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Abstract

Many nonprofit membershipased associations experience poor levels of engagerhietit
threatensnember retention arttieir longterm survival. While leaders recognize that engaging
members is critical to member retention, many association leaders struggle with identifying the
best approaches for engaging members. This qualitatiViple case studfocuses on member
engagement and retention in two higgrforming chambers of commenagh aboveaverage
member retention ratés Northeast Ohio. The study discovers effective strategies to engage
chamber of commerce members, develops a leadership foodember engagement, and
identifies best practices that chamber of commerce leaders should use to successfully engage
members. Participants in the study included chamber leagersutive directorstaff members,
board members, and committee chairg) angaged membendsing interviews, documentation,
archival records, and direct observatiaghe researcher developed a leadership model comprised
of six highlevel leadership strategies that positiviehypactmember engagement gndtimately,
member etention. The six higlevel leadership strategies include buildstgpng trusting
relationships; providing support; offering
motivations; prioritizing strategic planning; building a welcoming and comminaisgd culture;

and effectively communicating. The researcher alseldped a best practices guide for member
engagementvhich includes the six higlevel leadership strategies and numerous accompanying
substrategies designed to positivélgpactmember engagement and retention.

Keywords:Chambers of Commerce, membegagement, member retention, leadership
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Sectionl: Foundation of the Study

Member engagement in nonprofit associatisnitical because engaged memisa/e
asa source of organizational strengktenczel, 2016 This study discovers effectiveadership
strategies that chamber of commerce leadsegasuccessfullylengage membera/hich
ultimately supports theetentionof those memberd his qualitative, multiplecase studyncludes
a discussiomf member engagement leadership strategies andtgatkegiesitilized by leaders at
two high performig chambers of commerce in Northeast Offiiuis study crossnalyses the
leadership strategieg each chamber of commerce and provides a new leadership model and
best practiceguide for member engagemewhich chamber of commerce leadean usedo
strergthen member engagement efforts.
Background of the Problem

Leaders of nonprofit associatioogrrentlyfacechallenging times. Changes in
technology, demographics, and social trendsenadtkacing, engagng, and retaimg members
in nonprofit associationgery difficult (Sladek, 2011)These key shifts in the association
environment necessitate a change in lagsociation leaders ensure the survival and future
success of their organizations (Sladek, 2011). Nonprofit association leaders need to consistently
attract and retain members in order to ensure organizational survival (Dadush, 2017). However,
associationeaders also need to actively engage members, because leaders who ensure more
member engagement opportunities ultimately strengthen their organizations (Gammel, 2010).
Engaged memberserve as main source of organizational strength because they ardikedye
to renew their membership (Henczel, 2016). According to Bowman (2017), membership dues
providethe largest revenue source for associations and account for 46% of total revenues,

therefordeaders musgtetaincurrent members. Engaged members alsatbomore (Hung &
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Hager, 2020) and actively volunteer for associations in various capacities (Goolsby & DuBois,
2017). In contrast to the benefits of engaged memiesarch shows thhigh levels of

inactive and unengaged members negatively impactiatisos (Newbery et al., 2013).

Significant research exists on engagement in the context oépgatbyeeshowever
scholars have rarebtudied the problem @fddressingnember engagemeint nonprofit
organizationgStankiewicz et al., 20190AbouAssiandAn (2017)echo this observation arsthte
that despite the need to better understand member engagement, research on mebasehip
organizations and their interactions with members is scarce. Significant research also exists that
documentghe relationship between leadership and engagement in the context of paid employees
(Popli & Rizvi, 2016). However, a review of the literature shows little research on the
relationship between leadership and engagement in nonprofit associations. Actmhiasit
et al. (2016), more research that addresses the leadership challenges and issues in paid staff and
all-volunteer associations is needed. Lagaras (2016)stmaddress this gap in the literature by
studying the impact of effective leadershipmambership engagement in amallunteer
professional association. Yet, Lagaras (2018stiot address leadership in a patdff
association and only focusen two dimensions of member engagement, organizational
commitment, and participation. Finaligsearchers have completesty little researchin
generalon chambers of commerce specific type of nonprofit association and the focus of this

study (Brochman & Lacho, 2013ge et al., 2017/Rohrlack, 2019).

Problem Statement
The general problem to be addressed is the failure of nonprofit association leaders to
engage memberghichresulsin decreased member retention. Many membership organizations

and associationsxperiencepoor levels of membership engagement (Letoal, 2019). An
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engaged membership provides significant benefits to an association and its individual members
(Wotherspoon & McCarthy, 2016). Simply put, an engaged meprbgides more valut® an
association (Martin, 2016). Engaging members is critical tmipee retention, but many

association leaders struggle with identifying the best approachésifgy so(\WWang & Ki,

2018). In fact, leaders in the nonprofit membership and association sector express that member
engagement is their greatest challenge (Diad2817; Wang & Ki, 2018). The specific problem

to be addressed is the failure of chamber of commerce leaders Mattiireast Ohio to engage
members, resulting in decreased member retention. \Afaatlgi (2018) state that proven

methods to better engage mmgers in associations wouseérve a@n invaluable resource for

leaders. Therefore, by addressing this specific problem, the researcher will assist chamber of
commerce leaders in proactively supporting and increasing member engagenedfurt which

will result ingreatemember retention and future organizational success.

Purpose Statement

The purpose of this qualitative multippase research study is to add to the body of
knowledge by discovering effective strategies to engage chamber of commerce members,
developing a leadership model for member engagement, and identifying best practices that
chamber of commerce leaders should ttsengage members. The specific demographic for this
studyincludesleaders of chambers of commerce in Northeast Ohio. This stettgte highlight
the importance of member engagement in chambers of commerce and provide leaders with a
leadership modelral list of best practices that will assist them in strengthening their approach

for supporting and increasing member engagement.

The literature recognizes that nonprofit organizations are especially challenging to lead

(Freeborough, 2020T.he literaturealso broadly recognizes that leadership serves as a critical
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factor of success in nonprofit organizations (Palumbo, 2016). In addition, solepleatedly

state that a leadership deficit exists in the sector (Palumbo, 2016). Specifically within nonprofit
associations, scholars posit that successful leadership differs from leadership in business,
government, and other nonprofit organizations (Nesbit et al., 20héjefore, this study will

assist in providing insight into effective leadership approachasnprofit associations that

support member engagemamidthus benefit the organizations.

Research Questions

The research questions in this multiplese study seek to specifically examine the
challenge of member engagement in one type of nonpssiitcgation- chambers of commerce.
The answers to the research questions will assist chamber of commerce leaders with developing
an effective leadership approach for strengthening member engagement. The problem identified
in this study pertains to the farke of association leaders to effectively engage members, which
impacts member retention. As such, tesgarchedesignedhe research questions in order
better understand wHeaders struggle with engagemant what specific actions chamber of
commece leaders currently talto effectively address the member engagement challenge. The
guestions also seek to understand how the actions of chamber of commerce leaders ultimately
impact member retention. Lastly, the final research question identifiesrbestgs that
chamber leaders currently useengage memberis addition to best practices mentioned in the
literature that pertain to other types of associations

A comprehensive literature review reveals tihrageneralmembershigased nonprofit
associations face the engagement challengesoafl societal changes (Looi et al., 2019), rapidly
changing member needs and expectations (Charney, ROy & Oser, 2016Soker, 2015

significant competition (Jacobs, 2014&ney, 2015; Soker, 2016), generational challenges
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(Sladek, 2011; Abel & Howard, 2017; Gorringe, 2017; Martin & Waxman, 2017), and
insufficient resources (Hight, 2011; Soker, 2016). Scholarly literature does not address these
challenges specifically in éhcontext of chambers of commerce, therefore research question
number oneseeks to understand the current challenges and issues that chamber of commerce
leaders encounter in engaging members. The researcher collected data to answer this question by
completng interviews of chamber of commerce leaders and engaged members of the two study
locations. The researcher also reviewed chambers of commerce documents to assist in answering
this research question.
Scholarly literature also does not address the specific strategies that chamber of
commerce leaders use to effectively engage members, therefore research gquediEmwo
seeks to discover those strategies. Literature that primarily pertains to oé¢ssisociations
finds that strategies designed to build trust (Huang & Chen, 2016); provide sipag & Ki,
2018); meet needs and motivations (Ki & Wang, 20d6jine organizational mission, vision,
and goals (Soker, 2016); build cultures of comryuand belongingness (Sladek, 2011; Doyle &
Oser, 2016); and ensure effective communication (Jones, 2016; Abel & Howard, 2017; Martin &
Waxman, 2017) all effectively support member engagement. Therefore, by interviewing
chamber of commerce leaders and geglmembers of the two study locations, and by
completing observations and document analysis, the researcher seeks to discover whether
chamber of commerce leaders utilize those specific strategies in addition to any other strategies.
Many asociation memdrs do not renewheir membershigue tolack of engagement
(Rossell, 2016). Once agastholarly literature that primarily pertains to professional
associations finds that active member engagement influences the decision to renew membership

(Coe et. al.2016; Henczel, 2016; Ki, 2018). Research questiomber threseeks to understand
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how the engagement strategies used by chamber of commerce leaders supports member
retention. The researcher generated data to answer this question by interviewing chamber o
commerce leaders and engaged members of the two study locations.

While organizations such as the Association of Chamber of Commerce Executives (2015)
and forprofit consulting companies such as Hight Performance Group (2011 & 2019) and
GrowthZone (202Phave some resources that pertain to member engagement, a comprehensive
best practices guide, supported by scholarly literature, does not exist that addresses strategies to
support all of the member engagement dimensions. As such, the fourth researoh gaeks to
discover best practices currently usedhmsy twohigh-performingcase study sitesther
nonprofits and specifically membershigbased nonprofit The researcher compiled this data
interviewing chamber of commerce leaders angaged members of the two study locatieams
completing a comprehensive review of recent literature (both scholarly and gray) that pertained
to donor and volunteer commitment, engagement, and retention in nonpgofitsl] asmember
commitment, givingyolunteerism, participation, and retention specifically in nonprofit
associations.

The study’s research questions are as fol

RQ1. What challenges and issues do chamber of commerce leaders encounter in

engaging members?
RQ2. How dochamber of commerce leaders effectively engage members?

RQ3. How do the engagement strategies of chamber of commerce leaders help support

member retention?
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RQ4. What are the best practices that chambert®ofmerce should use to help increase

member engageent?

Nature of the Study

Thenature of this studis a qualitative multiple case study research desigmen
determiningthe research design, the researcherdwssideredhe most appropriateesearch
method Creswelland Poth (2018) state that the thregearchmethodsncludequantitative,
guditative, and mixed method¥he quantitative methaases a deductive approachest
objective theories by examining the relationships among different vari@dsmé &Pollalis,
2018).In comparisonthe qualitative methodcludesboth inductive and deductiapproaches
and focuses ostudying the meaning that individuals or groagsribe to a problem (Creswell &
Poth, 2018)A mixed method approachcludes the use of both qualitative and quantitative
methods (Ngulube, 2015Jhis sectiordescribes why the researcher chose a qualitative study

and the applicable method and design.

Discussion ofMethod

The researchezonductedhis studywith a quéditative flexible design using the case
study methogspecifically, the researcher usadnultiple case studglesign.Reseeachers use
gualitative research when a problem or issue needs to be explored, the variables are not able to
be easily measured, and a detailed understanding of the problem is needed (Creswell & Poth,
2018).The researcher addressiee specific problem of chamber aimamerce leaders within
Northeast Ohio failing to engage membansl subsequentecreased member retentidie
researcher chose the qualitative method as the best approach for this studythecause
gualitative methods an interpretive approach that exjgl® the meaning that individuals attribute

to a specific phenomenon (Harper & McCunn, 20Te phenomenon of study in this research
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is member engagement in chambers of commerce. Qualitative research enables the researcher to
capture the perspective angwpoints of the study participants (Daher et al., 20Cd)lecting

and describing different views and experiences from study participaalded the researcher to
develop meanings and themes which explain the phenomenon (Creswell & Poth, 2018).

Chamber leaders provided perspectives that enabled deep insight into the challenges and issues
of member engagement, the most effective strategreenjaging members, and the impact of

those strategies upon member retention.

Theresearchedid not choos¢he quantitative research method for this study becthise
methodbestexamina the causeandeffectrelationships between numerous varialfleasrk &
Park, 2016)The quantitative research methemhblesa researcher to verify a hypothesis using a
large amount of datgenerated fromjuestionnaires that include closeddedquestionghat are
thenquantified (Basias & Pollalis, 2018h this study, the researchaid not attempto veliify a
hypothesisand the use of closezhded questions would nishveappropriately answedthe

research questions.

Mixed-methodresearch studiasse elements of both qualitative and quatitieadesigns
(Creswell, 2014)The benefit of using a mixethethod design is th#te combination of the two
research methods yields a more complete understanding mfibiem being studied (Creswell,
2014). This study incluet the examination of organizatal documents anid-depth interviews
with chamber of commerdeaderswhich were designed to gain insight into hovetmage
members most effectivelfherefore, the use of quantitative measuae®mponent of mixed

methods research, wouhdt have benefited this study.
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Discussion ofDesign
This study usea multiple case study desig@ase studies explore a phenomenon in

depth within the phenomenon’s true context to
experience the phenomenon (Yin, 2018). The usenuiltiple case study design allows a

researcher to explore the commonalitiesl differences in the cases (Lashgari et al., 2018).

Multiple case studies result in increased depth and clarity of information (Arghode & Wang,

2016). In addition, the collected evidence from multiple cases yields more powerful results, and
thereforeresearchers considire multiple case study approachbe more robust (Yin, 2018).

The focus of this study expla@ow chamber of commerce leaders in Northeast Ohio effectively
engage members, and therefore the multiple case study design is apprepaasemumerous
chambers of commeraperatan Northeast Ohio. Studying more than one chamber of

commerce enabled the researcher to accomplish additional depth in the findings. In addition, the
case study approach allowed the researcher to developaptimdescription and analysis of the
challenges with member engagement, the most effective strategies for member engagement used
by leadersand the impact of those upon member retentfam(2018)lists the six sources of

evidence irmultiple casestudiesasdocumentation, archival records, interviews, direct

observations, participafatbservation, and physical artifacts. In this stutigresearcher used

documentation, archival records, interviews, and direct observations.

According to Creswell anBoth @018) selecting case studies thilstratevaried
perspectives on a problemgeeferred, howevepther acceptable options include usordinary,
accessible, and unuswesesWhen selecting the two cases for this studyyésearcher sought
to includesuburbarchambers of commerce with abeaeerage member retention ratpaid

staff,andless than 750 membeis. addition the researchdocused on selecting chambef
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commerce that could provide acce3se toCOVID-19 rdated challengesiccess was an issue
as some chambers of commeheal significantly limited evest(online or in person), committee
meetings, andffice hours.The researcharsed comparison tables in ordecctomplete a
comprehensive comparison of imember engagement and retensomilarities differences,

and unique characteristics of eattoserchamber of commerce. Thitep enabled the

researcher to justify the choicease study sites.

