten 
Golf Outing – One foursome/tee sign 
Trade Relations Conference – Four 
Registrations/Two Golf Registrations 

 

     Bronze Level Annual Meeting – Four Registrations 
Night of Distinction – Five Registrations 
Golf Outing – One foursome/tee sign 
Trade Relations Conference – Two 
Registrations/Two Golf Registrations 

 

     Brass Level Annual Meeting – 2 Registrations 
Night of Distinction – 4 Registrations 
Golf Outing – 2 Registrations 
Trade Relations Conference – 2 Registrations

 

 
          



         

N E W  J E R S E Y  F O O D  C O U N C I L  

Compensation Policy 

In compliance with Internal Revenue Service guidelines for approval of senior 
management compensation, the Board of the New Jersey Food Council (NJFC) 
will follow the following review and approval guidelines. 

Individual Subject to this Policy (defined as "Covered Individuals"): 

• Chief Employed Executives: The individual or individuals who have the ultimate 
responsibility for implementing the decisions of the NJFC governing body or for 
supervising the management, administration, or operations of the NJFC, including 
NJFC’s top management official and top financial official, President & CEO. 

• Officers: A person elected or appointed to manage NJFC’s daily operations, such 
as a chair, vice-chair, secretary, or treasurer. The officers of an organization are 
determined by reference to its organizing document, bylaws, and include, at a 
minimum, those officers required by applicable state law. (No officer is 
compensated by the NJFC). 

• Key Employees: Individuals who are not a Chief Employed Executive or an 
officer of the NJFC, but who meet all of the following criteria: 

1. $150,000 Threshold. The individual receives reportable compensation from  
the NJFC and all related organizations in excess of $150,000 for the calendar 
year 

Ending with or within NJFC's tax year; 

2. Responsibility Criteria. The individual: 

a) Has responsibilities, power or influence over NJFC as a whole that 
is similar to those of officers, directors, or trustees; 

b) Manages a discrete segment or activity of NJFC that represents 10% or 
more of the activities, assets, income, or expenses of the organization, 
as compared to the organization as a whole; or 

c) Has or shares authority to control or determine 10% or more of the NJFC’s 
capital expenditures, operating budget, or compensation for employees. 
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3. Top 20 Limitation. In addition to meeting the $150,000 threshold and the 
Responsibility Criteria, the individual is one of the top 20 most highly 
compensated employees (including all income from NJFC and related 
organizations) for the calendar year, ending with or within NJFC's 
calendar year. 

4. Procedure for Approving Compensation 

In review and approving the compensation of any Covered Individuals, the 
Executive Committee of the NJFC will utilize the following process: 

1. Impartial Decision Makers. The compensation arrangement must be 
approved in advance (before any payment is made) by the Human 
Resource Committee of the NJFC composed entirely of individuals who 
do not have a conflict of interest with respect to the compensation 
arrangement. 

2. Comparability Data. When the Human Resources Committee of NJFC is 
considering compensation to Covered Individuals, it must rely on 
comparability data that demonstrate the fair market value of the 
compensation in question. For example, when crafting compensation 
packages, the Human Resources Committee must secure data that 
documents compensation levels for similarly qualified individuals in 
like positions at like organizations. This data may include the 
following: 

a) expert compensations studies by independent firms; 

b) written job offers for positions at similar organizations; 

c) documented telephone calls about similar positions at both 
nonprofit and for-profit organizations; and 

d) Information obtained from the IRS Form 990 filings of similar 
organizations. 

3. Concurrent Documentation. The Human Resources Committee of the 
NJFC should be available to discuss how it reached its decisions, 
including the data on which it relied.  

 a) the terms of the compensation and the date it was approved 
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b) the members of the Human Resources Committee who were present 
during the debate on the compensation that was approved and those 
who voted on it; 

c) the comparability data obtained and relied upon and how the data 
were obtained; and any actions taken with respect to consideration 
of the compensation by anyone who is otherwise a member of the 
NJFC but who had a conflict of interest with respect to the decision 
on the compensation. 

 
 
        6/25/13 



         
NEW JERSEY FOOD COUNCIL 

 
Conflict of Interest Policy 

 
Board Members of the New Jersey Food Council (NJFC), officers, volunteers, and key 
employees must act at all times in the best interest of the NJFC. Board members, officers, 
volunteers, and key employees shall disclose all potential and actual conflicts of interest 
to the NJFC and, as required, remove themselves from all discussion and voting on any 
related matter. Specifically, Board members, volunteers, and key employees shall: 
 

• Avoid placing self-interest or the interest of a third party above the interest of 
the NJFC, and avoid the appearance of placing self-interest or the interests of a 
third party above the interests of the NJFC. 

 
• Refrain from using NJFC's staff, services, equipment, materials, resources, or 

property for personal or third-party gain, and from representing to third parties 
that authority as a Board member extends any further than that which it 
actually extends. 

 
• Not engage in any outside business, professional conduct, or other activities that 

may be directly or indirectly adverse to the interests of the NJFC. 
 

