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We are the Charleston Metro Chamber of Commerce
. . . where business and community meet.


Vision Statement
Strengthen our region as the world’s best location to live, learn, work and play.

Mission Statement
Advance our region’s economy, improve our quality of life and enhance our members’ success.


Core Values
Leadership ~ Integrity ~ Diversity ~ Innovation ~ Relevance

Critical Goals

1. Advance Region's Economy:  Promote and enhance a vibrant, diverse and sustainable economy.

2. Improve Quality of Life:  Foster a high ranking quality of life for all residents.

3. Enhance Members' Success:  Provide targeted products, services, events and programs.

4. Organization Improvement:  Position the organization and its staff for long term success.
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Communications & Marketing Plan
Executive Summary
A membership organization, the Charleston Metro Chamber of Commerce was established in 1773. Since that time, the Chamber has been the voice of the business community. The Charleston Chamber has been extremely active in the Charleston region. From originating and supporting a proposal to construct a railroad to successfully arguing for a tax supported free public school system, the Chamber has been an integral part of the Charleston community since its inception. Through various programs and councils, the Chamber continues to move our region forward in every facet of the community: workforce, growth, public policy and regionalism.
The Communications & Marketing division works to effectively communicate the initiatives, positions, programs and accomplishments of the Charleston Metro Chamber to its members, the media and the greater Charleston community. The division works closely with the senior staff, event managers, and volunteer leaders to ensure consistent branding and messaging. The messaging is focused on the member viewpoint and is constantly evaluated to ensure we meet their needs. 
Objective A:  Provide support to the various Chamber divisions, initiatives and affiliates in an effort to help them achieve their objectives

Objective B:  Generate greater visibility for the Chamber through an aggressive communication and marketing plan that not only keeps the membership informed about our activities, but also elevates the understanding of the value of the Chamber and its activities.

Objective C:  Develop and implement a public relations strategy that will influence public opinion regarding the Charleston Metro Chamber of Commerce and create more goodwill for it among its major audiences, including members, non-members, the public sector, etc. 
Objective D:  Promote member networking events in order to increase member participation and retention with the Chamber.  Encourage the information exchange between members, and identify opportunities for members to enhance their success. 


Communications & Marketing Division is responsible for:
· Developing and implementing the marketing strategies for all programs, initiatives and events      

· Designing all publications and promotional materials        

· Public and Media Relations        

· Advertising Sales        

· Electronic newsletters
· Web site development and maintenance        

· Providing marketing, public relations and/or design support to The Education Foundation, Leadership Charleston, Charleston Young Professionals, World Trade Center and any other separately branded Chamber initiative
Division Staff:
Jonna Palmer, sr. vice president, 805.3031, jpalmer@charlestonchamber.org 
Emily Watts, PR & Publications director, 805.3053, ewatts@charlestonchamber.org
Chris Endres, Interactive Media manager, 805.3097, cendres@charlestonchamber.org
Claire Porter, Member Programs manager, 805.3113, cporter@charlestonchamber.org  

Communications & Marketing Plan
Section I: Branding
Brand Essence

Where business and community meet

(Another well tested tagline was Connecting Business and Community – the sense of connection and bringing the community into the equation were very strong sentiments expressed during research.) 

Brand Positioning

Who: The chamber is an advocate for its broad and diverse members businesses.

What: The chamber leverages and enhances the talents and resources of its members to create a positive business climate and success in the community

How: The Charleston Metro Chamber of Commerce’s mission is to “Advance our region’s economy, improve our quality of life and enhance our members’ success”. 

Why: The chamber improves the economic vitality and quality of life for our diverse region to ensure the success of our members and the community. 

Target Audience:

· business (all sizes)

· young, wired professionals (connected online, non-joiners)

· minority business community (Hispanic, Women, African-American, etc.)

· all levels of professionals (entrepreneurs, consultants, small co. execs., middle management, top execs.)

· current members (accept and engage)

· community at large (value perception – general support)

· prospective members

· elected officials

Value Proposition

Template - Audience Needs / Chamber Promise / Desired target belief / Examples
ROI 

· time and money investment

· smart business investment

· how we do it (see below)

1. We mean a strong business voice!

Which means to you...

As the voice of business, advocacy efforts are focused on the Business View of issues that impact your business investment including growing our economy in a responsible and balanced way. . 

2. We mean opportunities to make quality business connections!

Which means to you...

You can make more contacts, more efficiently, than in most any other setting.

3. We mean accurate business information and advice through our Center for Business Research and Business Information Center!

Which means to you...

You can count on the Chamber statistics to help you make good business decisions. As well, you can confidentially discuss your growth plans with a successful and seasoned business executive from our pool of 40 SCORE counselors.

4. We mean business marketing avenues!

Which means to you...

You can expose your product or service to the who's who of business through sponsorship and advertising opportunities. 

5. We mean business leadership experiences!

Which means to you...

Opportunities to grow your leadership talents through many volunteer opportunities in programs, projects and issues. 

6. We mean business vision for our region!

Which means to you...

The needs of our area in education, transportation, infrastructure, legislation and workforce are always on the Chamber's priority list for attention.

7. We mean business innovation growth!

Which means to you...

We help create knowledge based businesses and higher wage paying jobs by supporting and encouraging the success of innovative ideas and promoting the strength of entrepreneurship.

Keywords

Connecting: 

Connecting IS: member to member networking / member to resources / forming alliances regionally; advocacy – connecting business to government

Connecting IS NOT: serving government needs; convening but not engaging; ignoring member needs

Leader/leadership/leading:

Leading IS: Well-regarded. Evolving. Experienced. Skilled. Visionary. Wise; progressive; not afraid to take a stand; convening interested parties; asking & hearing member input 

Leading IS NOT: Complacent. Rigid. Arrogant. Bureaucratic. Risk-averse

Innovative:

Innovative IS:  Progressive, Leading-edge, Continually improving, Incremental, Creative, Inquisitive, constantly evaluating deliverables; targeting programs; ThinkTEC; tackling issues or advocating on issues others won’t; proactive; targeting trends – minorities, young profs.; taking risks; building a strong internal infrastructure

Innovative IS NOT:  Traditional – status quo; Confined; Historic; Satisfied; Finished; focusing on internal issue only

Community:

Community IS: the business community; the region; economic issue affecting our citizens; focus on educational improvements/deliverables; quality of life issues

Community IS NOT: good ole boy network; closed table; closed leadership; tourism marketing; answering to others’ agendas

Advocacy:

Advocacy IS: connecting to government (Public Policy & ChamberWatch); voice for business; asking for input; keeping members informed; focus on education needs and development; measuring effectiveness; 

Advocacy IS NOT: agenda based on outside influence; speaking only for “big business” 