In additionto case studies, the other qualitat@mproachescludenarrative,
phenomenological, grounded thepand ethnographic research designs. The below four
paragraphs discuss each of thessz=arch designs and why the researcher did not choose them

for this study.

The narrativeesearch design focuses on liked and toldexperiences of amdividual
(Creswell & Poth, 2018When completing narrative reseaytine researcher normally focuses
onone @ two individualsand gathers data from thaselividuals by recording their stories
(Creswell & Poth, 2018)T'he researcher thesummarizes the n d i v expganientes dnd the
meaningattributedto those experiences (Creswell & Poth, 20I8)s research requisén-depth
interviews ofnumeroudeaders irtwo different chambers of commereaead therefore the

narrative approacis not appropriate.

The phenomenological research design seeks to understand the common meaning that a
group of individuals has experiencediwegards to a concept or a phenomenon (Creswell &
Poth, 2018). Phenomenological research aims to distill the experiences of individuals with a
phenomenon into a “description of the wunivers

2018, p. 75). Whe the researcher could have chosen this research design to study the
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phenomenon of member engagement, the researcher preferred to take a multiple case study
approach because this approach provided -@epth understanding of member engagement in a

few séect chambers of commerce.

The gounded theory research desgmbles a researcherdieate or discover a theory
(Creswell & Poth, 2018By using this approach, researcheesk to understaralprocess,
action, or interaction by generatingreeory (Creswell & Poth, 2018\ major characteristic of
grounded theory is thalesgn approachocuses ora process or action that has specific steps that
occur over a period of time (Creswell & Poth, 2018)is study did not involve the development

of a theory and therefore thhesearcher@kesnot usegrounded theory research design.

Finally, anethnographic research designolves studying the sharedlues, beliefs,
languageandbehavior patterns of a specific culttgiearing group (Creswell & Poth, 2018).
This research design involves extensive participant obserwaitionhe researchdreing
immersedn thedaily lives of those being studied (Creswell & Poth, 20E8)nographys not
an appropriateesearch design for this study because chamber of commerce leaders are not part

of a culturesharing group.

Summary of theNature of theStudy

Whencompletingresearch, reseghers mayhooserom qualitative, quantitativegr
mixed methods research methodologigse methodology that researcher usegeds to
appropriately fit the research problem and the st@agigs & Pollalis, 2018). The best
methodology for this studg qualitative becausthe problem ofeaders engaging members
need to be explored, the variable$this studyarenoteasily measured, and a detailed

understanding of thmember engagemeptoblemis neededn order forsuccessfutompletion
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of the study The multiple case study methisdnore fitting tha the narrative,
phenomenologicalgrounded theory, or ethnographical methioglsause the studgvolves
investigating more than one chamber of commerce and interviewing léadsesdifferent

organizaions.

Conceptual Framework

This qualitative multiple case study exanstiee effective strategies used by chamber of
commerce leaders to engage members and s@stlite development of a leadership model and
best practices guide for member engagement. The researches thigiz®nstructivism research
paradigm, also referred to as interpretivism. In constructivism, researchers seek to understand the
world aroundtiem (Creswell & Poth, 2018). Constructivists do not accept the notion that a
single and verifiable reality exists, rather they believgoicially constructed and fluiultiple
realities(Rehman & Alharthi, 2018<ankam, 2019). Therefora,constructivistseekgo develop
numerous and varieslibjective meaningshe constructivist accomplishes this by looking for
complex views instead of seeking narrow meanings (Creswell & Poth, 2018). This research
paradigm attempts to understand the interpretationglfiduals regarding phenomena that
they have experienced (Rehman & Alharthi, 2016). Because constructivists believe in multiple
socially-constructed realities, they embrace the idea that different people will have different
interpretations of phenomena (fean & Alharthi, 2016). As a constructivist, the researcher
seeksto understand the numerous interpretations of chamber leaders regarding their experiences

with member engagement.

Discussion ofConcepts andrheories
This study involves a complex analysis of member engagement dimensions, effective

leadership strategies, the ultimate outcome of member retention, and various betiteds
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theories that apply to nonprofit donors, volunteers, and association membgisediion

discusses these concepts and theories in detail.

Member engagement dimensions.

Membership engagement in nonprofit associations includes five main dimensions:
commitment, internal participation, external participation, giving of money, andteelimg
(giving of time) (Hager, 2014; Knoke, 198&)r the purposes of this study, internal and external
participation have been combined into one dimensiorember participation. This studgeks
to understand challenges that impact these dimendibesstudyalsoseeksto identify strategies
that leaders use to positively support and impact each of the dimertsigsaltimately

influencing member retention.

Commitment.

Commi t ment pertains t o identifieatiss aind evolgemantiom f an
a specific organization (Lagaras, 2016). When members of an organization develop internal
psychological feelings of attachment and satisfaction with an organization, they display
organizational commitment (Wang & Ashcraéf14). This commitment also includes a member
having a sense of belonging within an organization (Stankiestiak, 2019). Committed
members of an organizati@xpress pride itheir membership, loygl to the organization, and
identify with theorgania t i missiors and goals (Stankiewiez al, 2019). Subjective and
cultural factors determine commitment, and therefore commitment depends upon individual

characteristics of members, social norms, and customs (Stankahwalg2019).
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Internal and External Participation.

Nonprofit associationsffer various participation opportunitiels most associations,
member participation includes attending professional development events, conferences, and
networking events (Henczel, 2016).dddition, participation also includes accessing information
provided by the association using various methods such as websites, social media channels,
publications, emails, newsletters, and other communications (Henczel, 2016). In the case of
chambers of@mmerce, the focus of this study, participation could also include the use of
various chamber member benefits such as healthcare, office supply, and energy savings
progr ams. Knoke (1988) states that participat
efforts for the association, such as the signing of petitions and/or contact with government
of ficials. Finally, participation includes me
association, such as the completion of member surveys Veaidbrs uséor planning purposes

(Lagaras, 2016).

Giving of Money.

The giving of money by members to an organization entails a charitable contribution in

addition to members payment of annual dues (
organizational sustainability, but also clearly indicate engagement iganization (Hager,
2014). Giving provides a way for members to show their support for their association and the

association’s mission (Wang & Ashcraft, 2014)
Volunteering Giving of Time).

Member volunteers play a critical role in nonprofit associat{@astgalina, 2018; Wang

& Ki, 2018). Many nonprofit associations have paid professional staff members, hpwever
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volunteers in associations provide considerable benefits (Gazle3), 2iKe with member
giving, volunteering by members enables members to slapport for their association and the

association’s mission (Hager, 2014). Members

informal volunteer roles in an association (Gazley,220Ihe various formal volunteer roles

include servingonanassocia on’ s board or various committees
meetings and events, and playing roles in advocacy efforts (Gazley & Brudney, 2017). Informal
volunteer roles include raising money for the association, recruiting other members, making
presentatins, moderating meetings, and/or assisting at various association events (Gazley &

Brudney, 2017). In some cases, members also volunteer when they produeatedknowledge

in partnership with the association (Gazley & Brudney, 2017).

Leadership Strategies.

The leadership model developed in this study, detailed in Figure 1, includes six
leadership strategies used by leaders in nonprofit associations to engage members. The strategies
includebuild strong, trusting relationships; provide suppotfer valuablebenefitsthat align
with me mb en@eds’and motivationprioritize strategic planninduild awelcomingand
communitybased cultureand effectively communicate. This model visualizes the answers to the
study’ s r esear c hintqhow shamberonfcgmmerteileaders gifectivelya
engage members and the best practices for engaging members. The below concept descriptions

summarize the meaning and importance of the strategies

Build Strong, Trusting Relationships.

Scholarsadvocate that trust serves as the foundation of any successful relationship and is

essential for organizational success (Huang & Chen, 2016; Koehahg2017; Thompson,
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2018). Trust refers to the confidence between two parties, either individuaugr, rat each

party wil/ uphold commitments, display honest
(Koohanget al, 2017; Mehmood et al., 2017). When parties trust each other, they believe that

each party will serve the best interests of theogarty (Huang & Chen, 2016). In the context of

a nonprofit association, trust includes a mem
will act in the best interests of the member (Huang & Chen, 2016). Accordvighimoodet al.
(2017),trustserves athev ar i abl e with the highest potenti al
behavior and decisiemaking. Effective leaders cultivate trust in and among people by

displaying behaviors that show competence, integrity, benevolence, and credibility €Bmomp

2018). In addition, leaders strengthen trust when they develoghaghy relationships with

followers (Ozsunger, 2019).

ProvideSupport.
Organi zational support refers to individua
placesonthenidi vi dual s’® contributions and the care t

being of individuals (Malinen & Harju, 2017). Scholars have extensively studied perceived
organizational support in the context of employees (Malinen & Harju, 2017). Wealg

(2018) also studied perceived organizational support and its relationship to volunteering and
donation behavior in associations. Members who perceive that they receive support from an
organizatiorexpress higher levels ehgagmentand therefor@remore likely to support their

association by volunteering and giving funds (Wang & Ki, 2018).
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Offer Valuable BenefitsThat Align With Me mb eNedds andMotivations.

Members engage less with organizations that do not meet their needs and motivations
(Hung & Hager, 2020)Various public and private benefits provided by associations motivate
members tarticipate and engage in associations (Hager, 2014). Therefor@atiesdeaders
must provide benefits that match member needs and motivations (Hager et al., 20168%. Leade
canprovide benefits that support member engagement by first recognizing and understanding
which benefits satisfy needs and motivations, and thesffbging those benefits to members (Ki

& Wang, 2016).
Prioritize StrategicPlanning.

Developing an organizational mission, vision, and effective gmafsart of a strategic
planning processupports member engagement (Lecdl, 2019) . An organi zat.
its reason for existence (Daft, 2016) and the

organi zation’s futur e d¢oRsstwiucemesthaPtiteomaaton 201 7)
attemptdo achieve (Daft, 2016). Leaddrsld responsibilityffor ensuring that an organization

has and pursues a stated mission, vision, and goals (Daft, 2016). In the context of employees,
research has proven that individuals have stronger engag when they feel a connection to

the mission and vision of an organization (Kouzes & Posner, 2017). Research has also shown

that the transformational leadership style, which focuses on encouraging followers to connect

with organizational mission, viaip and goals, results in strengthened follower engagement

(Mayr, 2017). Therefore, setting organizational mission, vision, and goals is a critical element in

the concept of engagement.
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Build a Welcomingand CommunityBased Culture

Sauser (2016) describes culture as the personality of an organization and the system of

(2017),culture serves as one of the most important forces behinddbessuor failure of an

organization. A strong and healthy organizational culture depends upon effective leadership
which shapes an (@Vargck et al.z2816)Ki and Wang Cal6jefiner e
memberships “a sense of b gWwithfeaingnafpersanal @onngctednasg al o n
wi th ot her gp. 199). Intsbnme cages,dahose Wwho join an organization do so with the

desire to belong anglay apartin a community (Milbourn, 2019). In addition to seeking a sense

of belonging, indiviluals also expect to feel affiliation and acceptance in an organization

(Fleming, 2018). Actions by leaders in nonprofit associations can result in a strong culture of

community and belonggnesghat fulfills the expectations of those who join.

EffectivelyCommunicate.

Communication plays a critical role in the effective functioning of any organization
(Lagaras, 2016). In the communication process of an associatdeys members, and
stakeholders usgpward, downward, and horizontal commutimato sharevaluable
information (Lagaras, 2016). Leaders can use communication to effectively engage members
(Martin & Waxman, 2017). Communication styles of leaders positively impact the sharing of

knowledge within an organization (Lagaras, 2016).

Member Retention.

Member retention occurs when members renew membership (Hager et al., 2016; Shi et

al., 2017) Associations measureember retention by determining the proportion of members
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who continue their membership over a specific timeframe (Hager, @016). Associations must
place significant emphasis upon member retentistost members equate to less revenues for
the organization, which negatively affects the financial management of the organization (Coe &

Best, 2014).

Applicable Theories.

Numerous theories apply to the membership engagement concepts included in this study.
This section summarizes the applicable theories, which include social exchange theory, social
identity theory, organizational dstheormaidment t h

Her z b e rfactorghedryw o

SocialExchangeTheory.

According to social exchange theory, individuals and organizations are reciprocally
interdependent (Malinen & Harju, 2017). The relationship between individuals and organizations
hasrules of exchange, which involve the organization providing needed benefits and the
individual paying for those benefits (Malinen & Harju, 2017). Individuals will rationally
consider the benefits and costs prior to making an exchange (Benevene eBal.TR1
exchange between individuals and associations will occur when the perceived benefits of
membership outweigh the costs (Unnikrishnan et al., 2016). Members exchange dues, time,
donations, and expertise for services and products provided by theaasadt/nnikrishnan et
al., 2016). Examples of benefits that members receive from the exchange include monetary

value, information, prestige, status, and appreciation (Unnikrishnan et al., 2016).
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Socialldentity Theory.

Social identity theory posithat individuals with similar values, attitudes, preferences,
and experiences are drawn to each other (Ki & Wang, 2016). Membership in associations
provides the opportunity for individuals to share opinions and attitudes witmirkeged
individuals (Ki & Wang, 2016). Through social identification, an individual develops a
perception of being psychologically connected
A form of social identity is organizational identification, the degree to which an indhstiages
and identifies with the attributes that define an organization (Markova et al., 2013). Defining
attributes include the organization’s values,
organization can provide a means for an individual to défiee identity and feel connected to
the values, beliefs, and norms of an organization (Markova et al., 201i8)ohnectiorresults
ina feeling of oneness or belongingness (Marko
become closely connected Wwibrganizations, thegxpress more willingnegs engage in
behaviors that benefit not only themselves but the organization (Bauer & Lim, 2019).
Organi zati onal i denti fication will affect ind

2016).

Organizational CommitmentTheory.

Organi zational commi t ment theory refers to
belonging to an organization (Erdurmazli, 2019b; Stankiewicz et al., 2019). Organizational
commitment includes three types: affective, nomegatand continuance (Yahaya & Ebrahim,
2016).Yahaya and Ebrahim (2016) defingeative commitmenasthe desire to remain part of

an organization because of an emotional attachrResearchers considdfextive commitment
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apsychological state that results in an individual remaining in an organization because they
desire to (Gilbert et al., 2017). Noative commitment is a desire to remain a member of an
organization because of a sense of duty and obligation (Yahaya & Ebrahim, 2016). Individuals
may feel that they have either a moral or indebted obligation to remain connected to an
organization (Yahay& Ebrahim, 2016). Continuous commitment is a desire to remain a
member of an organization because of the costs involved in leaving the organization (Yahaya &
Ebrahim, 2016). For example, individuals may contirgatrticipate inan organization because

they will lose certain benefits if they leave (Yahaya & Ebrahim, 2016).