• Not solicit or accept gifts, gratuities, free travel, or any other item of value 
from any person or entity as a direct or indirect inducement to provide special 
treatment with respect to matters pertaining to the NJFC without fully 
disclosing such an exchange to the Board of the NJFC. 

 
• Provide goods or services to the NJFC as a paid vendor to the NJFC only 

after full disclosure to, and advance approval by, the Board of the NJFC 
and pursuant to any related procedures adopted by the Board. 

 
• Not persuade any employee of the NJFC to leave the employment of the NJFC 

Board or to become employed by any person or entity other than the NJFC; 
and 

 
• Not persuade or attempt to persuade any member, exhibitor, 

advertiser, sponsor, subscriber, supplier, contractor, or any other person or 
entity with an actual or potential relationship with the NJFC to terminate, 
curtail, or not enter into its relationship with the NJFC, or to reduce any benefit 
that may be provided to the NJFC with respect to such relationship. 

 
This policy shall apply to the Board of the NJFC, but also shall apply to all members of 
the NJFC committees, task forces, and others in the NJFC governance structure, as well 
as to the NJFC key employees. On an annual basis, all individuals to whom this policy 
shall apply shall be provided with a copy of this policy and required to complete and sign 
an acknowledgement and disclosure form prepared by the Board of Directors. 
 
          6/25/13 



         
NEW JERSEY FOOD COUNCIL 

 
Disclosure Form 

I have read the New Jersey Food Council (NJFC) Nonprofit Conflict of Interest Policy set forth 
above and agree to comply fully with its terms and conditions at all times during my service as a 
Board Member of the NJFC, an officer, volunteer, or a key employee of the NJFC.  If I become 
aware of any actual or potential conflicts of interest at any time following the submission of this 
form, or if the information provided below becomes inaccurate or incomplete, I will promptly 
notify the President of the NJFC in writing. 

Disclosure of actual or potential conflicts of interest: 

• Do you receive compensation as an Officer, Director, committee member, task 
force member, or key employee of the NJFC?         
         Yes_No_ 

 
• Other than reimbursement of reasonable expenses, have you received or do 

you expect to receive more than $10,000 per year from the NJFC for services 
provided as an independent contractor?                                            
         Yes_No_ 

 
• Have you received or do you expect to receive any material financial benefit 

from the NJFC in addition or apart from the benefits described in the above 
inquiries? 

 Yes_No_ 
 

• Does any family member receive compensation or material financial benefit 
from the NJFC?         
         Yes_No_ 

 
• Do you have a family relationship or business relationship with any current or 

former Officer, Director, or key employee of the NJFC?     
         Yes_No_ 

 
If you answered "Yes" to any of the above, please explain in a separate statement. 
 
_____________________ _________________________ ____________ 
Board Member Signature Title     Date 
 

 _____________________ _________________________ ____________ 
 Board Chair Signature  Title     Date   
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NEW JERSEY FOOD COUNCIL 
 

Whistleblower Policy 
 
This Whistleblower Policy of  the New Jersey Food Council (NJFC): (1) encourages staff 
and volunteers to come forward with credible information on illegal practices or 
serious violations of adopted policies of the NJFC (2) specifies that the NJFC will 
protect the person from retaliation; and (3) identifies where such information can be 
reported. 
 
1. Reporting. The NJFC encourages complaints, reports or inquiries about illegal 

practices or serious violations of the NJFC's policies, including illegal or improper 
conduct by the NJFC itself, by its leadership, or by others on its behalf. Topics may 
include financial improprieties, accounting or audit matters, ethical violations, or other 
similar illegal or improper practices or policies; other topics may include alleged 
discrimination. 
 

2. Retaliation. The NJFC prohibits retaliation by or on behalf of the NJFC those 
making good faith complaints, reports or inquiries under this policy or for 
participating in a review or investigation under this policy. 

 
3. Where to report. Complaints, reports or inquiries may be made under this policy on a 

confidential or anonymous basis. They should describe in detail the specific facts 
demonstrating the bases for the complaints, reports or inquiries. They should be 
directed to the President or Executive Committee of the NJFC. 
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There are throughout the independent
sector examples of superb, professional manage-
ment. There are more than 1 million nonprofit
institutions in this country. It has long been my
conviction that too many of those institutions
have underemphasized the importance of good
management and good governance.

As a corporate executive, I spent a dispro-
portionate amount of my time trying to develop
and perfect an ideal system of governance for a
publicly held corporation—a system of gover-
nance which embraces the optimum relation-
ship between board and management.

In my role as CEO and later chair of the
board, and in my role as a corporate director
and public trustee with almost 40 years of ex-
perience in business, religious, civic, health,
educational, cultural and philanthropic or-
ganizations, I have developed some very strong
concepts of governance of institutions—public
and private, for-profit and not-for-profit. I want
to share those concepts with you.