Integrity/Accountability:
I/A IS: delivering on promises; standing firm on behalf of members; keeping members informed; grading our legislators; admitting mistakes; providing statistical resources and information

I/A IS NOT: operating in anyone’s pocket; keeping secrets 

Involved/Engaged:
I/E IS: issue forums; volunteer opportunities; participating in other organizations/boards; convening issue discussion amongst interested parties (i.e. half-cent position)

I/E IS NOT: letting others take the lead; not giving back to business or community

Section II: SWOT Analysis

Strengths

· Staff, talent and dedication and volunteers

· Volunteers – particularly leaders

· Strong reputation

· Flexible and adjust rapidly

· Quarters will be strength to use in a strategic way

· Strong public policy effort

· In-house research

· Charleston. We have a product.  We don’t have a burdensome community to overcome

· Diverse economy

· Strong relationship with other community organizations

· Strong financial management

· Five star status

· CEO and management staff tenure

· Strong ethics

· Make sure we do the right thing instead of the easy thing

· Very connected to chamber network nationally that we can access

· Charles connections with other professionals in Chamber

· Mary with C2ER (Council on Community and Economic Research)
· Willingness to learn new things

Weaknesses

· Council of Governments
· Resources, marketing budget

· Time, money and people

· Population who don’t understand what we do

· Full engaged board

· Staff (some set in their ways, don’t understand what we do, some more nimble that others)

· Technology

· Our experience/tenure – lack of fresh perspectives

· Diversity of staff and volunteers

· Geography

· No regional view

Opportunities

· To effect positive change in workforce development and other areas such as public policy

· New and better ways to interact with our members

· Potential in every division to move to a higher level and are only held back because of resources

· With enough time and resources we could do anything

· New and expanding econ engines – Boeing, port development, wind turbine, etc. and the jobs to be created

· Boeing

· Changing elected officials

· World trade center

· Capital campaign for programs

· Product development

· Weblink

· Image of new building

· Attracting new membership base from new areas (medical, international, mfg.)

· To be revalidated as a five star chamber

· Chamber of the Year

· Better tell our story by giving the human connection

Threats

· Perception of good old boy network / older (white, male, over 40) / closed door / closed at the table

· viewed as tourism/marketing arm for the region – we develop the product, others do the marketing

· viewed as part of city/municipality government structure – show independence

· viewed as only representing big business

· Chamber doesn’t do anything for me – I don’t see any return on investment (time or money)
· Other business organizations

· Finances
· Natural or manmade disasters
· The economy

· How do we remain relevant to different generations in business at the same time

· Technology

· Retiring members – the loss of knowledge, etc

· BRAC (Base Realignment and Closure)
· S.C. state government

· Local government (duplication of efforts)
· Elected officials

Competitors

· Charleston Defense Contractors Association

· Lowcountry Manufacturing Council

· Mt. Pleasant Business Association

· East Cooper Women’s Business Association

· Daniel Island Business Association

· Niche associations (women in international trade, CREW, Center for Women, Maritime Association)

· Digital Corridor

· Charleston Regional Development Alliance

· Charleston Area Convention & Visitor Bureau (Travel Council)

· Leads clubs

· Other Chambers

· Charleston Regional Business Journal

· The environment – Don’t have to be a member of the Chamber or business association

· Contribution budget of a company – too many organizations in the region to give to (need to be viewed as investment vs. contribution).

Strengths relative to our competition
· Regional/metro vs. local

· Resources we have can tackle bigger things

· Political connections

· We are good at what we do

· Convene

· Influential board

· Regional view of issues

· Unify

· Educate

· Advocate

Differentiation from our competitors 
· The fact that we are broader vs. just niche

· We represent all business, not just certain sector

Differentiation for our competition  
· Easier to be a hero if you only focus on one business

· Resources / targeted position
· Some have personal heart-string story
Section III: Program of Work with Action Steps

Purpose:  To effectively communicate the initiatives, positions, programs and accomplishments of the Charleston Metro Chamber to its members, the media and the greater Charleston community.

Objective A:  Provide support to the various Chamber divisions, initiatives and affiliates in an effort to help them achieve their objectives through strategic marketing and executing communication/promotional deliverables. 

Action Steps

1. Support the communications and marketing needs of the Chamber’s Education Foundation, including event promotion, web site development, intensive PR campaign, educational excellence campaign and collateral revisions, writing opportunities, and compiling and distributing enewsletter ***year-round***

2. Continue promotion of Charleston Young Professionals including, event marketing, website development and maintenance, public relations, enewsletter. ***year-round for execution*** 

3. Assist the Public Policy division in its efforts to effectively influence legislative issues on the local, state and federal level by providing public relations support, promoting ChamberWatch, member communications and support materials, as well as assistance in polling the membership. ***year-round***

4. Support the efforts of Business Advocating Change Political Action Committee (BACPAC) to elect progressive candidates by providing communications and marketing materials. ***1st and 2nd quarter***

5. Provide communications and marketing assistance to the Power of Partnerships Campaign, Total Resource Campaign, commissioned sales force and Executive Sales Team in an effort to secure increased financial resources. ***year-round***

6. Effectively promote Chamber events and programs to the membership and the greater business community. ***year-round***

7. Participate in event planning through scheduled committee meetings at relevant stages in the project – theme/initial program development, mid-point, month out “year-round”

8. Provide webmaster services and manage technical aspects of all Chamber branded websites. ***year-round***
9. Promote members doing business with other members through ongoing program that promotes members doing business with other members – along with the Member to Member Discount program. ***year-round***
10. Help lead the effort in conjunction with Resource Development to evaluate member benefits through focus groups, internal staff, advisors, etc. to develop new standards and value in benefits. ***first quarter***
11. Develop strategies for promoting the affinity program with resource development and Affinity Management. ***first quarter***

12. Provide support and marketing strategy for the Chamber’s green initiative including education and communication opportunities. ***year-round***

13. Provide support and marketing strategy for World Trade Center Charleston. ***year-round***
14. Develop and help execute a member retention plan in conjunction with Resource Development. ***year-round with development first quarter***

15. Work with ambassadors group to strengthen it as a marketing tool and towards member retention. ***year-round***

Objective B:  Generate greater visibility for the Chamber through an aggressive communication and marketing plan that not only keeps the membership informed about our activities, but also elevates the understanding of the value of the Chamber and its activities including the image campaign, print and electronic communication and using interactive media.

