3 Threats to Your Success
are related to these statements

You're Not Running an Organization

If you're not telling your story,
the public is making up a story about you

If you're not automating,
you're not running anything... it's running you
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I'm going to start by saying

THANK
YOU
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New Strategies for Remarkable
Membership Organizations




Instead of telling you about automation,
[ want to show you!

Open your browser on your
mobile device to:

kylesexton.com/enjoin

Click "Watch a Demo"

Fill out the form
this is where you ask, " What's in it for me?"

Go ahead. Ask. Out loud. Yell it out.
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Connector

NEED the most

Have more time than money
SHOWING UP is important to them
Free marketing opportunities
Price-conscious

Volunteer Activities
Learning/Training Programs

Small Office / Home Office
Independent Sales Reps
Multi-Level Marketing Reps
Real Estate Agents
Salespeople

Charities

Retired Individuals



Bring the benefits to THEM
Less likely to show up

Happy to HOST an event
Value conscious

Affinity programs

Wants promotion

Willing to pay for advertising

Destination

Main Street businesses
Restaurants & Retail

Hotels & Conference Centers
Entertainment/Music Venues
Sporting Events

Art Museums



[dea Summits

Public Policy Work
Committees & Task Forces
Group Volunteer Activities
Team Building

Leadership Development
Sponsorships

Leader

Banks, Credit Unions

Title & Escrow Companies
Commercial Real Estate Brokers
Developers

Business Law Firms

Accounting Firms

Insurance Companies



Stakeholder

Institutions & Corporations
Political Action

Tasks, not Committees

Golf & Gala

Less Time Than All Others

Keep Their Hands Clean

NEVER mix with Business Builders

Large Employers

Hospitals

Universities

Utilities

Municipalities

Multi-Business Entrepreneurs
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Less likely to show up Main Street businesses Have more time than money Independent Sales Reps
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Allow members to choose
their own investment
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(and How to | ake Advantage of It)
by William Poundstone
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The Investor's Paradox

Transactional members need more benefits than Stakeholders

Stakeholders want something different than transactional members
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Member or
Investor?

Total Annual Revenues
- Grant/Contract Revenues

= Adjusted Annual Revenue
/ Number of members today

= INVESTOR BENCHMARK



If you don't tell your
story, the public will
make up a story about you.
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Don’t have time to participate (68%)
Don’t see the value (49%)

Corporate office policy (45%)
Membership costs too much (18%)

Don’t do business locally (10%)
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PUBLISHING
PLUG&PLAY

BOOK

FOR CHAMBERS OF COMMERCE