Ma s | dlierarshy of NeedsTheory.

Ma s | ow’ $ierdrchyobnegdtheoryis a psychological motivational theory
comprised of fivestages: biological and physiological needsetyaeeds, love and
belongingness needs, esteem needs, anddelhlization needs. According to the model,
individuals only fulfill higherlevel needs once theilower-level needs have been met (Maslow,
1954).Individuals may join, renew, arehgage in organizations that fulfill their diverse needs

(Wang & Ki, 2018).

He r z b Bwo-Babtsr Theory.

He r z btea-factoranotivation theorposits that two types of motivations for werk
related needs and desieegst— motivation/intrinsic and hygiene/extrinsic (Unnikrishnan et al.,
2016). This theoryelatesoMa s | ow’ s hi er arbedaysehetheorcenterils t heor vy
that individuals are not fully satisfied when thiewer-level needs are met (Breslin, 2017).
Basd on the theory, motivation factors include achievement, recognition, the work,

responsibility, advancement, and growth possibility (Alshmemri et al., 2017). Hygiene factors
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include organizational policies and leadership, relationships with superierpargonal

relations, working conditions, and salary (Alshmemri et al., 2017). Numerous researchers show
the positive relationship between both motivation and hygiene factors and satisfaction with a job
and an organization (Alshmemri et al., 2017). Thelte®f thesestudies suggest that motivation

factors are more important for achieving satisfaction with a job and an organization (Alshmemri

et al., 2017).
Member Engagement
Dimensions

Build S.trong, Prioritize

Trusing Strategic

Relationships Planning

Organizational
Commitment . > M
. Build Welcoming e
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Figure 1. Leadership model for member engagement in chambers of commerce showing

relationships between concepts.
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Discussion ofRelationshipsBetween theConcepts andrheories

Rel ationships exist between the model’ s | e
engagement dimensions, between the four member engagement dimensions, and ketween th
member dimensions and member retention. In addition, each of the theories that apply to this

study relate to one or more of the four member dimensions. This section discusses the various

relationships in the study’s conceptual mod e |
RelationshipsBetweenL eader Strategies andM ember EngagementDimensions.
Building Strong, Trusting Relationships.

Scholars widely accept that trusting relationships yield the outcome of commitment
(McAuley, 2019). When association members trusttti@iassociation acts in their best interests,
they will express commitment to the association (Huang & Chen, 2016). Strong, trusting
relationships also positively impact the commitment of volunteers in nonprofit organizations
(Nencini et al., 2016; Sens€&zyurt & VillicanaReyna, 2016). In addition, scholars empirically
prove that trust promotes giving to nonprofit organizations (Moon, 2017). In fact, research shows
the linkage between trust and commitment to nonprofit organizaterstudiesihd that
commitment significantly mediates the relationship between trust and nonprofit giving (Alhidari,

et al.,2018; Liu, 2019).
Providing Support.

Perceived organizational support (POS) involves the perceptions that individuals hold
withregardstotheextet t hat an or gani z abeingamd viluesahreie s about
contributions” (Huning et al., 2020, p.3). Sc

source of POS because they make decisions that shape organizational policies andeprocedur
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and the organization’s treatment of ingdividua
that the POS of association members positively influences their attitude towards asspciations

which results in the members both volunteering and donating funds (Wang & Ki, 2019). Leaders
need to promote perceptions of organizational support in the case of volunteers because affective

commitment to an organization is predicted by perceived orgamahsupport (McCormick &

Donohue, 2019).

Offer Valuable BenefitsThat Align With Me mb eNeed$ andMotivations.

Associations must provide value to members (Stoffel, 2015). Association leaders can
only provide that value if they know and understandittemb er s’ needs and mot i
(Hopkins & Wasco, 2017). When members have expectations of the associattbe that
association doeasot meet, this situation leads to less participation and nonrenewal (Newbery et
al., 2016). Therefore, an effective stratetptermines what members value most and aligns
association benefits with those needs and motivations (Coe & Best, 2014). Members who
perceive that their needs have been met by an association have a more positive attitude toward
the association, which rdssiin members giving and volunteering (Wang & Ki, 2018). Members
with addressed needssplayadditional satisfaction antbmmitment to the association (Wang &
Ashcraft, 2014). Specifically in the case of volunteers, leaders must understandthes nt eer s’
motivations for volunteering in order to retain and engage tisemsezyurt & Villicana

Reyna, 2016Mainardes et 8l2017;Beneveneet al.,2018;Saitgalina, 2018).

Prioritize Strategic Planning.

Engaging members requires that an associatisadalear purpose that includes a

mission, vision, and goaket during strategic plannir{§oker, 2016). If the mission, vision, and
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goals are clear, association leadmsfocus on delivering value to members (Soker, 2016).
Leaderscan theralign strategic and operational foough delivering on their core purpose
(Soker, 2016). Some membewill express a high level adbmmiimentto an organization based
on its purpose (Tschirha& Gazley, 2014). In addition, an external motivating factor for donors
includes clarity about the mission of an organization. Finally, an internal motivatiotai flaat

influences volunteers i nvol vement with an or

organi zation’s purpose/cause (Mainardes et al

organi zation if they bel i ely(Erdurnazlit2®l8a) or gani z at

Build a Welcomingand Community-Based Culture

An association’s culture significantly i mp
and engage members (Sladek, 2011). Individuals have an innate desire tothelehoye
leaders need to createvalcomingculture of community and belongingness (Doyle & Oser,
2016). Members that feel belonging in an organization essentially feel a sense of community,
which impacts their engagement including participation in teeaation (Lagaras, 2016)Vith
regards to volunteers, the culture of an organization is paramount as volunteers will engage with
an organization that has an appealing culture
culture plays a vital role in éhaffective and normative commitment of volunteers (Erdurmazli,

2019a).

Effectively Communicate.

One of the most effective ways to engage members includes utilizing clear and effective
communication (Jones, 2016). Using multiple methods of communication to share information

with members results in securing member participation (Jones, 2016). Wittséganember
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commitment, effective communication results in the building of trust, which drives commitment
(Alhidari et al., 2018). Lagaras (201é)dst hat | eader s’ use ofsaeffecti
key role in member commitment. Effective commuaticn also results in engaging volunteers

(Kang, 2016; Nesbiet al, 2018;Bauer & Lim, 2019; Milbourn et al., 2019). Lastly, effective
communications with donorerves as best practice to not only retain donors and engage

donors, but to also increadenor giving Naskrent & Siebelt, 201 Blhidari et al, 2018).

RelationshipsBetween theM ember EngagementDimensions.

Numerous relationships exist between the four member engagement dimensions.
Members who actively participate in associations develop a stronger affiliation and commitment
to the association (Markova et al., 2013). In addition, when memRprescommiimentto an
organi zat i orexpsessimiersssn oma it thiegyi pating in the org:
(Knapp et al., 2019). Active participation in and commitment to an association also makes
members more likely to give to the association (Wang & Ash@@f4). Numerous studies also
report a strong connection between giving and volunteering (Gazley & Dignam, 2010).
Volunteers are more likely to give, and donors are more likely to volunteer (Gazley & Dignam,
2010). In fact, Gazley & Dignam (2010dsthat association volunteers are three times as
likely to give to their associatiamsnonvolunteers. Finallyengaged and satisfiedlunteers in
nonprofits have higher levels of organizational commitment (Benevene et al., 2018). The inverse
alsoholdstrue in that members are more likely to volunteer for their associations when they

exprescommiimentto the organization (Goolsby & DuBois, 2017).
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Relationships Between Member BgagementDimensions and Member Rtention.

According to Rossel|2016), the three main reasons that association members do not
renew membership include lack of return on investment for the cost of dues, lack of value, and
| ack of engagement . Dalton and Dignam’ s (2007
findsthatan engaged member is much more likely to renew membership. Members who
participate and find positive benefits to their participation will renew membership (Ki & Wang,
2016). Therefore, the conceptual framework of this study proposes that all four dimsesfsio

member engagement result in member retention

Relationships Between Theories and Member Engagementrensions.

Table 1 summarizes the relationships between the theories that apply to this study and the
four member engagemedimensions. Social exchange theory pertains to each of the member
engagement dimensions. According to social exchange theory, trust grows between leaders and
followers as a result of highuality relationships (Ozsunger, 2019). Scholars widely accept trust
as an antecedent of organizational commitment (Liu, 2019), therefore social exchange theory
plays an explanatory role in the achievement of organizational commitment. As previously
discussed, social exchange theory involves an exchange between pavhiehieach party
receives something of value (Inoue, 80IThe acts of donating money and time, and
participating in association events and offerings involve an exchange between parties. In the case
of giving, individuals give money to an organization anéxchange they gain some value or
benefit from the organization (Inoue, B)1This also pertains to volunteers who receive some
value or benefit from organizations in exchange for them giving their time and expertise

(Aboramadan et al., 2019). Finallmembers make an exchange with an association when they
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participate in association events and offerings; the member exchanges their time and dues for the
value and benefit that the association provides at the events and offerings (Unnikrishnan et al.,

2016.

Social identity theory also pertains to each of the member dimensions. According to
Bergami and Bagozzi (2000), affective commitment is one of the distinct aspects of social
identity. Therefore, social identity theory links directly to achieving omgditinal commitment
from members. As Markova et al. (201,andKiassert
and Wang (2016) posit that individuals will consider themselves memabansassociatioif
they contribute to the community or invest resas such as time and money. Wang and
Ashcraft (2014) contend that individuals behave in a way that aligns with the major aspects of
their identity, and this explains why members who strongly identify with their associations are
more likely to donate. Withegards to giving of time, the concept of organizational
identification, which stems from social identify theory, helps to explain the behavior and
commitment of volunteers (Bauer & Lim, 2019). Finally, members will participate in association
activities hat allow them to promote their professional identities such as their distinctiveness and

competence levels (Markova et, 2013).

Organizational commitment theory pertains to three of the member engagement
dimensions. In member engagement literature ntember engagement dimension of
commitment refers to affective commitment, one of the three widely studied types of
commitment in organizational commitment thedfpg¢ke, 1988Hager 2014). Wang and
Ashcraft (2014findt hat me mber s’ ¢ dionsmdrivesrileem decisions toagisest®m c i a
associationdVlembersnvho express commitment to an associattso volunteer for tht

associatior{Goolsby & DuBois, 2017).
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Masl| ow’ s hi ethennyperays tothie mensberadrsgagement dimensions of

giving of time and money in associations. WamglKi (2018) indt hat me mber s’ perc
need fulfilment and organizational support ultimately resuln  me mber s’ positive

towards the association, which theadeo members volunteering and donating funds.
Therefore, asssociations meetembersvarious needgshe memberswill invest their time and
money. With regar dssldvals 4aml Estatnst ardesesteem needd,aaisdl o w'’

selfactualization needs, are relevant to motivating members to volunteer (Fleming, 2018).

The final theory that applies solely to th
factor theory. Variougtrinsic and extrinsic factors motivate volunteers in associations (Gazley,
2012). Volunteering in associations offers members social, professional, instrumental, and
charitable benefits (Gazley, 2012). In some cases, members will continue to volupteer o
maintain these benefits (Gazley, 2012). Therefore, leaders must recognize the value of the
various intrinsic and extrinsic factors in order to support continued member volunteerism

(Fleming, 2018).
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Table 1

Member engagemedimensions and applicable theories

Commitment Giving money Giving time Participation (interna
(donations) (volunteerism) and external)
Social exchange Social exchange Social exchange Social exchange
theory theory theory theory

Socialidentity theory Social identity theory Social identity theory Social identity theory

Organizational Organizational Organizational
commitment theory commitment theory commitment theory

Masl ow’ s Masl ow’ s
of needs theory of needs theory

Herzberg’
factor theory

Summary of the Conceptual Framework.

The conceptual framework in Figure 1 illustrates the numerous concepts and the
relationships between the concepts in this study. The core fshthework ncludesthe four
member engagement dimensions: commitment, giving of time (volunteering), giving of money,
and participation. The framework posits that each of the six leadership stratdgobsinclude
build strong, trusting relationships; provide suppoffer valuablebenefitsthat alignwith
me mb aeeeds’and motivationprioritize strategic planninduild awelcoming and
communitybasedculture; and effectively communicagositively impact one or more of the
four member engagement dimensions. Each of these dimensions then results in the desired
outcome of member retention in associations. This study idesth# challenges involved with
engaging members and the most effectiaelérship strategies that result in member engagement

and ultimately, member retention.
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Definition of Terms
Chamber of commercé@ voluntary membership association comprised of businesses

that offers numerous benefits to member businesses (Rohrld&, 20

CommitmentA psychological attachment to an organization (Hager, 2014).

CommunicationThe exchange of information, ideas, and feelings through either verbal

or nonverbal methods (Hunjet et al., 2017).

Culture The personality of an organizatiand the system of shared beliefs and values of

those who are part of the organization (Sauser, 2016).

Giving: Optional financial contributions made to voluntary membership organizations by

members beyond membership dues and fees (Gazley & Dignam, 2010).

Member. A business or individual that pays dues to belong to a voluntary membership

association (Hager, 2014).

MembershipA sense of belonging to a group in addition to the feeling of personal

connection to others in the group (Ki & Wang, 2016).

Member engagement “ The result of a member investin
association in exchange for value” (Trochl il
associations includes volunteering, contributing, attending meetings and other @vactisely

participating in the association (Jacobs, 2014).

Member retentionThe rate at which members remain within an organization (Shi et al.,

2017).



MEMBER ENGAGEMENT IN CHAMBERS 32

Member satisfactiatn A member ' s over all positive att.i

Wang, 2016)

Membership association organization organized under Section 501(c)(6) of the
Internal Revenu®& e r v taxcede,awhich include trade associations, professional associations,

and chambers of commerce (Wang & Ashcraft, 2014).

Participation The act otaking part in association activities and events, and accessing
information through association publications, reports, social media channels, website, and other

communications (Henczel, 2016).

Perceived organizational support An i ndi v i degarding the gxtentto e pt i on
which an organi zati on ebaeriensg aabnodu tv atl huee si ntdhiev iidn

contribution to the organization (Huning et al., 2020).

Strategic planningA planning process used by organizations to determine what the

organization wants to achieve and how to achigwese outcomeiGratton, 2018).

Trust: The belief in the good will and good intent of another individual to act in a way

that protects one’'s interests (Thompson, 2018

Volunteering Activities performed in famal settings in which an individual gives of

their time to benefit others without pay (Walk, 2018).

Assumptions, Limitations, Delimitations
Prior to completing researclesearcher mustunderstand the assumptions, limitations,
and delimitations of the studg.ssumptionsncludebeliefs that the researcher considers true, but

the researcherannotverify (DaCosta et al., 2016)imitations of the studgoncernpotential
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weaknessesthatskand ar e nor mal |l y outTheophanidsE& r esear ch:q
Fountouki, 2018) Finally, delimitations describthes t u thoundaries or limit¢i.e. scopé

(Theophanidis & Footouki, 2018).