Action Steps

1. Ongoing work with Center for Business Reasearch to conduct research of the Chamber’s membership and its membership prospects in an effort to determine benchmarks for measuring our members’ success – develop new practices to ensure better response rates. ***throughout fiscal year***

2. Manage a year-long sustainable mass-media image campaign aimed at setting appropriate perceptions of the Chamber and secondarily increasing membership ***year-round***

3. Manage creative development of Chamber collateral to provide consistent branding – including revised membership application ***complete end of first quarter***

4. Continue to enhance the effectiveness of the Chamber’s publications, including eUpdate and Member2Member by evaluating content, frequency and distribution.  ***year-round***

5. Produce annual economic development magazine entitled Vantage Point. ***third and fourth quarter***

6. Find innovative interactive tools for distributing messages including revenue opportunities – targeted communications, online member communities, podcast,  video, etc. ***continue year-round***

7. Development of sales and marketing strategies specifically niche focuses on segmenting messages including usage of new database tools “year-round”

Objective C:  Develop and implement a public relations strategy that will influence public opinion regarding the Charleston Metro Chamber of Commerce and create more goodwill for it among its major audiences, including members, non-members, the public sector, etc. through relationships with the media, involvement with industry groups, writing opportunities and interactive media. 

Action Steps

1. Build and maintain relationships with the area media representatives including a process to educate them on the Chamber – continue ongoing meetings with members of the media, publicity representatives from partners (school districts, Charleston Regional Development Alliance, etc.) ***year-round***

2. Seek and enhance opportunities to further existing relationships with area media. ***year-round***

3. Establish specific program, event and initiative goals regarding media coverage and track results.***year-round***

4. Report to the staff and Executive Committee bi-annually regarding media coverage of Chamber activities and develop bi-annual reports to be distributed to the Board of Directors. ***first and third quarter***

5. Leverage skills of experienced PR staff to proactively pitch, to all local media, stories, features, quotes highlighting Chamber leaders, initiatives, etc. ***year-round***

6. Find writing opportunities to provide exposure for the Chamber and its initiatives ***year-round***

7. Use new technology options to expand publicity reach – social media and others ***year-round***

Objective D:  Promote member networking events in order to increase member participation and retention with the Chamber.  Encourage the information exchange between members, and identify opportunities for members to enhance their success. 

1. Promote Member Involvement

a. Provide bi-monthly Member Appreciation Events for new and renewing members ***on-going ***
b. Promote Member Appreciation Events as a membership activation port of entry ***on-going***
c. Promote other opportunities for members to become involved and provide personalized involvement/volunteer proposals***on-going***
d. Manage Chamber events and programs (Business After Hours, Founders Day, Annual Meeting, Annual Gala and Auction and Summer and Winter Golf Tournaments) as networking opportunities among members.   ***annually***  

e. Manage the Executive Circle events to offer a place for Chamber member CEO’s to share best practices and network among peers.  ***quarterly***
Chairmanships for FY2011:

Communications & Marketing Vice-Chairman
Laura Varn, Santee Cooper

Winter Golf Classic Committee Chairman
Katie Henderson, Dunhill Staffing Systems

Marketing Advisory Committee Chairman
Laura Varn, Santee Cooper

Section IV: Member Retention - Tracks of Engagement for Different Roles
	 
	Roles
	 
	 
	 
	 
	 
	 

	 
	Full Staff
	MRE
	Ambassador
	Board of Directors
	Event Managers
	Resource Dev.
	Mktg.

	Opportunity
	 
	 
	 
	 
	 
	 
	 

	phone
	x
	x
	x
	x
	x
	x
	 

	 
	 
	 
	 
	 
	 
	 
	 

	email
	x
	x
	x
	x
	x
	x
	x

	 
	 
	 
	 
	 
	 
	 
	 

	direct mail
	 
	 
	 
	 
	x
	 
	x

	 
	 
	 
	 
	 
	 
	 
	 

	in person / appt.
	x
	x
	x
	x
	 
	x
	 

	 
	 
	 
	 
	 
	 
	 
	 

	committee
	x
	 
	x
	x
	x
	 
	x

	 
	 
	 
	 
	 
	 
	 
	 

	in person/ event
	x
	x
	 
	x
	x
	x
	x

	 
	 
	 
	 
	 
	 
	 
	 

	online - web
	x
	 
	 
	 
	x
	x (TRC)
	x

	 
	 
	 
	 
	 
	 
	 
	 

	social media
	x
	x
	x
	x
	x
	x
	x

	 
	 
	 
	 
	 
	 
	 
	 

	media - image campaign
	 
	 
	 
	 
	 
	 
	x

	 
	 
	 
	 
	 
	 
	 
	 

	media - ads
	 
	 
	 
	 
	x
	 
	x


Section V: Communication Tools - Unique
	Key Audience
	Frontline tools
	Direct Tools
	Indirect Tools

	Employees
	Monthly full staff meetings / full staff retreat / division meetings
	Emails

Voicemails

Participation from Sr. Management at division meetings
	Member publications

Media coverage and editorial mentions

	Elected Officials
	Personal meetings / DC Fly In
	Personal connection with Public Policy group
	Chamber Watch
Media coverage and editorial mentions

	Board of Advisors
	BOA briefings, breakfasts


	Planning Retreat
	Member publications
Member events
Social media

Media coverage and editorial mentions

	Public Policy Interest Group
	Public Policy Committee (limited)
DC Fly In
	ChamberWatch
	Member publications
Member events
Social Media

Media coverage and editorial mentions

	Board of Directors
	BOD meetings
	Emails

Minutes from board meetings

website
	Member publications
Member events

Social Media

Media coverage and editorial mentions

	New Chamber member (sold internally)
	Member Relations Executive

Website

New member packet
	Emails

Website

Ambassador

Member publications

Member events
	Social media

Board of directors

Ambassadors

Chamber staff

Media coverage and editorial mentions

	New Chamber member (sold through TRC or by volunteer)
	Website

New member packet
	Emails

Website

Ambassador

Member publications

Member events
	Member Relations Executive

Social media

Board of directors

Ambassadors

Chamber staff

Media coverage and editorial mentions

	Prospect
	Website

Chamber staff

Volunteer
	Events

Website
	Social Media

Chamber Staff

Events

Media coverage and editorial mentions

Word-of-mouth

	Small Business
	Volunteer

Website

Member publications

Chamber staff

SCORE
	Emails

Website

Ambassador

Member publications

Member events
	Member Relations Executive

Social media

Board of directors

Ambassadors

Chamber staff

Media coverage and editorial mentions

	Large Business
	Volunteer

Website

Member publications

Chamber staff

SCORE
	Emails

Website

Ambassador

Member publications

Member events
	Member Relations Executive

Social media

Board of directors

Ambassadors

Chamber staff

Media coverage and editorial mentions

	Young Professionals
	CYP Initiative – events/publications/membership

Website
	CYP newsletter

CYP website

CYP events

Emails

Social Media
	Chamber member publications

Chamber member events

Chamber social media

CYP member


Section VI: Tactics 
Standard Event Marketing Breakdown
1. All Chamber events are grouped in one of the categories below.  This information provides a breakdown of marketing activities based on the group and type of event. However, each event is evaluated and adjustments may be made based on event program, budget, target market, etc. 