I began writing this as a director of
INDEPENDENT SECTOR at the request of its
CEO. That is a very important statement and I
want to come back to it later. Just let me say now
that, to me, trusteeship involves helping the
CEO in whatever way is requested of you and

that you possibly can do. Here I am talking
about the volunteer side of my directorship,
and it has nothing to do with the governance
responsibility I hold as a director. Throughout
my remarks, I hope you will keep those two
roles of a trustee—governing and
volunteering—very separate in your minds.
When I was asked to undertake this volunteer
assignment, my concepts of trusteeship forced
me to accept it whether I wanted to or not. So
here I am.

overnance

is

overnance

Governance is governance. That’s more
than a title—it’s a deeply held conviction. It’s a
conviction first of all that governance is not man-
agement and, second, that governance in the
not-for-profit sector is absolutely identical to
governance in the for-profit sector—with that
one added dimension that I will come back to.
I want now to discuss what governance or
trusteeship (I use the two terms completely in-
terchangeably) is and what it is not. First, what
it is not. Governance is not management. In my
opinion, one of the worst sins of charitable or-

It’s a conviction first of all that
governance is not management.
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ganizations is that too often they do not distin-
guish between the two. Rather, they confuse
the two responsibilities and in the process ham-
per the mission of the institution.

In all cases I am referring to institutions
that have at least one full-time professional staff
executive.

To my mind, this executive is the CEO of
the institution. It matters not what the actual
title is—president, executive vice president,
general manager, executive director, or what-
ever. In my view, these professionals are the
CEOs and they  should consider themselves

that, and should be so viewed by the entire
board. A position description should clearly state
that fact—and everyone on the board should
accept that fact, particularly the  chair. But how
many boards can each of us think of where the
paid executive is only the administrative officer
carrying out the routine caretaking functions
which the board or its chair delegates?

I regret to tell you that I have known vol-
unteer chairs of the board who clearly think
they are the CEO. And, I regret even more to
tell you, I have known paid executives who
ought to be the CEO but who are not and who
are perfectly willing to let the board or its chair
call all the shots. A weak CEO can often protect
his or her hide by delegating management’s
responsibilities to the board. And lots of boards
and individual board members (particularly
those who have a special vested interest in a
particular aspect of the enterprise) are just de-
lighted to take over some or all of management’s
responsibilities.

Why is it that so many corporate directors
grow horns when they become trustees? Why
do they assume that they can do things as trust-
ees that they would never think of doing as
directors, such as interfering with management’s
role and making decisions or requests that no
corporate director would think of making?

Then too, I have been utterly amazed over
the years to observe how boards always tend to
fill management voids. If management is weak
in an aspect of its operation, a strong board or
board member will move in and take over. The
trick for management is to leave no voids, and
the trick for the board is to see to it that man-
agement has a plan to fill any voids that occur,
rather than to leap in and fill them itself.

Any institution—for-profit or not-for-
profit—that has an all-powerful chair or a weak
CEO is an institution in trouble, or surely is
one headed for trouble. How can we prevent
that from happening? Harder still, how can we
change course, install professional management
practices and board practices, and then develop
the optimum relationship between the board
of trustees and the CEO? Between the gov-
ernors and the managers?

The Right
Foundation

The foundation is laid by developing
clearly defined and mutually agreed-to posi-
tion descriptions for the CEO, the board and
the chair. I wonder how many nonprofit orga-
nizations have such position descriptions, and,
if they do, how many update them annually, or
ever bother to check whether they are living by
them. How many boards or board chairs annu-
ally review their position descriptions and as-
sure themselves that they have fulfilled all their
responsibilities of trusteeship? My guess is very,
very few.

A weak CEO can often protect
his or her hide by delegating
management’s responsibilities to
the board.
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President and CEO
Function

• Serve as chief executive officer of the institution, reporting to the board of trustees,
accepting responsibility for the success or failure of the enterprise.

• With the chair of the board, enable the board of trustees to fulfill its governance
function, and facilitate the optimum interaction between management and the board
of trustees.

• Give direction to the formulation and leadership to the achievement of the institution’s
philosophy, mission, strategy, and annual objectives and goals.

Responsibilities
• With the chair of the board, develop agendas for meetings, so that the board can fulfill

all its responsibilities effectively. Develop an annual calendar to cover all crucial issues
in a timely fashion.

• See that the board and the chair are kept fully informed of the condition of the
institution on all important factors influencing it.

• Get the best thinking and involvement of each board member. Stimulate all members
to give their best.

• Work with the chair to make the committee structure of the board function effectively.

• With the chair, recommend the composition of the board and its committees.

• Be responsible to and report to the board of trustees.

• Be responsible for the institution’s consistent achievement of its mission and financial
objectives.

• Make certain that the institution’s philosophy and mission statements are pertinent
and practiced throughout the organization.

• Make certain that the flow of funds permits the institution to make steady progress
towards the achievement of its mission and that those funds are allocated properly to
reflect present needs and future potential.

• See that there is an effective management team with provision for succession.

• Ensure the development and implementation of personnel training and development
plans and programs that will provide the human resources necessary for the
achievement of the institution’s mission.

• Maintain a climate that attracts, keeps and motivates top quality people—professional
and volunteer.