Assumptions

The researcher reasfour main assumptions regarding the study. First, the researcher
assumethat all of the participants of the multiple case study answered questions truthfully and
without bias. The researchdearly explainedo all interview participants thahe researcher
would notassociat their namewvith the information that they provideBecause of this
assurance of anonymity and confidentiality, the researcher assumhearticipants felt that they
were in a safe environment and therefore would not fear answering the questions honestly
(Surmiak, 2018)Second, the researcher asssthat information on member engagement
gathered from the participarftrly represera member engagement strategies of the total
population of similarlysized chambers of commericeNortheast OhioThe intent of choosing
the two specific case studies was to understand member engagement steategies
researcher sought to include stgites that best represented similesiged chambers. Each case
was carefully selected so that the individual case studies predicted similar results (Yin, 2018).
Third, the researcher assustieatthe information provided by engaged members fairly
repregntsthe perspectives of the total population of engaged menibeéing two chambers of
commerceThe researcher used purposefmtiquotasampling when choosing the
participants/interviewees at each chamber of commerce so that the study group included a
reasonable crossection of people who represented the greater engaged membership group
(Bolderston, 2012)¥-inally, the researcher assustizat theparticipants understood tl@erview

guestions as intended and that the participants asked clarifying questions if they did not
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understand the questiofhe researcher received feedback from numerous parties on the
interview questions that wetsfamiliar with the project prior to completing the interviews with

the goal of eliminating any confusion or lack of clarity (Rosenthal, 2016).

Limitations

The first limitation of this study is that the two chambers of commerce included in the
studyopeaatein Northeast Ohipandthe results may have been differbat the studypeen
conducted in a different area of the United Stddespite this limitation, the researcher did use
literature pertaining to numerous membergbgigsed associations throughout the United States to
develop the best practice guide for member engagemeatsecond limitation of &hstudyis
that because thstudy includs only Northeast Ohiehambers of commercthe researcheatoes
notachievedata saturatiorlowever the researcheachieveddata saturaton n t he st udy’ s
chamber of commerce cases because the researcher continued to inéadezs/and engaged
members untiparticipants introducedo new information (Creswell & Poth, 2018he third
limitation of the studyis thatthe studyfocuses solelyon smaller suburban chambers of
commerce rather than large urban area chambers of coewde a result, larger chambers of
commerce may not significantly benefit from the findingewever, as previously mentioned
the substantial literature review on memberdyaged associations provgin excellent
foundation for the development of thest practice guidir member engagement, which
includes best practices that a broad range of chambers of convoeldeiseThe researcher
chose to focus osmallersuburbarchambes of commerce because they comprise the vast
majority of chambers iNortheast Ohio according to staff at the Northern Ohio Area Chambers
of CommercgNOACC), an umbrella organization that serves all chambers of commerce in

Northeast OhioOnly two urban bambersexist inthe area- COSE and the GreattAkron
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Chamber of Commerce. Rural chambers are rare in theaameaccording to NOACC staff

they have experienced significant membership struggles du@¥eBz19 and some have
ceasemperationsThe final limitation is that the presence of inherent sdi&ely due to the

focus of interviewing chamber leaders (executive directors and boantbens) andhighly-
engagednembers. While it is impossible to eliminate bias from qualitative research, the
researcher attermgto minimizebiasby utilizing an effective study design, triangulation, and
skepticism (Stake, 201Because of the small sample size of this stoelgers should not
considerthe findingsgeneralizable, howevghe descriptive analysis and identification of best
pracices for member engagement may provide valuable insight to chamber of commerce leaders

in othergeographi@reas anth largersized organizations.

Delimitations

The first delimitation of this studig that the researcher focissmn one type of nonpribf
membership organizationamelychambers of commerc&he second delimitatioils geographic
in that the two selected chambef commerceperatewithin Northeast Ohio. The third
delimitationis that the researcher selechambers of commerce thateaan average member
retention rate of greater th&6%. According tothe Association of Chamber of Commerce
Executives (2019), the average raten&fmber retention in chambers of commerd@ti%. By
choosing testudy chambersf commerce with abovaverageetention rateshe researcher
anticipates that the chambeleaders useffective strategies for member engagamBesearch
shows thaengaged members choose to retain membershipgiGe2016; Henczel, 2016;
Rossell, 2016)Finally, the studys limited to chambers with less than 750 active memioers
suburban area#ccording b staff at NOACC, the majority of suburban chambers of commerce

in Northeast Ohio have less than 750 members.
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Significance of the Study

This section discusses the contribution of this research srhiwdarlybody of literature
and to nonprofit association leaders. Firdtig researchgrrovidedinformationon how his
study reduces gaps in the current literature and adds to the understanding and effective practice
of member engagemerspecifically, in chambers of commerce arggnerally in nonprofit
associations. Secondihe researchenadea connectiorbetween the leadership concepts in the
leadership model framework for member engagement and Biblical principles. Rinally,

researcheexplained how this study applies to leadership.

Reduction ofGaps

In order to ensure organizational success, lsagiemonprofit organizations need to
understand successful leadership models and best practices (McAuley, 2019). The nonprofit
environment is becoming increasingly compland leaders must prepare to effectively guide
their organizations to sustainabiliiylcAuley, 2019). Member attraction and retention provides
value for nonprofit associations, but leaders also need to focus on member engaggement
increased member engagement results in financial sustainability and a stronger ability to
accomplishtheasoci ati on’s mission (Gammel, 2010). De
engagement in nonprofit organizations, scholars rarely study the problem of member engagement
(Stankiewicz et al., 2019). In general, research on membédrakgul organizations and their
interactions with members is scarce (AbouAssi & An, 2017). In addition, Nesbit et al. (2016)
advocates that more research needs to address leadership challenges in associations. Association
leaders express that member engagement is their greatest ch@ladgsh, 2017), therefore
this study eeksto assist association leaders in addressing that challenge. The development of a

leadership model framework and best practices guide for member engagement will provide a
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valuable tool for nonprofit chamber of camerce and association leaders to strengthen both their
leadership approach and their organizations. Given the fact that very little research has been
completedbn chambers of commerce (Brochman & Lacho, 2@&g et al., 201 7/Rohrlack

2019), studying twahambers of commerce and their member engagement approaches will fill a

significant gap in the literature.

Implications for Biblical I ntegration

According to Keller (2012), on earthanserves the role of both a builder and gardener.
As a gardener, man realizes the potential in the world, and as a builder man constructs a strong
house that will last for generatio(tseller, 2012) These analogies mean that man sake
responsibility forwat God has made and uses God’'s creati
also states that man holds the role of a servant because the purpose of work is to serve the world
and all those itheworld Scri pture states, *“ Assterettoorte one ha
another, as good stewards of the manifold grace of @Gaplish Standard Bible, 2001 Peter
4:10) . Nonprofit associations, including cham
gardeners, builders, and servants. The leaders ¥ tirganizations endeavor to serve their
members and provide them with benefits that strengthen their ability to provide value and service

to their professions, businesses, and communities.

This study seksto develop a leadership model framework and pesttices guide that
will assist chamber of commerce leaders, and other association leaders, in better serving their
members via member engagement. The six leadership strategies included in the leadership model
for member engagement all have a foundaitiaite Bible. Firstly, a strong message in the Bible
includes the i mportance drustibthellsrtvithraljyouGleat, as s c

and do not lean on your own understandingll your ways acknowledge him, and he will
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make st r ai gBnglishyStandard Rikdet 200Proverbs 3:5). In addition, scripture

st at es, is'mydtrength amd ndy shield; in him my heart trusts, and | am helped; my heart
exults,andwhh my song | ¢ iBEngish SthndandBle, 2GPPsalmsm8:7). (

This concept of trust must also extend to relationships that people have in their personal and
professional lives. Man can use God as a model to learn how to effectively bstilaigtru
relationships with others. Those trusting relationships then benefit not only individuals, but also

organizations.

The importance of providing support, meeting needs, and serving others also appears in
t he Bi bl e. Acc &arweardgs worlonarshapr areptédunrCarist Je'sus for good
wor ks, which God prepar ed befHEnglishtbamdardBibteh at we
2001, Ephesians 2:10). Jespsovidesus the ultimate example of one wheeksto support and
serve others. Asscrpt ure states, “And whoever would be |
For even the Son of Man came not to be served but to serve, and to give his life as a ransom for
ma n (EAglish Standard Bible, 200Mark 10: 4445). With regards to meetingeeds, scripture
reminds us that God will meet all of ourneedsAnd my God wi l |l supply ev
according to hisrichesinglory@h r i s t(EnglishsStasdard Bibl€001,Philippians 4:19).
God provide man withskill ses that enable m to serve others and accomplish his vision for
the world (Keller, 2012). Leaders in nonprofit associations can effectively serve the members of

their organizations by supporting and meeting their needs.

Leaders also find inspiration for mission, wisj and goal setting in the BibEEnglish
Standard Biblg2001)Habakkuk 2: 23 st And thesLorddnswer ed me: * Wri t e
make it plain on tablets, so he may run who reads it. For still the vision awaits its appointed time;

it hastens to thenel—it will not lie. If it seems slow, wait for it; it will surely come; it will not



MEMBER ENGAGEMENT IN CHAMBERS 39

delay’ The Book of Proverbs alserves aa rich source that stresses the importance of

planning. ConsideEnglish Standard Bibl€2001)Proverbs 21:5 whicktates; The pl ans of
diligent | ead surely to abundance, bknglisheveryo
Standard Bibl§2001)Pr over bs 24: 7, “Prepare your work ou
yourself in the field, and after that build ydwwuse’ In order to best seeto their organizations,

leaders must have a clear vision as to what they want to accomplish and then set goals that will

enable them to accomplish that vision.

The Bible also addresses the importance of a community clingéish Standard Bilel
(2000) Hebrews 10: 14 5 s tAad let s consider how to stir up one another to love and
good works, not neglecting to meet together, as is the habit of some, but encouraging one
another, and all the more as you see the day draveag Associations, andpgcifically
chambers of commerce, provide their members a community that can collaborate and support
each otherA moreeffective and strongerommunity will existif the community has a culture
that values belongingness and collaboration. In addition, strength exists when individuals come

together with others. Consider the scripture,

“Two are better than one, becauseéeeyfahey hayv
one will lift up his fellow. But woe to him who is alone when he falls and has not another

to lift him up! Again, if two lie together, they keep warm, but how can one keep warm

alone? And though a man might prevail against one who is alone,ilwathstand

him—a threefold cord is not quickly r o k English Standard Bible2001,Ecclesiastes

4:9-12).
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Leaders should basecalture of communityn | ove and scripture suppor
new commandment | give to you, that you love omatlzer: just as | have loved you, you also
are to love one another. By this all people will know that you are my disciples, if you have love

foronea n o t (Erglisi Standard Bibl€2001,John 13: 3435).

Finally, the Bible also addresses grdvides sage advice for effective communication.
ConsidelEnglish Standard Bible (2000)ames 1: 19 whi ch states, “Kno
brothers: let every person be quick to hear, slow to speak, slawgey” This scripture
emphasizes the importancefioét listening and then communicating, which according to Wang
and Ki (2018) is critical in the | eadership o
corrupting talk come out of your mouths, but only such as is good for building up, as fits the
occasion, that it may give grace to those whe a(English Standard Bibl&001,Ephesians
4:29). This scripture speaks directly to the importance of providing value in communications,

which serves as a best practice in association communications (Jor@s, 201

Relationship toField of Study

This study relates to the field of leadership bec#lusetudyprovides a framework that
leaders in chambers of commerce and other nonprofit associations can utilize to effectively
engage members in their organizations. Successful leadership in associations differs from
leadership in business, governmemtd generahonprofit organizations (Nesbit et al., 2016). For
example, association leaders have to address the numerous motivations and incentives of
volunteers, donors, and members (Nesbit et al., 2016). Therefore, a leadership model framework

and best practices gie for membership engagement will assist them in their efforts.
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Summary of theSignificance of theStudy

This research study provides a model for chamber of commerce leaders to effectively
engage members, however the results can apply to other meipkdmrsed organizations that
seek to serve the needs of various members. The study assists leaders in practicing the most
effective strategies that will support and increase member engagement in nonprofit
organizations. Also, the study results contributthéobody of current literature on effective
leadership practices in nonprofit associations.
A Review of the Professional and Academic Literature

This study discovers effective strategies to engage chamber of commerce members,
develops a leadership model inember engagement, and identifies best practices that chamber
of commerce leaders should use to engage members. The development of the leadership model
and best practices guide is the result of studyinghigb-performingchambers of commerce
and a corprehensive review of literature pertaining to member engagement in nonprofit
membershigbased organizations. The researcher includes literature that addresses volunteer and
donor commitment, engagement, and retention in nonprofits. The following seatiamso
summaries of the literature on chambers of commerce, member engagement motivations in
associations, and the four member engagement dimensions (organizational commitment, giving
of money, giving of time/volunteerism, and internal and external paation). The literature
review also includes a summary of engagement challenges in associations, the relationship
between member engagement and retention, and leadership in nonprofit organizations and
associations. Finally, the researcher discusssntliterature regarding each component of the
leadership model and the associated best practices that support and increase member

engagement.
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Chambers ofCommerce

A chamber of commerce is a nonprofit 501(c)(6) membership association comprised of
business members (Noel & Luckett, 2014). Broadly speaking, membership assouiatiaies
formally organized groups of various members who do not receive payment for their
participation in the group (Tschirhart & Gazley, 2014). Membership associatioriscisie
private/nongovernmental and sglbverningorganizationgBowman, 2017). The IRS tax code
recognizes a broad sector of membership, trade, and mutual benefiatt@sscinder both
charitable and noncharitable categofswman, 2017)The 501(c)(6) organizational
classification covers business leagues/associations, chambers of commerce, real estate boards,

and trade boards (Bowman, 2017).

Chambers of commerce sxio further the interests of businesses by building a strong
network of businesses and supporting their growth and success (Verbovskii et al., 2016).
Chamber of commerce missions can vary, but in general they all focus on building and
promoting communi@s, ensuring a prbusiness climate, representing the voice of the business
community, and reducing business challenges through networks (Association of Chamber of
Commerce Executives, 2020). The literature recognizes chambers of commerce as catalysts for
economic and business development, and leading partners in private sector economic initiatives
(Braendle et al., 2016). Chambers of commerce members pay for membership in order to receive
benefits solely provided to members (Noel & Luckett, 2014). Chandbe@smmerce benefits
may vary by organization, but in general membership benefits include organizational credibility,
information, discounfsavings promotion and advertising opportunities, and networking

(Verbovskii et al., 2016).
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Chambers of commerd®&ve a long history as the first chamber was founded in
Marseille, France in 1599 (Verbovskii et al., 2016). In the United States, the first English
speaking chamber of commerce was founded in 1768 in New York City (Verbovskii et al.,
2016). Chambers ofbenmerce developed as a result of constraints of the-socoilmomic
environment (Braendle et al., 2016) and are very common in industrialized countries that have
either a free enterprise or mixed capitalist system (Noel & Luckett, 2014). In some countries,
such as the United States, membership in a chamber of commerce is voluntary, but in other
counties such as some in the European Union, chambers of commerce are organizations whose
membership and organization are required by law (Noel & Luckett, 2014). &ship numbers
in chambers of commerce in United States communities significantly vary from a few dozen

businesses to more than 20,000 (Association of Chamber of Commerce Executives, 2020).