2. It is suggested that for at least Annual Targeted Conferences and Annual Signature Events, promotion begins approximately 90 days out. Annual Key Events, Business Connection Events & Meetings should begin approximately 60 days out. Changes in this may occur based on evaluation of the event. 
3. Production schedules are created for each event as submitted.
4. Marketing for a publication, initiative or issue is determined when the project is initiated.

5. This should be used as a guideline.  Any exception to the list must be discussed with and approved by the C&M vice president.
6. All events are promoted through Social Media accounts. 
Annual Targeted Conferences - Business Education Summit ( Economic Outlook Conference ( ThinkTEC Homeland Security Innovation Conference ( ThinkTEC Innovation Summit ( Women in Business Conference
· Enhanced invitation

· Sponsor recruitment flyer

· Radio  

· Print ads

· Event program (including sponsor ads)

· Event signage

· Promotional item – if applicable

· Promotional event banner – if applicable

· Bathroom table tents

· Custom table tents 

· PowerPoint / Other multi-media

· Event promotion (media pitches, media alert, press release, post-event follow-up) – if applicable 

· Internal publication promotion 

· eUpdate / Member2Member – listing in events, banner block-ad if appropriate

· printed calendar of events
· unique event eblasts – determined by C&M vice president


Annual Signature Events - Annual Meeting (  Annual Gala & Auction (  Armed Forces Dinner ( Golf Classic ( Total Resource Campaign 

· Invitation (enhanced invitation based on evaluation of event)

· Sponsor recruitment flyer

· Radio – if applicable

· Print ads

· Event program (including sponsor ads) – if applicable

· Event signage

· Custom table tents 

· PowerPoint / Other multi-media

· Event promotion (media pitches, media alert, press release, post-event follow-up) – if applicable 

· Internal publication promotion 

· eUpdate / Member2Member – listing in events, banner block-ad if appropriate

· printed calendar of events
· unique event eblasts – determined by C&M vice president


Annual Key Events - Board Planning Retreat (  Annual Skeet Shoot (  Developers Council Growth Forum ( EXECnet reception ( Legislative Reception (  ThinkTEC Retreat  (  The Education  Foundation Board Retreat (  LABC Expo (   Leadership(   FastTracSC(   New Ideas Contest (  Port Briefing (  Past Chairman’s Club (  Principal for a Day(   DC Fly In

· Invitation – typically a postcard

· Sponsor recruitment flyer

· Print ads

· Event signage

· Event promotion (media alert, press release, post-event follow-up) – if applicable 

· Internal publication promotion 

· eUpdate/Member2Member – listing in events

· printed calendar of events
Business Connection Events and Meetings - Ambassadors (  BAH (  BCP  (  BOA Briefing (  ChamberLink (  Community Connect (  BIC  (  CMCC Board Meeting (  CYP Events (   Commanders Luncheon (   BACPAC (   Executive Circle(   Tech Talks 

· Event signage

· Event promotion (media alert, post-event follow-up) – if applicable 

· Internal publication promotion 

· eUpdate/Member2Member – listing in events

· printed calendar of events
All Events

· Submission to community and media calendars

· eUpdate/Member2Member listing

· printed calendar of events

· Website calendar, additional promotion as applicable

· Use of photos from events – as space is available
· Social media promotion

TACTICS: 
Media Relations and Publicity Guidelines - Internal

All publicity about Chamber activities -- including story pitches, news releases, quotes and statements about programs, letters to the editor, etc. -- should be coordinated and handled through the Communications & Marketing Department.  Every member of staff should cooperate fully to ensure an adequate flow of information to the membership regarding Chamber activities, programs and services.

The Communications & Marketing senior vice president and the PR & publications director are authorized to handle all publicity for the Chamber and must ensure that information released is within established Chamber guidelines and available for public consumption.  All statements to be made public concerning committee or divisional activities, policies or programs, through news releases, radio programs or other media, shall be coordinated through the Communications & Marketing Department.

Whenever possible, the chairman of the board should be quoted by the media.  If he or she is not available, the president, appropriate vice chairman, chairman-elect or senior staff member should be quoted.  

Exception:  When called regarding research information, members of the Center for Business Research staff can and should be quoted, unless the media is asking for a response from the Chamber about a particular statistic or finding.

Exception:  There may be, on occasion, a situation where a committee or task force chairman is the most appropriate person to be quoted.  However, this is a decision that is made by the Communications & Marketing vice president or PR & publications director.

If contacted by a member of the media, please respond with one of the following and then notify the PR & publications director immediately: 

· Thanks for your interest, and if you’ll hold a minute, our PR director can help you with that.   

· Yes, we can help you with that information.  If you’ll hold, our PR directory will be right with you.

· Sure.  The person you need to talk to is our PR director.  If you hold, I’ll transfer you.  

These policies also apply to volunteers.  Anyone speaking on behalf of the Chamber should do so in coordination with the PR director.  

Publicity Development:

· The PR Director in conjunction with the Sr. Staff of the Chamber will determine schedule and content for press releases and media alerts. 

· Draft and distribute 

· Monitor press contact list

· The PR Director will 
· do direct pitches to media on programs and initiatives of the Chamber 

· be responsible for securing Op-Ed publication 
· track publicity “mentions” to ensure the value for PR is being measured

· adjust publicity efforts when publicity trends drop

· use all tools available to promote the Chamber, i.e. social media
Public Relations Plan for Press Conference

Note: Press Conferences are usually last minute 

1. Compile information about press conference (speakers, topic, time, location)

2. Create media alert to send to media

3. Follow up with media to attend

4. Print out media alert or post press release for press conference along with other information 

5. Identify key speakers for interviews

6. Set up location where all media can see and hear and make sure Chamber signage is present

7. Ask attending media what specifically they are interested in and who they would like to talk with (with TV try to pinpoint visuals)

8. Arrange interviews and try to place interviewer behind event or Chamber sign to get more promotion if for TV

9. Follow-up with media if needed 

Public Relations Plan for Major Events

1. Attend committee meeting to get an idea of what theme and content is about

2. Identify key speakers and what will be the attraction to the conference, also visuals for t.v. stations

3. Identify who will speak to media on behalf of the event (usually chairman)

4. Meet with department to identify potential media outlets for pre-interviews, attending event and post interviews

5. Create timeline of when press releases and media alerts will be sent

a. Start promoting event with general release one month to six weeks out

b. Begin to talk with print reporters about potential story to promote event

c. Send second release with more specifics (keynote speaker or topic) one or two weeks later

d. Call TV and/or radio stations for potential pre-interviews to promote event

e. Send third release (if possible) with more specifics one or two weeks later

f. Send general release again if there hasn’t been any coverage

g. Send  media alert 1 – 3 days ahead depending on how many media are already attending

h. Follow up with media to attend or confirm

6. Print copies of media alert or press releases for event day along with other information they may need (bios, how many attending, agenda)