• Formulate and administer all major policies.

• Serve as the chief spokesperson for the institution and, thereby, see that the institution
is properly presented to its various publics.

• Assure that the institution has a long-range strategy that achieves its mission, and
toward which it makes consistent and timely progress.
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Every institution is different and each, of
course, must develop a set of position
descriptions that covers fully the unique character
of that institution. Acknowledging that, I would
like to take a crack at outlining a minimum
common denominator position description for
the three positions in order to make clear my
convictions about the proper division of labor
between the CEO, the board, and its chair.

Let’s take the CEO first. Here is the kind
of position description I would like to have if I
were the executive director of any nonprofit
organization (see page 5).

Now I’d like to let you in on a secret. That
position description is almost verbatim the same
as the one I wrote as the CEO of a multi-billion-
dollar corporation. I changed “Dayton Hudson
Corporation” to “American Charitable
Institution” throughout—and very little else—
to make it apply to the CEO of a typical not-
for-profit organization.

Now, if I were the CEO of the American
Charitable Institution (or for that matter of your
organization) with that kind of a position
description, I would want to be very sure that
my board had an equally well-articulated
position description describing its functions and
responsibilities. And if I was brand new in that
job, I would want to present my concepts of
the board’s role and its relation to management
at my very first board meeting. (Pretty gutsy,
eh? But I’m a firm believer in getting my
principles and convictions out on the table right
from the very start.) So here is the position
description I would write for consideration and
adoption by the board.

Hopefully when I present that position
description, the board will debate it thoroughly,
change it somewhat, and then adopt it as its
own. In the process, they just might come
together as a board in a more effective way than
ever before. This exercise will clarify and optimize
the relationship between the trustees and me,

between the board and management, between
the governors and managers. I would then want
to see to it that the board every year reviews its
position description, modifies it if necessary, and
satisfies itself that I as the CEO have enabled it
to fulfill all of its responsibilities.

Let me quickly add that the position
description I have shown you may not be the
perfect one for your institution’s board of
trustees. After all, it was written for Dayton
Hudson Corporation’s board of directors and I
have changed very little other than substituting
“public” for “shareholders” and “institution”
for “corporation.” The point I am trying to make
is that governance is governance, management
is management, and every organization must
clearly distinguish between them if it wants the
two to work in harmony to achieve the
institution’s mission.

Don’t Leave
Composition to
Chance

There is one other document which every
board of trustees and, for that matter, every
corporate board of directors ought to have: a
policy on composition and tenure of the board.
A board has to think intensely about its size, its
balance, its diversity, its committee structure, its
average age, its rotation plan, any potential
conflicts of interest, and other factors. In
addition, at Dayton Hudson Corporation we
had a board model indicating the ideal size and
makeup of the board—how many and what
kinds of corporate executives, how many and
what kinds of other inputs, what kind of
geographic and demographic mix, and other
considerations. Then we would compare our
current status (and our status a year or two hence
in view of the known retirements) to the model.
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In that way we could begin our search for future
directors with the needed qualifications well in
advance of the need to fill a position. I wonder
how many corporations or nonprofit agencies do
that.

Frankly it seems to me that in some respects
the independent sector is ahead of the corporate
sector in regard to board policies on balance and
rotation. Many nonprofits are very sensitive to
all their constituencies and want their boards to
reflect them. Few corporations are that sensitive.
On the other hand, independent sector agencies
are often less sensitive to whether the individual
selected can and will make a positive contribution.
After all, once a board member, you are no longer
the representative of any constituency. Your
primary loyalty must be to the institution of
which you are a trustee.

The same is true of  rotation. When we in-
stituted a 12-year rotation policy for outside
Dayton Hudson directors, we could find no other
American corporation with a similar policy. Yet
many nonprofits have even more stringent poli-
cies. I am a great believer in rotation for board
members, for committee assignments, and for
committee chairs. In philanthropic organizations
I also strongly believe in a strict rotation policy
for the chair of the board. No public institution
with a public purpose should be too closely tied
to one individual, no matter how good he or she
may be. There is no such thing as the
indispensable person, particularly the 
indispensable volunteer.

Expectations of
the Chair

Having said that about the chair, I would
like now to turn to the chair’s role, his or her
relationship to management, and particularly
his or her partnership with the CEO.

Once again, I have to tell you that I have
used my own former position description as a
model even though I have made more changes
in it than in the previous two.

All my experience and study have
convinced me that the chair of the board
should not be the CEO—not in an American
public corporation and certainly not in a
philanthropic institution. Why? There are three
reasons. First, a chair/CEO wears two hats at
the same time and you just can’t do that and
look good in both roles. A chair is responsible
to chair the meetings of the board, enhance
the full discussion of important issues, and
bring out the ideas and thoughts of all board
members and management. This leader is in a
delicate position between the CEO and the
board, letting the CEO make necessary reports
and recommendations, supporting the CEO,
and sometimes even protecting the CEO. But
at the same time, a chair must make certain
that suggestions, challenges, even criticisms are
heard and considered. In my view no one can
do all that and be the CEO as well. I know. I
tried it.
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As trustees we are there to
support, encourage, challenge,
stimulate, and help that
professional whom we pick to
lead our endeavor.