In the United States, the. &l Chamber of Commerce serves aslérgest business
federation, which represents over three million businesses of all sizes, industries, and locations
(U.S. Chamber, 2020). According to the Association of Chamber of Commerce Executives
(2020), approximately 13,000 chambers of commerce tparahe world and 4,000 chambers
of commerce operate in the United States with at leastutinteme staff memberVolunteers
solely operatehiousands more chambers of commerce in the United $fesesciation of
Chamber of Commerce Executives, 20209rmally, a company purchases membership in a
chamber of commerce rather than an individual (Association of Chamber of Commerce
Executives, 2020). The company pays duesmally determined by the size (revenue or
employee count) of the member company, dneththe chamber of commerce considalls

employees of the company members (Association of Chamber of Commerce Executives, 2020).
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Chambers of commerce service territories vary and are normally defined by the locations of the

me mber s’ b u s iionefhamber of Gommerce Exacutives, 2020).

As previously stated, the missions of chambers of commerce vary as do the utilized
business models (Association of Chamber of Commerce Executives, 2020). Because of their
501(c)(6) tax status, many chamberg@inmerce support business activities such as publishing,
trade shows, and insurance programs (Association of Chamber of Commerce Executives, 2020).
Some products and services of chambers of commerce may also compete directlyprahtfor
businesses itheir area (Association of Chamber of Commerce Executives, 2020). It is widely
accepted that all chambers have revenue sources other than dues, including revenue generated
from events (Association of Chamber of Commerce Executives, 2020). In generaljragtor
ACCE (2020) reports, large chambers of commerce rely less on membership dues than smaller

chambers of commerce.

Despite the importance of chambers of commerce in large and small communities, very
little research has been completed on them (Bnacin & Lacho, 2015; Zee et al., 2017,
Rohrlack, 2019). Lacho (2008) studied the standing government affairs or public committees and
their activities in chambers of commerce in New Orleans. Lacho and Brockmann (2011) studied
the promotion opportunities f@mall businesses using chambers of commerce and Lacho and
Brockmann (2012) also studied the educational services provided by chambers, which included
workshops, luncheon speakers, and formal networking events. Studiek étyal.(2013) and
Lachoet al.(2015) found that chambers of commerce were not known by college students, and
Lachoet al.(2015)then studied the extent of colleget u d lenowiedge of chambers

commerce in urban and rural settings.
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MemberEngagemenMotivations inAssociatons
Motivation refers to a psychological proce
behaviors (Deci, 1976). The motivations of individuals vary,Deti (1976)oroadly
characterizethemas either intrinsic or extrinsic. Intrinsic motivationsisg innate
psychological needs, while extrinsic motivatiomsludematerial rewards or interests that
individuals seek (Li & Barbieri, 2019). In the field of business)olars describmotivations as
incentives, because those who work in business uhagisions based on the benefits or rewards
that they will receive (Li & Barbieri, 2019). The Logic of Membership concept was developed to
explain the motivations behind participating in memberslaiped associations (Li & Barbieri,

2019).

The Logic of Membership.

The Logic of Membershipcludes the set of incentives that members seek when they
join and participate in an association (Li & Barbieri, 2019). Bennett (2000) states that the Logic
of Membership comprises two categories: the logic of senibih includes association
benefits that meet me ppbvate iscentivesd, gnad theslogeofand need
influence which includes the actions that associations take to serve the interests of the majority
of their members (i.epublic incentves). According to Hager (2014), public incentives motivate
member engagement and private incentives drive member engagement. Public incentives include
normative expectationsuch as setting professional standards for a field and lobbying on behalf
of a field or cause (Knoke, 1988). Private incentives include economic, occupational, social, and
informational benefits (Li & Barbieri, 2019). An economic benefit exarmpuikidesincreased
revenues for members and an occupational benefit exanepleesacces to professional

contacts (Li & Barbieri, 2019). Social benefits include social and recreational activities that
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associationenly makeavailable to members (Knoke, 1988), while informational benefits
include items such as data services, newsletterssi@ntdes, and workshops that the association

provides to members (Hager, 2014).

Markova et al. (2013ntroduces an additional benefit of membership participation in the
context of professional associations called symbolic benkfaskova et al(2013) sate that
membership establishes and reinforces the social and professional identify of members.
Membership enables members to consider themselves part efesum allows them to
promote their distinctiveness, connects them to aaeflhed communityand strengthens the
feelings of belonging to a specific profession (Markova et al., 2013). Howdaetpva et al.
(2013) point out that symbolic benefits may sotcessfullyustify member engagemerind
thereforethey suggest that private incentives, which they refer to as tangible benefits, justify

member s’ participation.

Rather tharascribinggt 0 t he Logi c of Memberdsnmandpide Ne wb e
membership survey of local business associatiomgifes what they refer to as two bundles of
benefits— instrumental and info social. Instrumental benefits include greater visibility to
customers, new customer contacts, and improved reputation, while info social benefits include
socialization opportunis, information exchange, peer support, access to local knowkedge,
collective voice, anfdr asounding board for ideas (Newbery et al., 2016). In the specific context
of chambers of commerce, Noel and Luckett (2014) also do not utilize the exact L.ogic o
Membership model, but rather introduce the concepts of confidence benefits, social benefits, and
special treatments. Confidence benefitdudethosebenefitst hat hel p bui l d a bu
credibility in the community (Noel & Luckett, 2014). Rather thammg the private and public

incentives terminology, Noel & Luckett (2014) use the terms external social benefits and internal
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social benefits. External social benefits include chambers of commerce lobbying activities and
general focus on civic and corpaatsponsibility, while internal social benefits include benefits
that directly impact member businesses such as promotional opportunities, workshops, access to
marketing data, website referrals, networking opportunities, and various business assistance
programs (Noel & Luckett, 2014). Finally, special treatment benefits include chamber of
commerce benefits that save membbrsinesses money, such as health care discounts and

credit card services discounts (Noel & Luckett, 2014).

Using the data from mational survey of 20 membership associations and their members,
Knoke (1988) finds that members with public goods motivati@e higheengagenentin
their associations. Knoke (1988) also finds that private incentives are either unrelated to
association engagement or attract members who are unwilling to participate.dpalton
Dignam’'s (2007) I andmar k empi ri casdociatonggydy on w
completed in partnership with the American Society of Association Executives, finds that public
incentives have a higher i mportance rating th
participants. Hager (2014) follau p o n K n o) ktedy and his ktad§ §oecifically looks
at why members engage in their associations. Using a data set provided by the American Society
of Association Executives, Hager (2014) finds fmaiblic and private incentives motivate
members in two health caresasiations and three engineering associations to participtite in

associations. Hager’' s (2014)donotserielagnigersal | | ustr a
motivators, while public incentives do motivate engagement in associations. Hager (2014)
discovers numerous differences between the results for both types of associations, which means

thatassociation leaders should avoxkrgeneralimg engagement motivations in different

associations.
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Markova et al(2013) focuses on a large internationafpssional association and finds
that private incentives, which the study refers to as tangible benefits, strongly relate to member
satisfaction and eventual member renewal. Markova et al. (2013) also findgytilpengaged
membersn an associatioexpress moresatisctionwi t h t hei r member shi p. K
(2016) study of members from 18 associations
and private incentives, which the researchers refer to as professional and personal benefits,

positvey corr el ate with members satisfaction, me

association to others.

Noel and Luckett (2014) study member satisfaction and perceived value of chamber of
commerce memberships and ficehfidence benefits dee most valuethenefit for chamber of
commerce engageme@pecial treatment benefits serve assdeond most important, followed
by social benefits (internal and external). All four benefits of chambers of commerce

significantly correlate with member satisfaction (N&d_uckett, 2014).

As previously mentioned in the case of local business associdtiewbery et al(2016)
develop a model of two benefit bundles, instrumental and info social. Newbery et al. (2016) find
that some business members seek both instriiatreeamd info social benefitiewbery et al.

(2016) refer tahese memberss dual bundle members astdte that they arthe most satisfied

with the business association. Other business members predominately interested in instrumental
benefits (i.e.instrumental members), find less value in the association over timexaness less
satisfactionfNewbery et al., 2016). The third category of business members consist of habitual
members who report the least amount of satisfaction with both types of aesdogatefits

(Newbery et al., 2016). The study suggests that these business members retain membership

perhaps out of a sense of duty (Newbery et al., 2016).
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Both Gammel (2011) and Jacobs (2014) advocate that association members engage with
associationstha provi de them with value. Jacobs (2014
location,loet i on” mantra and states that the mantra
value” Members will perceive value if a match exists between the incentives offered by the
association and the member nhprovide eatlsiftiessut er , 20
therefore understand the needs that motivate individuals to join and partinipatassociation
(Jacobs, 2014). Only then can associations work to provide value across all levels of possible
engagement with the association (Jacobs, 2014). Interestingly, Dalton and Dignam (2007) find in

their empirical study of 17,000 association membs t hat member s percept.|
from an association increases with member involvement/engagement, therefore associations
must prioritize increasi ng S8pempiica studeoh gage ment .

me mber s i nt e n tofessional associatienrfiedw/that the value pssociations

provide through incentives directly influences intentions to renew.

MemberEngagemenDimensions
Knoke’s (1988) early empirical study of en
engagement o five main dimensios commitment, internal participation, external
participation, giving of money, and volunteering (giving of time). As previously stated, this
study combines the internal and external participation into one dimensiember

participdion. The below sections discuss the literature on each of the engagement dimensions.

Commitment.

Il n the context of associati ons, commit ment

involvement with an association (Lagaras, 2016). When associmaéorbers express
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satisfaction with an organization and have psychological feelings of attachment, they are
committed to the organization (Wang & Ashcraft, 2014). Thoseexippesommiimentto an
association al so have bedsionafdgaals (Lagarasc2@1p)t t h e
Commitment to the organization can take the forms of affective, normative, and continuance
commitment (Hager et al., 2016). Affective commitment involves the degree of favorability the
member holds towards the associatiwhile normative commitment involves a sense of moral
obligation to the association (Hager et al., 2016). Finally, continuous commitment pertains to the

perception of loss that would accompany leaving the association (Hager et al., 2016).

Knoke’ s dydfon8nibgrs fiom mumerous associations studies the relationship
between organizational commitment and association incentives and finds that members with a
higher interest in public incentives display a higher level of commitment to the association. In
addition to the connection with association incentives, scholars widely accept in the literature
that leadership behaviors serve as an antecedent for organizational commitment (Yahaya &
Ebrahim, 2016). Member commitment in an association has been speacliidad to
leadership behaviors. Lagaras (2016) studies the factors that support active engagement in a
professional association for public accountants and finds that effective leadership of the
association, a sense of community, and effective commumicsirve as aommon influence
for member commitment. According to Lagaras (2016), effective leaders foster an inclusive
organizational culture where members feel like they belong, and this strengthens member
commitment. In addition, effective leaders make communieatipriority with members which

also yields member commitment (Lagaras, 2016).

Organizational commitment in the context of volunteers also applies to asso¢@dions

volunteers play a critical role in associations. In general, scholarly literature oriesiu
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commitment in nonprofit organizations is growing (McCormick & Donohue, 2019). This is not
surprising because volunteers can easily quit an organization and scholars widely agree that
committed volunteers remain with an organizatibierefore organizational leaders want to
understand how to facilitate commitment (Gilbert et al., 2017). In their empirical study of
volunteers in a large nonprofit organization, McCormick and Donohue (2019) seek to understand
the antecedents of both affective and normeatiommitment in volunteers. They find that

personal importance, estedrased need satisfaction, valo@sed need satisfaction, and

perceived organizational support predicate affective commitment (McCormick & Donohue,

2019). A portion of these regsllaligowi t h Mal i nen and Harju’'s (2017

nonprofit volunteers, which finds that perceived organizational support positively relates to

organi zational commitment. McBey et al s (20
nonprofit organizabn also finds a positive relationship between perceived organizational
support and organizational commitment, which in their stisdyediated by the se#fxpression
of volunteers. With regards to the normative commitment of volunteers, McCormick and
Dorohue (2019) find that socialization experier
and values with volunteers’ personal values p

The literature on volunteer commitment also discusses the important role of leaders in
fostering commitment. According to Erdurmazli (2019b), leatletd responsibity for
nurturing the commitment of volunteers. Erdur
nonprofit organizations confirms that a community culture developed by leageaittsiin both
affective and normative commitment. Erdur mazl
leadership partially mediates the relationship between community culture and both affective and

normative commitment. Servant leaders first seedetge followers and their personal growth
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and development (Eva et al., 2019). The six main categories of servant leader béhauabes
empowering and developing, humility, authenticity, interpersonal acceptance, providing
direction, and stewardship (Eeaal., 2019). A second study of nonprofit volunteers by
Erdurmazli (2019a) looks at the relationship between servant leadership, the six types of
volunteer motives (protection, value, career, social, understanding, and enhancement), and
affective and nanative commitment. Erdurmazli (2019b) finds that servant leadership behaviors
have positive associations with all six volunteer motives and both affective and normative
commitment attitudes. In general, numerous empirical studies show that servant ipadersh

behaviors consistently result in organizational commitment (Eva et al., 2019).

Transformational leadership serves ageond leadership style that results in
organizational commitment (Fleming, 2018). Fleming (2018) advocates the use of
transformatioal leadership with volunteers as he posits that transformational leadership provides
the necessary foundation for organizational commitment. Transformational leadership involves a
person engaging with others and creating a connection that increase®lkloé meotivation and
morality of both the follower and leader (Northouse, 2016). Transformational |dadesson
beingattentive to the needs and motivations of followers and actively work to help them
accomplish their full potential (Northouse, 201l69ss research exists on transformational
leadership in nonprofit organizations, however numerous studies of theofdrsector highlight
the relationship between transformational leadership and organizational commitment

(Freeborough & Patterson, 2016gEborough, 2020).

Ethical leadershiplsopositively impacts organizational commitment in volunteers
(Benevene et gl2018).Scholars definetehi cal | eadership as “the der

appropriate conduct through personal actions and insapal relationships, and the promotion
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of such conduct to followers through tway communication, reinforcement, and decision
making” (Engel brecht et al., 2017, p. 369). T

respecting others, building communityanifesting honesty, serving others, and showing justice

( Northouse, 2016) . Benevene et al s (2018) e
nonprofits finds that ethical |l eadership is p
commitment, which igxplained by both direct and indirect factors.