7. At event identify who will speak to media

8. Ask attending media what specifically they are interested in and who they would like to talk with (with TV try to pinpoint visuals)

9. Arrange interviews and try to place interviewer behind event or Chamber sign to get more promotion if for TV

10. Follow-up with reporters if needed

TACTICS: 
Publications and Advertising – Member Opportunities
Newsletters (Opt-in):

eUpdate - The Chamber’s Weekly Email Newsletter – circ. 8,000
The Chamber’s electronic eUpdate newsletter is your only weekly opportunity to get your message directly into member inboxes. eUpdate features current Chamber news and events and is sent electronically to more than 8,000 members. This newsletter is a favorite among our members based on the format and frequency. A quick and easy read that is packed with information, this newsletter guarantees exposure. 
	Advertising
	Sizes
	Rates

	Banner Ad
	145 pixels wide x 290 pixels tall OR
350 pixels wide x 125 pixels tall
	$675 per month (one week free) 
$225 per week 

	Logo Ad
	Logo only – full color linked to URL
	$475 month


Member2Member Bi-Monthly Electronic Newsletter – circ. 9,000
Member2Member is a bi-monthly electronic newsletter focused on news about Chamber members, for Chamber members. It’s more than events – its coupons, discounts, prospects and vendors. You’ll find out what your fellow Chamber members are doing, what discounts they offer and how you can do more business together.  News included will focus on you getting the most out of your Chamber membership.
	Advertising
	Sizes
	Rates

	Banner Ad
	145 pixels wide x 290 pixels tall OR
350 pixels wide x 125 pixels tall
	$550 per month 

	50 Word Ad
	
	$300 per month 

	Logo Ad
	Logo only – full color linked to URL
	$475 month


ThinkTEC Connect - Email Newsletter Targeted to Technology/Innovation Audience+ - circ. 1500
Focused on the latest in innovation and technology, both at the Chamber and regionally, this monthly newsletter is sent electronically to more than 6,000 members. A quick and easy read that is packed with information, this newsletter guarantees exposure.

+No advertising available on this newsletter.   

EdBiz Link –The Education Foundation’s monthly electronic newsletter – circ. 400
This monthly newsletter is a unique opportunity to show support of The Education Foundation while sharing in the latest news on our region’s educational progress, school to business partnerships and the impact of The Foundation’s initiatives. It reaches an audience of business people and educators that are all passionate about education. 
	Advertising
	Sizes
	Rates

	Banner Ad
	145 pixels wide x 290 pixels tall OR
350 pixels wide x 125 pixels tall
	$225 per month 


YP Access – The Charleston Young Professionals’ monthly electronic newsletter – circ. 500
This monthly newsletter is a unique opportunity to show support of area young professionals. This newsletter includes new events, new connections and new opportunities for professional development and is delivered direct to the CYP membership. 

	Advertising
	Sizes
	Rates

	Banner Ad
	145 pixels wide x 290 pixels tall OR
350 pixels wide x 125 pixels tall
	$225 per month 



	50 Word Ad
	
	$125 per month 


Websites:
Chamber – www.charlestonchamber.net

With more than 15,000 visitors each month, the Chamber’s website is packed full of information about Chamber activities including events and successes as well as community resources. Web sponsors are given the opportunity to link directly to their own site providing an immediate marketing opportunity.

ThinkTEC – www.thinktec.org
The ThinkTEC mission is to accelerate the growth of high-tech and knowledge-based business in the Charleston region. This site is a portal of information featuring programs and activities relating specifically to these market sectors. All events and updates relating to ThinkTEC’s activities are here including job listings for local technology based companies. 

The Education Foundation – www.edfound.net

Since its inception in 1995, The Education Foundation, a non-profit, non-governmental organization, has established programs and initiatives that have impacted the way students learn and the way teachers teach. It is spearheading the community's efforts to improve public education in Berkeley, Charleston and Dorchester counties. This site is the host for all education-related activities, program information and events as part of the Chamber’s overall commitment to growth and development of education.  

Charleston Young Professionals – www.charleston-yp.com

Future key decision makers in the Charleston business community are creating alliances now – be sure your company is part of helping them lead the next generation. CYP, Charleston Young Professionals, is designed to help area young professionals get involved, get informed and gain influence in their community.  
	Advertising
	Sizes
	charlestonchamber.net
per month
	charleston-yp.com
per month
	edfound.net
per month

	Home Page Banner 
	435 pixels w x 145 pixels h

	  $750
	$550
	$300

	Calendar Page Banner 
	145 pixels w x 290 pixels h 
	  $850
	$650
	N/A

	Fixed Page Banner 
	145 pixels w  x 290 pixels h
	  $300 
	$200
	$100

	Logo Only - Fixed Page Placement with link
	Fit within 145 pixels wide
	  $200
	$150
	$75


TACTICS: 
Advertising – Chamber Branded

Image Campaign  

Goals

· Primary:

Position and Increase awareness of Chamber program of work / successes 

· markets not currently engaged in Chamber

· actively engaged members 

· Secondary:

· Increase non-dues revenue through an enhanced awareness of the Chamber among its current members - Increase volunteerism/involvement levels of members, Raise event attendance levels

· Increase overall dues revenue through increased new member recruitment, member retention and dues upgrades - Grow the number of Chamber members

Initial Research Conducted

· ABC focus groups

· General membership survey – online

· Lead Investor survey – online

· ACCE national research – Chamber Executives and Board members

· One-on-one interviews with non/dropped members

[image: image1.jpg]Approach 
Donation from member firm to produce creative and serve as media buyer / firm secured majority of trade related to media and production for image campaign

· Firm developed approach to take perceived ideas about Chamber (see challenges/threats) and turn them on their head

· Concept of networking organization (nametag) but the deeper look reveals strength and breadth of the Chamber’s work

· Use strength of logo for Chamber but take photos out – focus on strong colors and the strength of the brand development

· Use broad approaches to reach several target markets – different personalities created to help “tell the story”

· Create varied media versions of personalities – print, radio, television

· Focus on strong, simple messages using CHAS and the website for outdoor

· Key element – not a sales campaign, focus on perceptions / serves as foundation for account execs. and volunteers when making a sales pitch (marketing vs. sales)

Components

· Print advertisements
· Run a series of advertisements in The Post and Courier, Charleston Regional Business Journal, Charleston City Paper, SKIRT!, Charleston magazine, Moultrie News, as well as other local and regional publications – first year only, remaining years based on trade opportunities
· Television advertisements
· Produce a television commercial to run on WCBD TV 2, WCIV TV 4, WCSC TV5, Cable partners – Knology and Comcast
	Media
	Station
	Channel
	# of Spots