A chair who is also the CEO makes the
agenda, conducts the meeting, presents
management’s recommendations, controls the
discussion, and asks for support of his or her
own recommendations. When one does all that
and picks fellow board members as well, you
have, in my opinion, a dictatorship. It may be
benign and it may even be enlightened, but it
is nonetheless a dictatorship. In my view, any
chair/CEO inevitably wears primarily the CEO
hat and only occasionally takes on the far more
neutral and impartial role of the chair of the
board.

Second, it is my opinion that, where the
chair is the CEO of a nonprofit organization,
you will inevitably have only a functionary as
the chief administrative officer. You will always
have to settle for a second-rater; you will never
get and certainly never keep an imaginative and
creative innovator, leader and motivator.

 Chair of the Board

   Function
• As chair of the board, assure that the

board of trustees fulfi l ls its
responsibilities for the governance of
the institution.

• Be a partner to the CEO, helping to
achieve the mission of the institution.

• Optimize the relationship between the
board and management.

   Responsibilities
• Chair meetings of the board. See that

it functions effectively, interacts with
management optimally, and fulfills all of
its duties. Develop agendas in
conjunction with the CEO.

• With the CEO, recommend composition
of the board committees. Recommend
committee chairs with an eye to future
succession.

• Assist the CEO in recruiting board and
other talent for volunteer assignments
that are needed.

• Reflect any concerns management has
in regard to the role of the board of
trustees or individual trustees. Reflect
to the CEO the concerns of the board
of trustees and other constituencies.

• Present to the board an evaluation of
the pace, direction, and organizational
strength of the institution.

• Prepare a review of the CEO and
recommend salary for consideration by
the appropriate committee.

• Annually focus the board’s attention on
matters of institutional governance that
relate to its own structure, role, and
relationship to management. Make
sure the board is satisfied that it has
fulfilled all of its responsibilities.

• Act as another set of eyes and ears.

• Serve as an alternate spokesperson.

• Fulfill such other assignments as the
chair and CEO agree are appropriate
and desirable for the chair to perform.

Third, I submit that the most crucial
relationship in the entire enterprise is that
between the CEO and the chair. In my view it
will be a far better relationship if both clearly
recognize that the CEO, not the chair, is indeed
the CEO. Then the chair becomes the CEO’s
partner in making a great board, in enhancing
its ability to carry out all of its responsibilities,
and in encouraging it to support the CEO in
every reasonable way. As a director of the
Minnesota Orchestral Association, I came to the
conclusion that the only role of a trustee of an
orchestra is the care and feeding of the music
director. By that I mean everything the board
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does is done to enhance and support the vision
and mission of the music director. Well, so it is
with all trusteeship. As trustees we are there, it
seems to me, to support, encourage, challenge,
stimulate, and help that professional whom we
pick to lead our endeavor. If every board could
see its role as that, I am convinced we would
have far more dynamic institutions, far stronger
professional executives, far more attractive
independent sector careers, far better
relationships between board and management,
and a far greater willingness on the part of board
members to undertake whatever volunteer
assignments are requested of them.

Governance Is
Not Management

That statement concludes my case that
governance is governance, management is man-
agement, and the difference between the two
must be clearly understood and accepted. In
making that case, I hope that I have also con-
vinced you that governance is governance no
matter what the institution—be it government,
corporation, or nonprofit (be it health agency,
organized religious group, arts institution,
foundation, or advocacy group).

The role of the board of the American
Charitable Institution is in my opinion identical
to that of the board of directors of Dayton
Hudson Corporation. Dayton Hudson
Corporation’s board position description clearly
states that it is its primary function “as
representatives of the shareholders, to be the
primary force pressing the corporation to the
realization of its opportunities and the
fulfillment of its obligations to its shareholders,
customers, employees and the communities in
which it operates.”

As I indicated in my hypothetical position
description of the American Charitable

Institution, the board’s function is, “As
representatives of the public, be the primary
force pressing the institution to the realization
of its opportunities for service and the
fulfillment of its obligations to all its
constituencies.”

To do this, each board (for-profit or not-
for-profit) must organize itself and conduct its
affairs in such a way that it can attract, keep,
motivate, evaluate, and reward—and if

necessary change—a CEO who, with the chair’s
help and the board’s support, will lead the
institution to fulfillment of its mission and
enable the board to fulfill all of its
responsibilities.

Trustees as
Volunteers

I want to make just one more point to
which I alluded at the beginning. I wrote this
essay at the request of the CEO of INDEPEN-
DENT SECTOR. You see, in addition to being
one of the CEO’s bosses, I am also the CEO’s
volunteer. Our CEO is our leader, our inspira-
tion, our coordinator, our expediter, our doer.
But because we are a voluntary organization, I
recognize that no CEO can ever do it alone or
even do it with an excellent staff.