While very little researchn generalexists on chambers of commerce, one study by
Dawley et al. (2005) was the first to propose and test an organizational commitment instrument
for volunteer chamber ofcame r ce b oar d members. Prior to the

(2005) study, all organizational commitment research had focused on paid employees. Dawley et
al. (2005) confirm thathe constructs ddffective, normative, and continuance commitméint a

apgy in the volunteer area. While they find a strong applicability for affective and normative
commitment with chamber of commerce board members, they determine that continuance

commitment has less utility when considering chamber volunteers (Dawley2§t04),

Giving of Time 1 Volunteerism.

Each yearU.S. nonprofit organizations attract, engage, and manage millions of
volunteers (York, 2017). Volunteessrve as critical component of nonprofit organizations
(Harp et al., 2017). Without the support of volunteers, many nonpcofiisl notcontinue tleir
existing level of services amvdould most likely discontinue some servi¢etarp et al., 2017;
Fleming, 2018). According to Bauer and Lim (2D186%of nonprofit organizations have few
to no paid employees, therefpoeganizational successd survial dependon volunteers

(Fleming, 2018). Economic reasons largely drive the increased use of volunteers in nonprofits,
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but the use of volunteers has also increased in part because of demographic changes such as the
retirement of baby boomers andlue shifts among younger generations (Kolar et al., 2016).
Volunteers provide nonprofits a wide range of services that contribute to almost every aspect of
nonprofit operations (Kang, 2016). In addition to providing a valuable role in nonprofit

operatios, volunteers also deliver the benefit of reducing costs in an organization (Malinen &

Harju, 2017).

Within nonprofit associations, members may perform numerous formal and informal
volunteer roles (Gazley, 2012). In a formal volunteer capacity, assoamignbers can serve on
an association’s board or various committees,
advocacy efforts (Wolk, 2016; Gazley & Brudney, 2017). In an informal capacity, association
members can serve as ad hoc volunteers thairperbles including fundraising, meeting
moderation, member recruitment, writing of articles, and assisting at events (Wolk, 2016; Gazley
& Brudney, 2017)Current association volunteers and leaders rect@itrtajority of association
volunteers, but sommembers do answer a general call for volunteers (Gazley & Dignam, 2008).
Note howevert hat Gazl ey and Dignam’s (2008) study o

finds that few members proactively contact the association to offer assistance.

According toGazley and Dignam (2008), the demographic profile of volunteers in the
United States is fairly stable. Generally speaking, women volunteer more than men, as do
married people more than single people (Gazley & Dignam, 2008). The strongest predictors of
volunteeringincludesociceconomic status and level of education (Gazley & Dignam, 2008).
With regards to age, middkged voluntearvolunteemore than younger or oldeolunteers

with the exception of teenagers (Gazley & Dignam, 2008). Family statusrgdaots
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volunteerism as those with very young children tend to volunteer less and those witkagetbol

children volunteer more (Gazley & Dignam, 2008).

Quaranta (2016) studies gender differences in volunteering in nonprofit organizations
across the lifeourse and finds that both men and women volunteer more for nonprofit
organi zations after t hefgllowingnawiage &and ehildbirthp ar ent s’
women volunteer less than men. Gazley and Dignam (2008) specifically study volunteerism in
associations and also finth generaltha men volunteer more hours than women. They also find
that millennials and the youngest age groups in associations are the least likely to volunteer
(Gazley & Dignam, 2008). Plus, marrigdlividualsandthose withchildren living at home are
more likely to volunteer (Gazley & Dignam, 2008). However, those with children at home are
less likely to volunteer for an association and more likely to volunteer for famépted
organizations such as schools, sports, dndahes (Gazley & Dignam, 2008). Gazley and
Dignam (2008) als@ind that men and women have different preferences with regards to

volunteering choices.

No consensus in the literature exists on what motivates individuatduoteer,and scholars
comnonly accept the existence of diverse drivers behind volunteerism (Aboramadan et al.,
2019). For clarity of understanding and ease of analysis, many studies classify motivations into
two categories, intrinsic and extrinsic (Mainardes et al., 2017). Witdrdedo intrinsic

motivations, volunteers contribute their time for both altruistic (charitable or-séimeing) and
instrumental (sefserving) reasons (Gazley & Dignam, 2008). Individuals may also volunteer
because social factors such as a sense afigpalp and interest in new connections and
friendshipsmotivate then(Saitgalina, 2018). The altruistic motivation of helping others is a

common motivation for most individuals (Saitgalina, 2018). Se@sssirt and Villicana
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Reyna’ s (2016) yafvolurtekbrs imeuméraus norgptofitsdinds thahajor

motivating factor for volunteers includése ability to serve otherHowever, volunteers

commonly express both altruistic and instrumental motivations simultaneously (Gazley &

Dignam, 2008). Instrmental motivations with association volunteers could include increased
skills, professional connections, and increas
(2008) study of over 26,000 association members finds that the ability to meet, work, and

socialize with others along with using and enhancing skills is a key motivation of voluireers.

the contexbf associations, Gazley and Dignam (2008) stresshibaause of mixed volunteer
motivations, “vol unt esecialiragher tharsa sidberdidial activiig we d a s
that benefits others, but does not restrict t
specific context of chambers cdmmerce, the intrinsic factors of altruism, delfillment,

personal and professional growth, community interactions, networking, and increased visibility

motivate volunteerfDawley et al., 2005).

Using volunteer member survey data from the Amer®aciety of Association
Executives, Saitgalina (2019) seeks to better understand motivations of volunteers in
professional associations. Saitgalina (2019) conducts an explanatory factor analysis of volunteer
motivations which yields four factors that cortiute to volunteerism: social/altruistic (social
acceptance, altruism, and compassion), personal/egoistic (recognition, need for belonging, and
solving personal problems with volunteering), tangible/instrumental (cBreesed, gaining
advancements, andsumebuilding), and exploring/growing (personal growth and-self
improvement). According to the study results, social/altruistic and exploring/growing factors

most motivate and satisfy volunteers of professional associations (Saitgalina, 2019). In other
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words, association volunteers want to help others either because of social acceptance needs or for

personal selfmprovement (Saitgalina, 2019).

Extrinsic motivators also have an i mpact o
therefordeaders musnot overlook hese moti vati ons (Mainardes et
(2017) comprehensive review of previous studies finds that extrinsic motivations for
volunteering include professional image, recognition from society, identification with other
volunteers in the organization, organizational reputation, the act of being invited, resume
differentiation, and organizational image/brand. Despite statindethaders must naiverlook
these motivations Mai nar des et al . ' sthréeh@nprdgfi)organizatichy of v
finds that the motivations behind volunteering are more strongly related to intrinsic rather than

extrinsic factors.

A common problem in nonprofit organizations is the retention of volunteers (Senses
Ozyurt & VillicanaReyna,2016). Research shows that a third of volunteers stop working for an
organization after a year (Seng@syurt & VillicanaReyna, 2016; Gilbert et al., 2017).
Mi |l bourn et al.’s (2019) study of volunteers
despte valuing their participation the volunteers no longer wanted to engage with the
organization because of work overload and burnout, lack of autonomy and voice, alienation and
cliques, a disconnect with the organization, and a lack of faith in leadesshirziner et al.
(2017) also mentions burnout as a reason for losing volunteers in addition to the issues of role
ambiguity, low program satisfaction, and low organizational commitnifaminprofit
organizations cannot minimize volunteer attrifidren hey face the challenge of consistently

needing to refill volunteer positions (Gazley, 2012).
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Effective volunteer engagement offers a so
retaining volunteers (Harp et al., 2013g¢holars defineslunteer engagemeasa positive state
of mind in which volunteersxpress fulinvestnentin and commimnent to their roles in an
organization (Alfes et al., 2016). Unfortunately, nonprofit organizations struggle to engage
volunteersin large part because of resource capacity issues (York, 2017). Work engagement in
for-profit organizations has been frequerstydied, howeveliterature on the work engagement
of volunteers is scarce (Malinen & Harju, 2017). Nonprofit organizations ought to focus on
volunteer engagement activitjes volunteer engagement results in volunteer commitment,

satisfaction, and retention (Malinen & Harju, 2017).

Mal i nen and Harju's (2017) stwudy of over 2
organizations applies a distinction between job and organizaBogalgement of volunteers and
seeks to understand the impact of both types of engagement on volunteer attitudes. Malinen and
Harju (2017) find that both job and organizational engagement significantly correlates with
volunteer satisfaction, commitment, amdnover intentions. Malinen and Harju (2017) also find
that perceived organizational support significantly relate t he | evel of vol unt
organizational and job engagement, satisfaction, commitment, and turnover intentions. Contrary
to Malinenandldr j u’s (2017) study results, Aboramada
volunteers in various nonprofit organizations finds no relationship between perceived

organizational support and volunteer engagement.

Alfes et al. (2016) also studies the impacbajanizational support on over 1000
volunteers in a single nonprofit organization. Alfes et al. (2016) separates organizational support
into two conceptstaskoriented support and emotiamiented support. Tasériented support

consists of concrete suppadhat assists volunteers to overcome any issues in their roles, while
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emotiorroriented support is that which elicits positive feelings from the volunteer (Alfes et al.,
2016). Alfes et al. (2016) finds that voluntary engagement positively relates toriasted and
emotiorroriented support. They also find that volunteer engagement positively relates to
volunteer happiness and intent to remain (Alfes et al., 2016). Wang and Ki (2018) specifically
study the relationship between perceived organizationglostipnd member engagement in 18

associations and finds that members perceive
members to engage in volunteering with the associations. Finally, Harp et al. (20%Thstud
work engagement of 235 volunteers fromethnonprofit organizations and finds that volunteers

express less engagement if they encounter role ambiguity and organizational constraints.

Giving of Money.

Membership dues and fees from programs and services serve as the primary source of
associabn revenues, howevgassociations havetherimportantfunding sources (Oh & Ki,
2019). According to Bowman (2017), gifts and donations from individuals comprise the third
largest revenue sources for associatianspuntingor 15% of total revenue. Assiations
welcome donations because they enable the association to broaden reach, program offerings, and
services (Wang & Ashcraft, 2014; Hung & Hager
engagement motivations in professional associations firadslightly fewer than a quarter of
members donate to their association. Gazley a
giving in associations is even more concerning, as they find that only 15% of members give to
their associatiorMarginal enggement, dissatisfaction, or satisfaction with current incentives
provided by the organizatianay result in this lack of givingind thereforemembers do not

needfurther reinforcement of member identity (Hung & Hager, 2020).
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Diverse motivations exist fagiving to nonprofit associations (Moon, 2017; Liu, 2019).
In the context of nonprofit associations, GazaegylDi gnam (2010) find that
motivations for giving do not materially differ from giving in the context of charitable
nonprofits.Intrinsic or extrinsic factorsiay motivate individual§Oh & Ki, 2019). With regards
to intrinsic motivation, individuals will engage in giving in order to support organizations that
reflect the values that they hold and because they care about the atigar(igi & Oh, 2018;
Oh & Ki, 2019).Scholars refer tahis selfexplanatory motivation as altruism (Gazley &
Dignam, 2010; Ki & Oh, 2018). When practicing altruism, donors expect that their donations
will benefit others and the greater good of the assioti (Gazley & Dignam, 2010; Liu, 2019).
With regards to intrinsic motivation, Ki and
data from the American Society of Association
motivation positivelyaffedsa me mber ' s deci si on to give to the
t he member donation. Oh and Ki’'s (2019) study

intrinsic motivation positively influences the donation amounts of members.

Extrinsic mdivation for giving refers to doing something becatiseactionresults in
other outcomes (Ki & Oh, 2018). This recognizes that some individuals will donate because the
donation satisfies their psychological needs, but also their social needs (Ki &X38h, 20
Literature discusses seven extrinsic motivations for donations which include trust, rewards and
personal benefits, leadership and tipatty influences, characteristics of the organization,
environmental influences, characteristics of beneficiaaied,future interests (Degasperi &

Mainardes, 2017).

Giving strongly depends on trust in an organization (Gazley & Dignam, 2010; Degasperi

& Mainardes, 2017; Moon, 2017; Alhidari et al., 2018; Kassim et al., 2019; Liu, 2019). In an
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empirical study of ove? million nonprofit donors, Liu (2019) finds that trust in nonprofits
results in commitment to an organization and increased giving. This finding is consistent with

Moon’s (2017) empirical study of over a2, 080 n
(2018) study of over 1,000 nonprofit donors. The second extrinsic factor is rewards and personal
benefits, which could include intangible gjfssich as public recognition or tangible benefits

such as a small gift or tax benefit (Mainardes et All62 Degasperi & Mainardes, 2017). The

third extrinsic factor is leadership and thpdrty influences, which refers to individuals donating
because they see other peopleom they respecteither leaders or weknown individuals)

donating to the organitian (Mainardes et al., 2016; Degasperi & Mainardes, 2017). The fourth
extrinsic factor pertains to characteristics of the organizagianc h as t he or gani z at
image, credibility, mission, reputation, and transparency in accountability (Masnetrdé,

2016; Degasperi & Mainardes, 2017). The fifth extrinsic factoludesenvironmental factors

such as commemorative dates, rules and regulations, the current economic situation, and the
influence of employers (Mainardes et al., 2016; Degaspétagardes, 2017). The sixth

extrinsic factor is characteristics of beneficiaries, which refers to the characteristics of those who

will benefit from the donation (Degasperi & Mainardes, 2017). The final extrinsic factor is future
benefits, which refers tmdividuals being interested in donating to an organization because they

hold membeshipin the organizationand they want to both remain in the organization and they

may have need for additional services provided by the organization (Degasperi & Mainardes,

2017).

With regards to external motivations, Oh a

finds that tle extrinsic motivations of rewards and peer pressure plays a significant role in

me mber s donation amounts. Oh and Ki (2019) ¢
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donation immediate and tangiblesultsfollow, and therefore if members valuextrinsic

motivation they will give more in order to increase positive outcomes. In contrast, Wang and
Ashcraft’s (2014) study of association member
extrinsic motivation of a tax deduction did not influence mambe deci si ons t o gi \

associations.

The literature also discusses the role of member satisfaction in giving. Wang and
Ashcraft (2014) find that satisfied membes$o would recommend their association to others
are more likely to donatetoth@irs soci ati ons. Gazl ey and Dignam’
relationship between satisfaction and member giving; they find/ématsatisfiednembers are
four times as likely to give compared to a dissatisfied member. With regards to the amount of
donaton, Ki and Oh’'s (2018) study of association

not predict the generosity of members’ donat.