	B'CAST TV
	WCSC
	5 (CBS)
	50

	 
	WCBD
	2 (NBC)
	74

	 
	WCIV
	4 (ABC)
	156

	 
	WTAT
	24 (FOX)
	155

	 
	WMMP
	36 MYTV)
	208

	TV TOTALS FY 2010:
	 
	643


	CABLE
	COMCAST
	N/A
	4,368

	 
	KNOLOGY
	N/A
	4,940

	CABLE TOTALS FY2010:
	 
	9,308


· Radio advertisements
·  Produce a series of radio commercials to run on various stations among APEX Broadcasting, ClearChannel Communications, Citadel Communications, LM Communications and Kirkman Broadcasting

	RADIO  
	
	 

	RADIO TOTALS FY2010:
	5,229


· Outdoor advertisements
· Run an outdoor campaign combining bulletin and poster-size boards

	Outdoor  
	Full run
	4 / annual run

	Outdoor  - located on main interstate and interchanges in county
	


Post campaign – year one 

· Measure outcomes (initial immediately following September close) through anecdotal evidence, follow-up surveys

· Follow-up focus group with non-members/dropped members as well as members to gauge perceptions/changes

· Report variances, successes, etc.

· Determine revisions if any / next steps

Continued measurement
· Membership survey – track approval rating
· Measure anecdotal evidence – impact on sales and retention
· Determine revisions if any / next steps

General Advertising and Editorial
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Print / Online advertising placement

· Event promotion

· Initiative branding
· All advertising is managed through the marketing department

· All ads placed and bought through Chernoff Newman (advertising agency)

· All done through trade
Trade:

	Publication
	Ads
	Value

	Charleston Regional Business Journal


	2  ¼ page insertions per month
	$13,800

	The Post and Courier
	As requested to use full value
	$35,250

	Charleston City Paper
	12 quarter page ads
	$6,312

	
	8 weeks of banner ads
	$1,000

	Diggle Publishing
	6 ½ page ads

6 ¼ page ads
	$2,000

	Skirt!
	4 ¼ page ads
	$2,960

	TheDigitel.com
	Banner ads to value
	$2,500

	Velocity Publishing
	1 full page ad

3 ¼ page ads
	$6,550

	The Port Directory
	1 ¼ ad
	$575

	Market Facts
	1 full page ad
	$3,000

	Total
	
	$70,947


 Op-eds and Letter to the Editor:
· All managed through the marketing department
· Submit at least six per year

· Issue oriented

· Could be written by subject matter expert

· Secure meetings with Editorial Boards as necessary

· Use all print publications as opportunities for op-eds and letter to the editor

· Track submission and printing of all

· Share with board and members as a copy
Social Media
· [image: image3.jpg]chas



social media is one element in total marketing mix
· goals:

· branding
· information sharing
· member and non-member interaction
· push to website 
· postings vary based on timing and will include events, members recognition, program or initiative updates, polling, contest and coupons

· use a mix of Facebook, Twitter for the Chamber and initiatives

· use Linked-In as a tool for direct member interaction/connection

· schedule is planned with standard messages / adapted with breaking news

· PR & Publications Director manages content and execution of social media material

· Event managers and volunteers encouraged to post during events, meetings
· Links to Chamber accounts on all electronic material 
· Printed urls on organizational pieces
Section VII: Budget
	Expenses - Marketing Deliverables
	
	+all signage traded

	10054255140000
	Color Copier Expense
	2011 Budget

	
	subtotal
	 $                 24,000 

	
	
	 

	10054300140200
	Newsletter Expenses
	2011 Budget

	 
	Printing
	 $                   6,000 

	 
	Handling
	 $                   6,000 

	
	subtotal
	 $                 12,000 

	
	
	 

	100-54310-140-100
	Marketing & PR (Organization/Exec)
	2011 Budget

	
	Board Retreat Signange
	 $                     150 

	
	Internal Printing
	 $                     100 

	
	Phto prints (Board outsourced)
	 $                       50 

	
	Nametags (inventory of stick-on)
	 $                     200 

	
	 subtotal
	 $                     500 

	
	
	 

	100-54310-140-110
	Marketing & PR (Education Foundation)
	2011 Budget

	
	Website
	 $                   1,200 

	
	Business Education Summit
	 $                   5,000 

	
	WISE - brochure/program for grad
	 $                   1,000 

	
	Internal Printing
	 $                   1,000 

	
	mailermailer
	 $                     360 

	
	*allocate 10,000
	 $                   8,560 

	
	
	 

	100-54310-140-130
	Marketing & PR (Business Development)
	2011 Budget

	
	Hispanic Event (2) (Invite & signage)
	 $                     500 

	
	Addtnl event (African/Am or Chinese Ambassador)
	 $                     750 

	
	Internal Printing
	 $                   1,000 

	
	WIB
	 $                   3,500 

	
	1773 Awards
	 $                   1,500 

	
	2 CLCN Events
	 $                     500 

	
	2 BCP events
	 $                     500 

	
	Partnership events
	 $                     750 

	
	subtotal
	 $                   9,000 

	
	
	

	100-54310-140-135
	Marketing & PR (Innovation)
	2011 Budget

	
	Homeland Security Conference
	 $                   5,000 

	
	Innovation Summit
	 $                   5,000 

	
	ExecNet
	 $                     200 

	
	Internal Printing
	 $                     800 

	
	Additional networking breakfast
	 $                     500 

	
	
	 $                 11,500 

	
	
	 

	100-54310-140-140
	Marketing & PR (Communications)
	2011 Budget

	
	Trade show display
	 

	
	Internal Printing
	 $                     500 

	
	House Ads
	 $                   1,000 

	
	Stock Photography
	 $                     500 

	
	subtotal
	 $                   2,000 

	
	
	 

	100-54310-140-160
	Marketing & PR (Member Development)
	2011 Budget

	
	Lead Investor Ads (split)
	 $                   3,500 

	
	Internal Printing
	 $                   3,000 

	
	Overage on lead photo gallery
	 $                     500 

	
	subtotal
	 $                   7,000 

	
	
	 

	100-54310-140-170
	Marketing & PR (Public Policy/RA)
	2011 Budget

	
	Port Tour
	 $                     750 

	
	Skeet Shoot
	 $                     700 

	
	Growth Forum
	 $                     750 

	
	Legislative Reception
	 $                   3,000 

	
	Economic Outlook
	 $                   1,800 

	
	Armed Forces Dinner
	 $                   1,000 

	
	Internal Printing
	 $                   1,000 

	
	ABCs
	 $                     250 

	
	leadership
	 $                     250 

	
	 