To be effective, the CEO needs hundreds,
thousands, perhaps millions of volunteers to
carry out the work of INDEPENDENT SECTOR

or any other organization. So when we sign on

So when we sign on as trustees
we also sign on as volunteers
agreeing in essence to undertake
any assignment reasonably asked
of us.
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Board of Trustees
Function

• As representatives of the public, be the primary force pressing the institution to the realization
of its opportunities for service and the fulfillment of its obligations to all its constituencies.

Duties
Planning

• Approve the institution’s philosophy and review management’s performance in achieving it.

• Annually assess the ever-changing environment and approve the institution’s strategy in relation
to it.

• Annually review and approve the institution’s plans for funding its strategy. Review and approve
the institution’s five-year financial goals.

• Annually review and approve the institution’s budget.

• Approve major policies.
Organizations

• Elect, monitor, appraise, advise, stimulate, support, reward and, if deemed necessary or desirable,
change top management. Regularly discuss with the CEO matters that are of concern to him or
her or to the board.

• Be assured that management succession is properly being provided.

• Be assured that the status of organizational strength and human resources planning is equal
to the requirements of the long-range goals.

• Approve appropriate compensation and benefit policies and practices. Propose a slate of directors
to members and fill vacancies as needed.

• Annually approve the performance review of the CEO and establish his or her compensation
based on recommendations of the personnel committee and chair of the board.

• Determine eligibility for and appoint board committees in response to recommendations of the
nominating committee.

• Annually review the performance of the board and take steps (including its composition,
organization, and responsibilities) to improve its performance.

Operations
• Review the results achieved by management as compared with the institution’s philosophy,

annual and long-range goals, and the performance of similar institutions.

• Confirm that the financial structure of the institution is adequate for its current needs and its
long-range strategy.

• Provide candid and constructive criticism, advice and comments. Approve major actions of the
institution, such as capital expenditures on all projects over authorized limits and major changes
in programs and services.

Audit
• Ensure that the board and its committees are adequately and currently informed—through

reports and other methods—of the condition of the institution and its operations.

• Confirm that published reports properly reflect the operating results and financial condition of
the institution.

• Ascertain that management has established appropriate policies to define and identify conflicts
of interest throughout the institution, and is diligently administering and enforcing those policies.

• Appoint independent auditors subject to approval by members.

• Review compliance with relevant material laws affecting the institution.
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as trustees we also sign on as volunteers agreeing
in essence to undertake any assignment
reasonably asked of us. That’s the only difference
between a corporate board and a not-for-profit
board. The corporate board will usually only
be asked to undertake this additional role when
the corporation is in real trouble. But our kinds
of boards are asked to play this double role all
the time. Individuals should not be invited to
serve on such a board unless they are totally
willing to undertake the volunteer side as well
as the governance side of a trustee’s responsibility.
So a CEO is a CEO, but a trustee is a governor
and a volunteer.

A Follow-Up Interview
with Ken Dayton

You have said that the responsibility for
governance of an organization rests with
the board and the responsibility for
management rests with the CEO or
executive director—the full-time, paid
executive. Would you explain what you
mean by “governance?”

DAYTON: First of all, governance is not
management. Second, governance is recogniz-
ing the responsibility that, as a board member,
you have to protect the long-range future of
your organization and see to it that it fulfills its
obligations to its constituencies, however de-
fined. And by governance I mean that as a board
member you have to see to it that the organiza-
tion is well managed, rather than managing it
yourself.

How do you compare the responsibilities of
a corporate director with those of a
nonprofit trustee?

DAYTON: A trustee of a not-for-profit
organization has an obligation to be a volunteer
in addition to governing, but otherwise the re-
sponsibility of a trustee  and the responsibility
of a corporate director are absolutely identical.
In both cases the individual is selected as a guard-
ian of the constituencies that are affected by
that organization and the responsibility of the
board, in either case, is to protect the long-range
future of the organization and the long-range
interests of all its constituencies. In both cases
they go about fulfilling those responsibilities in
almost the same way—by seeing to it that the
board of directors or the board of trustees is
enabled to fulfill its responsibilities to the orga-
nization.

A trustee of a not-for-profit
organization has an obligation
to be a volunteer in addition to
governing, but otherwise the
responsibility of a trustee and
the responsibility of a corporate
director are absolutely identical.

Let’s never forget then that the board of
trustees of the American Charitable Institution
(and your board as well) has two roles—
governance and volunteering. They are
complementary but very different roles.

Governance is not management and it
surely is not volunteering. Furthermore, it is
the same no matter what the institution.
Governance is governance.
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And the CEO is the enabler and the
manager not just of the organization but
also of the board?

DAYTON: Exactly.

What are some of the things a CEO can
do to enable a board?

DAYTON: I think number one is to make
certain that the board understands what its re-
sponsibilities are.

Also, when such a review occurs, the board
tends to look at itself as it would not otherwise
and say, “Hey, you gave us that opportunity
but we really missed it.” A review helps to
perfect the methods and systems by which the
board operates and fulfills its responsibilities.