The length of membership also plays a role in member giving, as does gender, age, and
education. Ki and Oh (20]&nd that longetterm members are more likely to givke study
results of Oh and Ki (201%nd Wang and Ashcraft (201d)pport this conclusiorGazleyand
Dignam (2010) find that older members and those with greater education levels give more
frequenly to their association$Vang and Ashcraft (2014)so address the role of age dimdi
that the | i kelihood of giving increases with
(2010) study did not find significant differences between the giving of men and women with the
exception that men were slightly more likely to give. Howei@and Oh (2018) find that

women donate larger amounts than their male association members.
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The literatureclearly establishethe relationship between volunteering and giving.
According to Gazley and Dignam’ stimes2rmorelkely st udy
to give to their association than realunteers. Wang and Ashcraft (2014) also find that
volunteering for an association significantly
associations. This is not surprising because teknng for the association increases members

connection to the association’s mission, val u

Three final aspects of member giving include perceived need fulfillment, organizational
support, and solicitation method.ang and Ki (2018) find that perceived need fulfillment and
organi zational support positively influence m
results in them being more likely to give to their association. Finally, the solicitation method
impacts member giving becaysecording to Oh and Ki (2019) he member s’ prefer
solicitation type influences the amount that they choose to donate. Gazley and Dignam (2010)
stress the importance of a strawlicitation strategy and thabmeonavho memkers know and
trustshouldsolicit them This mention of trust is consistent witlewidespread notion that trust

in an organization results in an increased donation amount (Liu, 2019).

The literature addresses numerous reaasriewhy associaion members do not give to
their association. According to Hung and Hager (202djviduals may not give to an
association if they believe thather sourcesuch as the governmeatdequately funthe
associationDonors may also perceive that the executive compensation is too high and that they
have already satisfied any donation obligations because they give to a capital campaign or
because they pay for an annual meeting or event (Hung & Hager, 2020). Mempaisonaot
give because they pay for other association memberships or they have little to no exposure to

giving in general, which is a learned behavior (Hung & Hager, 2020). In addition, members may
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lack the means to give and/or they simply have not beleedaOh & Ki, 2019). Dalton and
Dignam s (2007) stwudy find that four out of f
association becaus® one asked them to donalte short, associations have a problem with

failed donor strategies (Dalton & Digna@Q07).

Participation.

Numerous participation opportunities exist for members within associations. Member
participation includes attending orientations, professional development events, conferences, and
networking events (Jacobs, 2014; Henczel, 2016). Meswiso participate in an association
when they access information provided by the association such as websites, social media
channels, publications, emails, newsletters, and other general communications (Henczel, 2016).
The use of association affinityggrams, which provide organizational discounts to members,
also serve as an example of participation (Jacobs, 2014). Finally, participating in a focus group,
interview, or research project (Jacobs, 2014), in addition to completing association member

surveys (Lagaras, 2016) counts as member participation.

Henczel (2016) studies the participation of members in national library associations and
finds that active member participation results in increased member skills and competence. These
outcomes result frorhoth formal and informal opportunities that the associations provide
(Henczel, 2016). Participants in the study also reporiibsitive outcomes of association
participation includencreased credibility and establishment of personal friendg¢Hsczé
2016) . Henczel’' s (2016) study also highlights
and its relationship with participation. The study finds that the effectiveness of member

communications i nfluences meipdiedrassociawon | | i ngnes
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of ferings (Henczel, 2016). This finding align
effective communication significantly influences member participation in an accounting

association. Lagaras (2016) alswdfthat effective ladership influencemember participation.

Lagaras (2016) stresses the importance of leaders enabling members to participate in
organizational decisiemaking via the completion of organizational surveys, the submission of
comments, and the participationassociation focus groups. By encouraging member
participation, leaders may positively impact member satisfaction and commitment (Lagaras,
2016). Stankiewicz et al. (2019) studies the use of autonomous teams in a single nonprofit
association as a meansimcreasing member participation. Leaders of the association
encouraged members to participate in numerousigelfted planning groups for different
association activitiesand after a short period of tijthe study finds that 10% of members had
increased their participation with the association due to the new degisadimg opportunity

(Stankiewicz et al., 2019).

EngagementChallenges

Association leaders face numerous challenges when engaging members. First, broader
societal changes have résd in membership groups experiencing member attraction challenges
and poor levels of member engagement (Looi et al., 2019)s seminal worlBowling Alone,
Putnam (2000argues that the United States faces a decline in social capital, which threatens all
associational activities. Positive interactions between individuals create social capital and the
social capital concept closely relates to how individuals engage inatidisocial affairs
(Grimm & Dietz, 2018). Social capital encompasses community networks (both personal and
groups), civic engagement (civic affair participation), civic identity (community sense of

affiliation), and reciprocity and norms of cooperatiolr(gsm and trust in the community) (Looi
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et al., 2019). Looi et al. (2019) conclude that this loss of social capital negatielgts

associations and their ability to effectively engage members.

Second, association leaders find in the currentenvieonmt t hat member s’ ne
change and members’ expectations are increasi
association used do’duthosv mémbéreexpedt gghificant réturnsgn t o
their investment of time and mon@gharney, 2015). An example of this includes increased
member expectations of communication (Doyle & Oser, 2016). Because of technological
advancements, members expect personalized communication and also communication that is
“how they want, whlerere they wamt , and about wha
2016, p. 7). Members also expect that their a

providing content, products, and services that meet their specific and unique needs (Doyle &

Oser, 2016)

Third, significant competition exists for
(Charney, 2015). Competition comes in the form of other organizations, available online
resources, and family commitments. All of these forms of competibampeef or me mber s’
time, and some members will conclude that they simply do not have the time to actively engage
(Jacobs, 2014; Abel & Howard, 2017). According to Soker (2016), a third of assosfate
increased competition from other organizations. Smaflecialty associations,-lrouse
programming by consolidated corporations, and an extensive number of online resources and
networking tools all compete with associations (Charney, 2015). Association leaders should not
expect their members to belong tdyoane association, but they mysepareo differentiate
their organization amongst the competition so they can successfulgngage and retain

members (Jacobs, 2014). Associations also face significant competition from social media
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platforms, which enable individuals to organize, build communities, and network for little to no
membership fees (Bonington, 2019). Beyond social medidntbmet also offers other online

forums, networks, webcastslibraries and more resources thah@compete with traditional

forums offered by associations (Gorringe, 2017). In addition, life course phases impact
engagement in voluntary organizations as show

both marriage and having children negativielpactswo men’ s i nvol vement i n
organizations. In the specific case of volunteering in associations, Gazley and Dignam (2008)

find that association members with younger children are more difficult to engage in

volunteerism; however, Gazley and Digné008) find that twethirds of members with

children stillexpress interesh learning about flexible volunteer opportunities. Finally, two

additional points that pertain to volunteerismlude the facthat fewer Americanserve as
volunteergGrimm & Dietz, 2018) and the majority of Americans who do volunteer normally
volunteer for only one organization at a ti me
(2008) study did find thabn averaggeassociation members volunteer for more than one

orgarnzation, howeverthey reserve most of their volunteer hours for charitable community

organizations rather than associations.

Fourth, association leaders struggle with engaging the yodhgérand Z generations,
which have different needs, valu@gants, and expectations (Sladek, 2011). Research shows that
the four generations currently most active in associatféasgrations X and Y, Boomers and
Matureshave different perspectives on the most important benefits of associations, the reasons
for joining, communication preferences, and targeting preferences (Abel & Howard, 2017). In
short, different generations seek different engagement paths and want to connect differently

(West et al., 2014; Charney, 2015). Consider in particular Generationidf) iwblds a unique
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mindset regarding their involvement in associations (Gorringe, 2017). Generation Y members
seek more of a community atmosphere, instant communications, leadership roles with less time
commitment, and more informal involvement opport@sitiGorringe, 2017). Because of their
unique perspective on association involvement, a new best practice for associations includes
creating micrevolunteering opportunities for members, which allows members to get involved
but not require a lonterm commiment (Brazil, 2016). The next generations desire a true,
authentic, and personal experience which requires association leaders to consistently innovate
and challenge the status quo (Martin & Waxman, 2017). Association leaders therefore must
consider genational differences when creating engagement opportunities for members (Dalton

& Dignam, 2007).

Finally, association leaders oftentimes face insufficient resources (Hight, 2011; Soker,
2016). According to Soker (2016), 77% of associations list insufficgsmources as an
operational challenge. Some member engagement strategies require resources such as advanced
technology solutions (Hight, 2011; Trochlil & Budziak, 2016) and formally organized and
managed volunteer programs (York, 2017). In the caselbhtdogy, associations have been
slow to embrace new technology in large part due to the resources required to purchase new
technology solutions (Charney, 2015). As for formal volunteer programs, research has shown
that a majority of nonprofit organizatistack volunteer engagement and management capacity
due to limited resources (York, 2017). Insufficient resources also impact individual members
who areless inclined to actively engage due to financial instability and negative economic trends

(Hight, 2011 Jacobs, 2014; Gorringe, 2017).
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MemberEngagement andRetention

The main reasons for association members not renewing include lack of engagement,
lack of return on investment, and lack of value (Rossell, 2016). Coe et al. (2036) stud
membership nonrenewals in a professional association and find that participation in association
benefits such as lobbying efforts, publications, and professional development discounts
significantly influences t he (2016)study ofoationdl o r en e
|l i brary associations also finds that the | eve
communications, products, and services directly influences their willingness and interest in
retaining membership. Ki (2018) studies memberweahéntentions of a large healthcare
association and findwat key predictors of member renewal inclades value and member
attitudes towards the association. Ki (2018) points out that positive member attitudes/satisfactio
directly link to the benefits hat members receive from their ac
(2013) study of a large professional association also finds that members who express satisfaction
with association participation intend j)Jo rene
study of members from 18 associations again c

received from association participation positively correlates with renewal intentions.

Leadership inNonprofits andAssociations

Scholars wdely accepthatleacershipservesasa critical factor of success in nonprofit
organizations (Palumbo, 2016). Specifically regarding chambers of commerce, the Association
of Chamber of Co mmeHogzen IndiatieedRaportleclares that [eg@rship )
is the mossignificant factor that will contribute to a successful future of both chambers of
commerce and their communities. Yet, very little research exists on leadership in nonprofit

associations to help guide leaders (Nesbit et al., 2016). Leading a nonpiafizatipn
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significantly differs from leading a feurofit organization (Freeborough & Patterson, 2016).

While effective nonprofit leadership shares some characteristics with the private sector, scholars
agree that nonprofits require a unique leadershipoagp (Allen et al., 2017Y.he nonprofit

sector needs @nique approach because nonprofits focus on cause rather than profits, rely
heavily on volunteer labor and stakeholder donations, and offer lower salaries and limited
resources (Freeborough & Patterson, 2016; Allen et al., 2017). Leaders in nonprofit
organizationshaveresponsibity for building a strong sense of community among followers,

devising and i mplementing the organization’s

organi zation’s human, techni calTheddferethcesit o no mi c
leading nonprofits require that leaders adjust leadership styles in order to address the unique

opportunities and challenges of nonprofits (Freeborough & Patterson, 2016).

Hodges and Howieson’'s (2017)innorgpnofitsdinds ve st u
that leadership has various meanings among nonprofits leaders. Leadership involves maintaining
the reputation of the organization, meeting ethical obligations, motivating and supporting others,
creating a positive environment, and désiing personal qualities such as listening, empowering,
authenticity, courage, respect, trust, and values (Hodges & Howieson, 2017). Their study also
finds that nonprofit leaders primarily face five challenges: dealing with economic downturns,
building cdlaborative relationships, remaining innovative and distinctive, building and
developing capabilities, and reinforcing the legitimacy of the nonprofit sector (Hodges &
Howieson, 2017). Specifically with regards to leadership in nonprofit associdéiadss must
play thekey role offacilitating the processf moving memberfom joining to belonging and
thenengaging with the organization (Dalton & Dignam, 20X®&)wever, asociation leaders

report member engagemeat their greatest challendagdush, P17; Wang & Ki, 2018).



MEMBER ENGAGEMENT IN CHAMBERS 71

LeadershipStrategies forMemberEngagement

This study develops a leadership model and a best practices guide for member
engagement in chambers of commerce. The below six sections discuss recent literature regarding
each component of the leadership model and the associated best practices thzstippor

increase member engagement.

Build Strong, Trusting Relationships.

According to Gammel (20113trong and healthy relationships dribe highestalue
opportunities for engaging members. Trestves aghe foundation of all healthy relationgki
(Huang & Chen, 2016; Thompson, 2018). Trust is essential to relatiemsitaiing and
sustainment because trust promotes collaboration among individuals (Huang & Chen, 2016). In
associations, trust refers t o itsleadessevilactin conf i d
the best interest of the members (Huang & Chen, 2016). When members have trust in an
association, they also have increased confidence in the offerings of the association, which results
in a desire to continue a relationship with #ssociation (Huang & Chen, 2016). Trust also
results in stronger commitment to an organization (Alhidari et al., 2018; Crane, 2018; McAuley,
2019). The wultimate health of an organizati on
(Thompson, 208). Without trust, an organization faces negative implications such as decreased

profitability and efficiency (Thompson, 2018).

Trust and relationship quality impact both

(2018) study of nonprofit donofsds that trust in an organization significantly influences

donor s intention to donate and donor s actua

build positive and trustworthy relationships with donors. In the context of associations, Hung and
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Hager (2020) and Oh and Ki (2019) also suggest the strategy of bustdimg, trusting
relationships to support member donations. Wh
engagement in four nonprofits does not specifically address the imporfancéeac ust , t he s
findings show that the quality of volunteer relationships with others in the organization plays a

key role in sustaining volunteer satisfaction and retention with the organization. Kang (2016)

also studies volunteer engagement in oorgpnofit and based on the study results he suggests

t hat organi zations consistently engage in rel
identification with organizations. When trust is present in an organization, a positive

environment exist for volunteers which ultimately impacts volunteer satisfaction and retention

(Dal Corso et al., 2019).

Huang and Chen (2016) specifically study the antecedents and outcomes of member trust
in numerous professional associations. Their study findsthatta s soci ati ons’ repu
internal and external networks facilitate increased member trust (Huang & Chen, 2016).
Reputation refers to the overall member perce
prospects (Huang & Chen, 2016). Intema¢ t wor ks refer to member s’ [
within a bounded communita nd t he external networks include
outside resources connected to associations (Huang & Chen, 2016). Therefore, the study results
illustrate theipmor t ance of members’ iinternal and exter

building member trust (Huang & Chen, 2016).