	 

	
	 subtotal
	 $                   9,500 

	
	
	 

	
	
	 

	100-54310-140-180
	Marketing & PR (Member Programs)
	2011 Budget

	
	Golf Tourney
	 $                   1,000 

	
	AM
	 $                   5,500 

	
	BAH
	 $                     250 

	
	ExCircle
	 $                     500 

	
	Founders Day
	 $                   2,000 

	
	Internal Printing
	 $                     250 

	
	Member receptions
	 $                     500 

	
	subtotal
	 $                 10,000 

	
	
	

	
	
	

	
	Marketing & PR (CYP)
	2011 Budget

	
	40 under 40 sponsorship
	 $                   1,500 

	
	anniversary event
	 $                     750 

	
	internal printing
	 $                     750 

	
	subtotal
	 $                   3,000 

	
	
	

	Expenses - Events
	
	

	
	
	2011 Budget

	10-6300-140-100
	Founder's Day Expense
	 $                   5,000 

	10-6300-140-129
	BAH - Business After Hours Expense
	 $                     250 

	10-6300-140-160
	Executive Circle
	 $                     250 

	10-6300-140-174
	Golf Tournament Expense (2 tourns.)
	 $                 25,000 

	10-6300-140-245
	Chamber Link Expense
	 $                     400 

	10-6100-140-118
	Annual Gala and Dinner/Reception
	 $                 97,000 

	10-6150-140-118
	Auction
	 $                   3,000 

	10-6200-140-195
	Annual Meeting Luncheon
	 $                 17,000 

	
	subtotal
	 $               147,900 

	
	
	

	*Any allocation allows for vendor increases in fees. 
	
	

	
	
	

	Revenue - Events & Advertising
	
	

	Advertising
	
	2011 Budget

	10-4500-140-140
	Marketing, Graphics & Photography Support
	 $                 20,000 

	10-4500-140-149
	Internet Advertising/Website
	 $                 10,000 

	10-4500-140-200
	Newsletter Advertising
	 $                   5,000 

	10-4500-140-201
	Other Publications
	 $                   8,000 

	
	subtotal
	 $                 43,000 

	
	
	

	Events
	
	

	10-4300-140-100
	Founder's Day Revenue
	 $                 10,000 

	10-4300-140-129
	BAH - Business After Hours
	 $                 11,000 

	10-4300-140-160
	Executive Circle Revenue
	 $                   5,000 

	10-4100-140-174
	Golf Tournament Revenue (2 tourns.)
	 $                 60,400 

	10-4150-140-118
	Auction
	 $                 30,000 

	10-4200-140-195
	Annual Meeting Luncheon
	 $                 50,000 

	10-4100-140-118
	Annual Gala and Dinner/Reception
	 $               125,000 

	
	subtotal
	 $               291,400 

	
	
	

	FY 2011 Total Revenue
	 $                                               377,400 
	

	FY 2011 Total Expenses
	 $                                               238,430 
	

	Net Revenue for Events/ Advertising**
	 $                                               229,500 
	

	**Other event revenue for deliverables is accounted for in divisional budgets, not marketing
	
	


 Image Campaign Budget – Board Designated Funds
	Expenses
	 

	 
	Budget

	Radio production  (up to four new)
	$3,000 

	TV Production (up to two new)
	$3,000 

	Total Expenses
	$26,000 


	Trades/Donations
	Value

	 
	 

	Chernoff Newman
	$55,000 

	Adams Outdoor
	$80,000

	Apex Broadcasting
	$30,260 

	Clear Channel
	$37,500 

	Kirkman Broadcasting
	$13,000 

	photography
	$2,500 

	LM Radio Group
	$23,400 

	Citadel Broadcasting
	$35,000 

	Jabar
	$8,000 

	WCIV ABC News 4
	$15,000 

	Comcast
	$131,040 

	City Paper  
	$5,868 

	Little Black Book
	$6,550 

	Go To Team
	$3,000 

	Viamedia - Knology
	$25,730 

	WCSC Channel 5
	$16,000 

	WCBD Channel 2
	$13,900 

	Airlift Dispatch
	$1,170

	Navy Shoreline
	$1,170

	West Of
	$1,590

	Total
	$505,678 


Section VIII: Measurements
Objective A:  Provide support to the various Chamber divisions, initiatives and affiliates in an effort to help them achieve their objectives
1. Marketing deliverables delivered on schedule, under budget and with approval of division head/event manager

2. Event attendance increases compared to previous years, surpasses estimates (varies by event)
3. Event revenue for divisional events reach (target to exceed) revenue expectations (varies by event)
4. Marketing strategy developed meets need of initiative/affiliates goals
5. Annual member survey returns positive measurement for events, initiatives and affiliates

6. Ambassador contacts returns positive measurement for events, initiatives and affiliates

7. All campaigns reach (target to exceed) revenue and quantity goals (varies by campaign, i.e. TRC)

Objective B:  Generate greater visibility for the Chamber through an aggressive communication and marketing plan that not only keeps the membership informed about our activities, but also elevates the understanding of the value of the Chamber and its activities.
1. Image campaign – returns positive anecdotal feedback as well as leads to new members
2. Response rate on member surveys increases by 2% minimum – target 5%

3. Unsubscribe rates to publications minimized to 1% of total membership 

4. Advertising revenue and distribution opportunities increase the fiscal year – revenue goal double of first year publication

5. At least one new interactive tool (video, webinars, web streaming) integrated into overall marketing plan
Objective C:  Develop and implement a public relations strategy that will influence public opinion regarding the Charleston Metro Chamber of Commerce and create more goodwill for it among its major audiences, including members, non-members, the public sector, etc. 
1. Tracked printed mentions increase by 5%

2. Tracked Multi-media mentions increase by 10% 

3. Social media fans/followers increases – reach 1500 on both Facebook and Twitter for Chamber

4. Appear in at least three new publications (ideally new markets) – whether print or online

5. Attendance at events by local media increases  (tracking by event)
Objective D:  Promote member networking events in order to increase member participation and retention with the Chamber.  Encourage the information exchange between members, and identify opportunities for members to enhance their success. 

1. Attendance at Business After Hours increases by 10%

a. Use of coupons is phased out

b. New sponsors sign up as hosts this year

2. ChamberLink attendance by new members increases per quarter by 5% (based on number of new members in the quarter)

3. Annual Auction exceeds revenue goal by 10% (increases from last year by 20%)

4. All events meet and/or exceed revenue goals.

5. Member events are rated highly on the Annual Membership Survey, in Ambassador calls, six month surveys and through post event surveys.