The third thing a review triggers is a greatly
improved relationship between the board
members and the managers, between the board
and the CEO. I think that the most important
dynamic in any organization is just such a
relationship. The review process gets it all on a
very discussible basis of “how can we do a better
job together?” That’s the secret of running an
institution.

How does a CEO see to it that his or her
organization has a good board?

DAYTON: I think it’s clearly a shared
responsibility. The chair of the board has a major
responsibility to build a good board. But I think
that any CEO who leaves the building of the
board entirely to the board itself will probably
find that the board becomes weakened over
time. I think that you have to work hard on the
composition of your board.

Previously I was talking about the way in
which you use the board and help train,
educate, and involve it, but the way in which
you constitute a board is equally important. I
believe strongly that you have to go about it in
a thoughtful, well-organized way.

The worst way to find board members is
to say at a board meeting, “My gosh, we’re short
of trustees. Does anybody know anyone who
would like to come on the board?” And someone
says, “Well, I know old Joe or Suzy and he or
she would be just wonderful.” That’s the kind
of casual, buddy-boy, old-school system that
results in a relatively complacent, compatible,
and ingrown board.

Then, no matter how often the board
meets over the course of a year, the CEO must
make certain that he or she has enabled the
board to fulfill all those responsibilities.

If the board has a responsibility, as I
maintain it does, to review performance, then
the CEO must give it a report of performance
and must let it question, challenge, criticize, or
praise that performance. If its responsibility is
to approve a long-range strategy, the CEO has
to present the plan and then let the board make
it its own. Again, let it question, challenge,
criticize, amend, and finally approve the plan.
In every single case, if the board is to do its job,
the CEO must enable it to do so.

I think every board should annually look
at its role and its relationship with management
and discuss with management the degree to
which the board feels it has been enabled to
fulfill its responsibilities. Several things can
happen with such a review. For example, if the
CEO hasn’t done an adequate job of reviewing
performance or allocating capital or whatever,
then the board has an opportunity to say, “We
wish you’d do more of that for us.”

A review helps to perfect the
methods and systems by which
the board operates and fulfills its
responsibilities.
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What’s the best alternative?

DAYTON: I think the only way to go about
building a model board is to say, “What kind of
a board do we really need for this organization?”
Consider how many executives you want, what
kind of executives you want, what other kind of
talent you want, and what kind of balance you
want regarding age, sex, or ethnic background.
If you know what you would like your board to
look like, then you know what kinds of directors
or trustees you need to seek out. You should
always be building towards the future
composition of the board.

How does a CEO begin achieving a good
balance on the board?

DAYTON: Each organization has to sit
down and decide what characteristics it needs
its board members to have. If you say, “We just
want balance”—so many female and so many
minority and so many of this or that—then you
end up with a constructed, patched-together
board that probably won’t work very well.
Diversity should be the goal, not representation.

If you have a board that is solely composed
of CEOs of the 10 major corporations in your
community, you don’t have a very diverse board.
If you have a board that’s all male, you don’t
have a very diverse board. I don’t think there’s
any set number of male and female board
members you have to have, but you certainly
do want a board of diverse background,
experience, and success. Going after diversity
and specific kinds of input will solve the balance
problem.

Are there any other considerations?

DAYTON: The other thing you need to
think out clearly is what characteristics you want
on a board. When I was a CEO, we listed the
qualities that we were looking for in individual
directors. Each director didn’t have to have all of

those qualities, but the board in total needs to
have all of those various characteristics.

There are 11 necessary characteristics:
integrity, wisdom, independence, a valid
business or professional knowledge and
experience that could bear on our own
problems and deliberations, a track record of
accomplishment with excellent organizations,

an understanding and a general acceptance of
our philosophy (which applies equally to
nonprofits and corporations), an inquiring
mind, a willingness to speak one’s mind, the
ability to challenge and stimulate management
(a lot of people on boards don’t want
management to be better—they’re perfectly
comfortable with a hack because then they
can take over their particular part of the
operation and exercise their own pet hobby),
a future orientation (I want people on the
board who are looking ahead), and, last, the
willingness to commit time and energy.

Accomplishing these goals is not hard to
do. You’ve just got to work at it. If you’re trying
to hire a CEO, you’re probably using a search
firm, getting all kinds of input from the field,
and taking action to find the best CEO you
can. So why don’t organizations use the same
care and thought, the same degree of
professionalism in selecting trustees as they do
in selecting executives?

Trustees are ultimately responsible for an
organization’s welfare. CEOs come and go, but
the organization and the board go on and on.
No one should be asked to accept a board
position unless you are confident that he or
she can and will fulfill all the responsibilities of
a trustee.

Diversity should be the goal,
not representation.
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Do you think board members should have
a set term of service?

DAYTON: I’m a strong believer in
rotation, in bringing in a steady flow of new
people, new talents, and new ideas. I think every
director or trustee has a certain bell-shaped curve
of contribution to make. It usually takes a year
or two to really understand an organization and
its needs, problems, and opportunities. After
gaining that understanding, a board member
then provides several years of ideas, input, and
productivity.