Image Campaign
Member survey results (portion focused on image) – year one with additional tracking for each year of campaign

Did you see ads for Image Campaign

· 53% recall seeing ads

· 68% (of the 53%) said ads were about the Chamber in general as opposed to election or event ads

· Most noticed ads were

Members 



Non/Dropped members

· Newspaper (34%)


- Radio

· Billboards (26%)


- TV

· Radio (23%)


- Print

· Magazine (19%)

· TV (19%)

What Words Describe the Chamber?

· Advocate for the Business Community

· Voice of Business

· Credible

· Resource

· Traditional

· Innovative

What We Are Not

· Antiquated

· Liberal

· Conservative

· Follower

· Biased

· Non-Progressive

Notes:

· This is the good stuff – perceptions we fight are the “good ole boy” network and specific philosophies (liberal vs. conservative)- these are concepts we identified in our pre-campaign research

· This tells us that they don’t see us in that way – we aren’t antiquated and biased
· This is what we would hope to see after doing an image campaign.  
In the past six months, has your opinion about the Chamber…






2007

2008

2009

2010

Worsened



3%

5%

5%

3%
Stayed the Same


64%

56%

69%

54%
Improved



33%

39%

27%

43%
Stayed/Improved


97%

95%

96%

97%
Notes: 

· This is a benchmark question so we can begin to track our member opinion on how we are doing. This question will be used every time we profile our members.

· Isn’t comparable against a measurement we took at the beginning of the campaign – it is to measure how we stand. 

On a scale of 1 to 5, with 5 being Great, rate the Chamber overall in meeting your expectations.

2004
3.30 (benchmark)
2007
3.40
2008
3.80

2009
3.63

2010
3.79
Notes:
Year one: 
· comparison to the first time we asked this question, showing a slight improvement

· 49% of responses had us as very good – great

· 40% has us at good

Measurable Data:

	Sales attributed direct to campaign – first six months
	
	

	New Members*
	14
	 $  5,575.00 


*A majority of these are small business/entrepreneurs. 
Anecdotal:
	FY 2010
	% Actual to Budget
	% Growth over Prior Year
	FY 2009
	% Actual to Budget
	% Growth over Prior Year
	FY 2008
	% Actual to Budget
	% Growth over Prior Year
	FY 2007
	% Actual to Budget
	% Growth over Prior Year

	Renewals
	10.38%
	8.19%
	 
	-3.94%
	-1.91%
	 
	-5.95%
	-1.84%
	 
	-11.78%
	3.09%

	New Member Sales (with Campaign)
	17.63%
	41.74%
	 
	-24.27%
	-8.14%
	 
	-11.77%
	2.08%
	 
	-20.32%
	-16.37%


General responses (year one):

1. Membership development noticed a definite increase in incoming calls.

2. Member Relations Executives report an opening of doors during campaign period that had not been present in previous months. 

3. MREs felt it gave us a presence we don’t typically have. Gave us a new sense of credibility since we were advertising about our organization like for profit companies. 

4. During sales calls and renewals calls, the campaign has shown to reinforce the message. 

5. Based on records reviewed during new member invoicing, more were attributed to incoming call versus prospecting as had been the standard. 

6. General feedback from members, non-members was weighted heavily in response to the radio and tv advertising. 

7. General feedback from members, non-members was that the “story” told through the different personalities help effectively communicate the diversity of the Chamber. 

8. Increase shown in request for membership mailing list purchase during campaign. – average one to two per month prior to campaign, now average four to seven. This process even generated new members. 

9. MREs felt there was more incoming calls from minorities.

10. The message about health insurance generated a lot of calls but also caused distress as so many people did not qualify. 

Ongoing responses:

From an MRE:

Typically, so far, the response has been from small to medium business

The Flower Cottage - Peggy Sirisky-Merrill - dropped membership in 2002...read the article in P&C about Charles...called in...and signed up the following day at appt w/me. (Entepreneur Level - $375.00) 

Carolina Kitchens- Howard Krause - dropped membership in 1995 - heard chamber ad regarding healthcare and called. After several appointments they signed up...they came to the Developer's Council meeting last week.  This got my foot in the door...the healthcare didn't end up being the deciding factor...more all the programs/exposure opportunities, etc (Executive Level- $500.00)  

On a separate note, a new member from June (Northwestern Mutual-who was at the member connection event last week) asked me about the media organization that put together the chamber's ad campaign. He had just recently seen the ads and thought that given the quality and cleverness of the ad spot...thought we were using a national ad firm.

Others:

 From email - Hi my name is Shantay Fludd and I am very interested in starting a day-care business in the Charleston area. I am a 23 year old single female, no kids, graduate next year ( 07 ) from Limestone College with a double major which is Business Management & Accounting, and I was born and raised in Mount Pleasant S.C. I actually have no clue what I am doing but I am very determined to start this business. I heard about the Metro Chamber of Commerce on the radio today, and decided to look it up on line. What really caught my eye was the (SBA) Small Business Administration. This is where you can get information on starting a business - etc.  

From recent Finance Committee meeting - David Maybank and the Finance Committee discussed the campaign and think it's fabulous.  David wanted to be sure that it continued and didn't stop after this initial first blast.   

From a member - I just heard from a member that the ads are a “neat idea” and “will help him sell memberships” for the Chamber (he has been involved in TRC).

Deb Campeau, Trident Health System – “The ads are wonderful and the idea of putting a twist on the networking is great. It is a great way to tell the story. The ads should be submitted for the Addys. (advertising awards)

From Vito Scarafile - LeeWayne Carolina - member...

The advertisements for the Chamber are great!  I didn't know that caliber of work could be done locally!  They send a good message about the Chamber.

From Fran Johnson – newer Chamber Account Executive

I’ve just been at the chamber for two months but I can already feel the growing effects of the media support. 

I have had responses over the last several weeks that I believe are in part a result of the media campaign: 

· I had two new members sign up that were dropped years ago.  In both cases the owners are getting near retirement and they see the chamber as 

a way to get their daughters connected with the business community as they take over the business.  (Resulted in a new mentor network between Stacey Lindbergh from the Chamber Board and these members.)

· I placed two cold prospecting calls to new companies….where the response was “it was on our list to call you” I didn’t get this response the previous month 
· Three new members each responded the same way when I collected their completed applications; “ I am so excited about being a part of the chamber ”. 
These comments were very spontaneous and genuine.
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CYP Leaders Breakfast
June 18, 7:30-9:00 a.m.

Confirmed Leaders include:

Jennet Robinson Alterman, Center for Women Kevin Krawchuk, The Real Estate Book
Jason Cronen, Green Drinks / Compass Bobby Pearce, Nelson Mullins Law Firm
Transportation Jane Perdue, The Braithewaite Group
Melissa Flynn, Rawle Murdy Neil Whitman, Dunhill Staffing Systems of
Jermaine Husser, Lowcountry Food Bank Charleston
Terry Hyde Ketchem, Charleston Trident
Association of Realtors
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