But after a certain period of time, the
organization would be better off with fresh,
new ideas. I even more strongly believe in
rotation for the chair. In nonprofits, it’s
important that a board never be dominated by
any one person or even by a small clique.

What qualities should a CEO look for in
the chair of the board?

DAYTON: I think the chair ought to love
the organization more than anyone else does.
Too many take this leadership role because it’s
their turn or because they like the prestige, rather
than because they’re determined to make the
organization even better.

I think the chair should have two
important qualifications. First, the chair ought
to be a good partner to the CEO. The chair
should spend time trying to help that person
do his or her job well. The chair, as the alternate
spokesperson of the organization, should try to
build the CEO and bask in the reflected glory.

Second, the chair should have the
competence to handle the job of heading the
board. The board needs the CEO to come up
with programs, ideas, recommendations, and
so forth, but then the chair must make certain
that management has built an agenda that will
help the board understand the situation and
fulfill its responsibilities.

You have said that boards always tend to
fill management voids. Why?

DAYTON: Over long experience I’ve
found that for any void that management
leaves there will always be some board member
who either knows how to do that job, make
that decision, or perform it better than
management does, or there will be a board
member who has a particular, specialized
expertise and interest in a particular subject. I
once saw a corporation in which the CEO and
the top financial officer disagreed about how
to go about doing some financing until one of
the directors, who had expertise in that area,
stepped in and told them how to do it.

It can work exactly the same way with
nonprofits. If management is floundering or
hasn’t covered certain bases, you’ll find
somebody on the board who is an expert in
that field who’ll tell management how to do it.

That person is very capable of taking over the
management of that function. To me the trick,
if you’re the CEO, is to make sure you don’t
leave any management voids. Every time the
board gives you trouble about something it’s
probably because you haven’t figured out how
to handle that responsibility. So when your
board gives you trouble, the problem usually is
with management, not the board.

Trustees are ultimately
responsible for an organization’s
welfare. CEOs come and go, but
the organization and the board
go on and on.
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How does a CEO keep the board from
taking over responsibilities that properly
belong to management?

DAYTON: I’m all for going to the board
and saying, “We’d like your thoughts about
this problem that we haven’t been able to solve.”
But once you get the board’s idea on that
subject, you should say, “We’ll come back to
you next month with a recommendation.”

Then the ball is back in your court, and
the board is put back into its position of
governing rather than managing. It’s a matter
of benefitting from the board’s expertise and
connections while maintaining the
responsibility and control necessary to keep you
in the driver’s seat.

What happens if the board insists on
interfering?

DAYTON: Anytime you’ve got a board
that is, in essence, managing the institution,
the CEO is merely a figurehead and the
organization is inevitably headed for trouble. A
CEO should never say, “Well, the reason this
failed was that so-and-so on the board did that.
I knew at the time it wasn’t right, but who am
I to say anything?” In my opinion, a person
who says that is a very weak executive.

How about the reverse of that problem,
where the CEO is a person of great vision
who dominates the organization’s board
and staff, but is not a terribly effective
manager?

DAYTON: Not everything has to be
institutionalized. Sometimes a dynamic person
can accomplish a lot of good in society all by
himself or herself or with a small band of people,
but then everyone should recognize that when
that person is gone the organization ought to
fold up because it hasn’t been institutionalized.

The role of the board is to institutionalize
the concept, the genius that created it. It
shouldn’t make any difference whether the
person who started it is there or retires or is hit
by a car. Part of the board’s responsibility is to
see to it that the future of the institution is
protected. This means you must have backups,
you must have successors, you must have people
in training, you must have the institutional
capacity to carry on. A CEO who cannot
develop a successor team that will do better than
he or she is doing has no business being a CEO.

What if a CEO would like to involve the
board in more decisions, but finds that
board members are reluctant to be active?

DAYTON: CEOs who have that type of
board have no one to blame but themselves.
Now, you may have walked into that situation.
But no one should accept a CEO position unless
he or she has got a good board or knows how to
build a good board, and has a chair who is
willing to work to build one.

I think that too many CEOs in the
nonprofit sector don’t even want a good board.
They say, “I don’t want anyone looking over
my shoulder. I don’t want anyone second-
guessing me. I don’t want anyone reviewing my
performance.”

But if they really want to be good, if they
really want to grow, if they really want to build
that institution into a dynamic factor in society,
then they will soon discover that they can do it
so much more effectively if they have a dynamic,
effective board. Not only will it help them do
their jobs better but it will make them better
individuals because of that challenge and
stimulation.



n  16 n

1200 Eighteenth Street, NW
Suite 200

Washington, DC 20036
202-467-6100

fax 202-467-6101
publications 888-860-8118

info@IndependentSector.org
www.IndependentSector.org


	ASL_OnTheRoad.pdf
	Page 1
	Page 2
	ASL_OnTheRoad_BrochureTemplate.pdf
	Page 1
	Page 2


	ASL_LobbyistGovContract-Promo.pdf
	Page 1
	Page 2
	Page 3

	ASL_Outsourcing.pdf
	Page 1