Numerous models exist for building trusting relationships (Thompson, 2018). A widely
used model includes the three dimensions oftgbihtegrity, and benevolence (Alhidari et al.,
2018). Ability refers to the assessment of an

(Thompson, 2018)cholars associatenggher level of perceived ability with a greater chance of
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earning custoer trust (Alhidari et al., 2018). Integrity refers to the degree to which an individual
adheres to a set of acceptable principles and ethics (Thompson, 2018). Finally, benevolence

refers to the assessment of anyondadyiegocedtical ' s ¢
motives (Alhidari et al., 2018). Using this model as part of his theoretical framework, Thompson
(2018) studies leader behaviors that build trust and finds that six behaviors nurture organizational
trust: trusting in the collective wisth of others, respecting diverse perspectives, willingness to

debate issues when opinions differ, using strong listening skills, promoting collective

responsibility, and responding positively when conflict or disagreeexésts

Crane (2018) developed a holistic stakeholder trust model that also used the trust
dimensions of ability, integrity, and benevolence in addition to three other trust dimensions that
included responsiveness, voluntary action, and transparency. Resporsieéassto the ability
to understand and quickly respond to stakehol
your own will rather than in an obligatory manner (Crane, 2018). Witkviduals base their
actionson theirown volition, they coney trustworthiness (Crane, 2018). Finally, transparency
occurs when organizations share clear and accurate information with stakeholders (Crane, 2018).
Crane (2018) advocates that the addition of responsiveness, voluntary action, and transparency to

a trus model further supports the building of trust between organizations and their stakeholders.

Provide Support.

As previously mentioned, perceived organizational support significantly relates to
organizational commitment in volunteers (M&mé& Harju, 2017; McBey et al., 2017;
McCormick & Donohue, 2019). Specifically in associations, Wang and Ki (2018) also find that

me mber s perceived support from their associ a
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volunteering. Therefore, by using strategeicrease perceptions of supptetders succeed in
encouraging engagement (Malinen & Harju, 2017

concepts of taskriented and emotieariented support to effectively engage volunteers.

Task-orientedSupport.

Taskoriented support assists volunteers in overcoming probkemasoptions for
providing taskoriented support include a thorough introduction to roles, specific guidelines,
resources, and guidance from staff or other volunteers (Alfes et al., 2@a@grs mayest
accomplishan introduction to roles by providirggformal volunteer orientation, whigtholars
considera volunteer management best practice (Kolar.e@l6; Harp et al., 2017; Fleming,
2018; Nesbit et al., 2018). The orientationshoukd c | ude i nf or mati on on th
structure and governance; mission, vision, and strategic plan; goal of the committee and the
commi ttee’s work plan (Wolk, 2016). Orientat:i
phone (Wolk, 2016). The @mtation provides members with the opportunity to directly engage
with leaders, provide feedback, and ask questions (Wolk, 2016). Orientations also provide a
means to effectively socialize new volunteers, whatdtording to McCormick and Donohue

(2019) enhances organizational commitment.

Guidelines that support volunteers include written documsuath as procedures and job
descriptions (Gazley & Dignam, 2008; Breslin, 2017; Harp et al., 2017; York, 2017) and
board/committee charges and wetkns (Wolk,2016). Procedures and job descriptions clarify

volunt eer s roles by clearly communicating ta
documents assist in reducing role ambiguity, which supports the development of organizational

commitment (McCormicl& Donohue, 2019). A board/committee charge is a document from the
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association’s board of directors that ©provide
(Wolk, 2016). The committee work plan then lists a series of activities that tie back to the
board/committee charge (Wolk, 2016). Once leaders have provided formal guidelines, they must
fully delegate power and authority to volunteers, as this empowerment supports the development

of organizational commitment (Fleming, 201Research also showsatlempowering

volunteerss associated with volunteer engagemé&uhe, 2009;Traeger & Alfes, 2019).

Resources and guidance for voluntesesnumeroudFirst, organizations can provide
legal protections (liability protection and insurance)Molunteers (Gazley & Dignam, 2008;
Breslin, 2017; York, 20175econdprganizations can lessen organizational constraints by
providing necessary equipment and information (Harp et al., 20kir§l, organizations should
provide formal training and develo@nt opportunities beyond an orientation for volunteers
(Kolar et al., 2016; Breslin, 2017; Harp et al., 2017; Malinen & Harju, 2017; Nesbit et al., 2017;
York, 2017; Walk et al., 2018). Finally, Gazley and Dignam (2008) suggest providing small

stipends oexpense reimbursements to support volunteer involvement.

Emotion-Oriented Support.

Emotionoriented support elicits positive feelings from voluntd@ies et al., 2016)
Options for providing emotionriented support include providimgetworking opportunities with
other volunteers and paid staff, feedback, appreciation, mentor support, and awards and
recognition (Alfes et al., 2016). Networking opportunities could include special networking or
social events, such as private meals ararual conference (Wolk, 2016). Organizations

demonstrat¢he valueoh vol unteer’s presence by also prov

appreciation (Abel & Howard, 2017; Mayr, 2017; McBey et al., 2017; Nesbit et al., 2018).
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Associations effectively show apmiation by using visual designations at events such as
volunteer ribbons or pins, including volunteer names in association publications, sending
personal correspondence from leaders, and providing complimentary access to events or
publications (Wolk, 2016 Showing appreciation is also a best practice for engaging donors in
nonprofits (Naskrent & Siebelt, 2011). Finally, providing awards and formal recognition of
volunteers is a best practice (Ser€agjurt & VillicanaReyna, 2016; Abel & Howard, 2017;

York, 2017; Walk et al., 2018).

Offer Valuable BenefitsThat Align With Me mb e Need8 andM otivations.

According to Hung and Hager (2020), members engage less with organizations that do
not meet their needs and motivations. As previodsgussed in this literature reviewgrious
public and private incentives/benefits that associations provalivate membert participate
and engage in associations (Hager, 2014). Jacobs (2014) posits that nothing is more important in
the association @rld than association leaders having a deep understanding of the needs of
members in the context of their current challenges and the solutions that associations can
provi de. By understanding member s’ neaeds, | ea
both joining, but also engaging (Jacobs, 2014). Once leaders understand member needs and
motivations, they can provide association benefits that match and satisfy those identified needs
and motivations (Ki & Wang, 20@dsiwhenmerbers Wang an
perceive thatheir association hasettheir needsthey have a positive attitude towards their
association antheir motivaion to engage in volunteering and donating fumtseases
Me mber s’ needs and mot iheredoteimembers expect assosidtienstd | y ¢

adapt to their evolving situations (Sladek, 2011; Barnes & Nelson, 2014).
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Listening to members is one of the most effective ways to ensureddats know and

meetme mber s needs ( Coe ewell-racbgnized 26 précticeiSoker , 20
associationsncludes creatinfprmal feedback mechanisms for members (Newbery et al., 2016).

The Association of Chamber of Commerce Executives (2015) argudsatats must use

robust feedback mechams to ensuréhe suvival of chambers of commerce. Formal feedback

systems include periodically surveying members regarding their needs and preferences (Wang &

Ki, 2018). Potential survey approaches include surveying after events, with membership renewal
reminders, and at ¢hend of the year (Fabbri, 2019). Associations can also hold focus groups and
personally reach out to members to understand their needs (Jacobs, 2014; Hight, 2019).

However, Jacobs (2014) cautions that associations most likely will not receive effeetibadle

if they ask members about products and services that the association should offer that do not

exi st today. A more effective approach seeks
challenges, which then provides an effective context foriagti@t i ng member s’ f ut u
currently unrecognized by members (Jacobs, 2014). Gorringe (2017) advocates that surveying

members is not enough because additional wvaluwu

and thereforéeaders should udwoadersurveys.

In addition to completing member surveys, focus groups, and phone calls, Jacobs (2014)
advocates creating member profiles when new members join. Unfortunately, many associations
do not collect information on their members beyond title, industiy g&neral contact
information (Jacobs, 2014). The creation of more detailed member profiles enables associations
to think of their members in terms of interests, attitudes, needs, and motivations (Jacobs, 2014).
Jacobs (2014) suggests asking members dimlties, interests, life stage, technology

preferences, personality traits, donation behavior, and various psychographic questions that
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address leadership, collaboration, membership, attitudes, and beliefs. Once leaders gather this
information, they betteunderstand members on a personal level, which enables leaders to
develop membership categories that enable members to select the benefits that meet their needs

(Jacobs, 2014).

With regards to volunteers, the literature repeatedly discussasghegance of leaders
understanding volunteers’ needs and motivatio
retention strategies (Kolar et al., 2016; Ser@eygurt & VillicanaReyna, 2016; Harp et al.,

2017; Erdurmaz, 2019a). Like withassociation members, weltcepted best practices for

volunteer engagement include surveying and holding focus groups in order to understand
volunteers’ needs and mot i y28l7)i Leadeyscénkalsd ar et a
identify thisinformaton during the volunteer recruitment |
do you want to volunteer” and “what outcomes
experience?” (McCormick & Dolmeerawagenes2 019, p. 2
volunteer needs andotivations, they can provide appropriate benefits which may include
presenting the “opportunity to express person
advantages,orseff st eem and emoti onal protectifon” (Br e:
altruism motivates golunteer, leaders should provide details to the volunteer on the outcome of

his or her service (Gazley & Dignam, 2008). In contridsteveloping personal connections

motivates a voluntegeteaders should provide additional netling opportunities for the

volunteer to build personal connections (Gazley & Dignam, 2008).

Because association members’ needs and mot
the use of awpenmindedapproactwhen identifying anaffering diverse benefitand

engagement opportunities. From a participation standpoint, best practices in the context of
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chambers of commerce include offering numerous social media platforms for engagement,
providing a variety of networking opportunities in fatoeface and virtueformats, and creating
specialized interaction opportunities for members with similar needs and inteuestsas

Women’ s Counci |l , Y eeutregendursahdénsdustry &ouadtable GBooids o
(Hight, 2011). With regards to volunteering, WollO{B) suggests that associations offer
numerous formal and informal volunteer engagement opportunities that enable members to feel

that theyactively contribue to the association and its mission.

Prioritize Strategic Planning.

Leaders can effectively support member engagement by developing an organizational
mission, vision, and goal¥hemain purpose of associatiomziudesadvaning a cause based
on a common mission; therefore the mission is foundational to success (Ddkgmén,
2007). Ideologicallymembers hol@very association accountalde achieving itamission
(Soker, 2016). Organizational mi ssion will dr
(Tschirhart& Gazley, 2014), and organizational mission motivates bothnglers (Mainardes
et al., 2016; Degasperi & Mainardes, 20Evdurmazli, 2019aand donors (Mainardes et al.,
2017) to engage. Plus, specifically in the case of associations, volunteers (Gazley & Dignam,
2008) and donors (Gazley & Dignam, 2010) find $atison by having the opportunity to
connect with the association’s missidesilie By ha
to accomplishn the near future, leaders are better positioned to bring diverse stakeholders
together (Soker, 2016). Filhg clear goals enable leaders to know exactly what the association
wants to accomplisfoutcomespand how to accomplistinose outcomegSoker, 2016). Having
clear goals also helps ensure tleatders do not wastenited organizational resources on

activities that do not contribute to meeting member needs and providing value (Soker, 2016).
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GrowthZone’s (2020) annual association survey
that 16% of those surveys attribdtecreased member engagement to having a deliberate

strategy and focus for the association.

An additional benefit to having a mission, vision, and goals is that having a clear focus
assists leaders in positioning their associations among competitorst(alge2016). As
previously mentioned, associai®currently facencreased competition from many exterior
sources (Charney, 2015). Jachadrsp’( 2f0ddys sd md lelse
associations to strengthen their brand and deliver onipegsrmade to members, which is critical
if members considemembership in competing associations. In addition, the clear focus can
assist in differentiating the association from competitors, which may enable increased member

engagement and donations (Huagdager, 2020).

Strategic planning is the process that | ea
vision, and goals (Gratton, 2018). The strategic planning process yields a written plan that drives
action, but the strategic planning process ai®vides an excellent way to engage stakeholders
including volunteers and donors in determining the future of the organization (Gratton, 2018).
With regards to associations, Noble et al .’ s
conducted by the gsociation of Leadership Educators states that involving members in the
strategic planning process creates an additional opportunity for member engagement and

provides value in setting effective priorities and strategies for the association.

Withregardsé associ ati ons goal s, Gamme | (2011)
specific member engagement goals teatlerssuccessfully achieve levelopng and

implemening a member engagement plan. A member engagement plan details how the
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association will move members from low engagement opporturstieb as viewing association
content on a website or social media site, to-leneél engagement opportunitjesich as

attending an event, teventually the highest engagement level whichlides leadership

positions, volunteering, and substantial donations (Gammel, 2011). Dalton and Dignam (2012)
refer to this approach as an engagement ladder, whpoperly plannedcan move members

with weak associational connections to the top ofdtder culminating in service as a board
member. Jacobs (2014) also advocates that associations create engagement goalswitbwever
regards to engagement laddetse stresses that not all members want to climb the engagement
ladder. Some membefiad high satisfactiomwith low engagement opportunities and will retain
their membership so long #& association offetsiose low engagement activities (Jacobs,

2014). Despite the value that Jacobs (2014) and Gammel (2011) find with engagement plans and

gord s, Advanced Solutions International’ s (2019
only 25% of reporting associations have engagement plans.
According to Soker (2016dnly 17% of associatihave specific measurable goals that
link to organizaional mission and vision statemeng&oker (2016) stresses that stated association
goals must be measurable so that an association can track its success and accomplishment of
stated goalsAssociations must measure what matters raodtthis will differ based on the
association (Soker, 2016Jowever, if associatioreaderscarefully choosenetrics they will

drive effectiveperformance outcomes and ethical operational standards (Soker, 2016)

Build a Welcomingand Community-Based Culture

According to Sladek (201 19rganizational culture plays a significant roleam
associatiots ability to attract, retain, and engage members. Numerous changes have occurred

within the association world in the last few decadesphe constanncludes the fadthat
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members want tparticipate iracommunity,and they want to feel a sense of belonging (Doyle

& Oser, 2016; Milbourn, 2019). This is not surprising becausanidWang (2016) describe
membership in general as a sense of belonging to a group, in addition to feeling connected to
those in the group. Members value positive, engaging, sewvieeted, and community focused
cultures(Sladek, 2011). Those whakepartin an organization also want to feel affiliation and
acceptance (Fleming, 2018). Therefore, leaders must create and support a culture that values

community and belongingness (Doyle & Oser, 2016).

Organi zational | eader s | abeauseyftheihrelgssn an or
decisionmaking and setting strategic direction (Sladek, 2011; Warrick et al., 2016). According
to Whetstone (2017), leaders by virtue of their position have the most powerful means to embed
and support a desired culture. Lead@fluence culture by their choice of leadership style,
chosen strategies and practices, and their values (Warrick, 2017). With regards to values, the
establishment of an organization’s core value
2017).Therefore, in the context of associations, core values ought to support the establishment

of a strong, welcoming, and collaborative community that values belonging.

The literature discusses numerous styles of organizational cultures (Cmelikova, 2017,
Groysberg et al., 2018). Groysberg et al.’'s (2
learning, enjoyment, results, authority, safety, and order. Caring cultures focus on positive
trusting collaborative and supportiveelationships The caring cultwe has the advantage of
resulting in a sense of belonging (Groysberg et al., 2018), which raaesg culturan
excellent fit for associations. Purpose cultwessody altruismand focus on significantly
contributing to a cause, while enjoyment cultuegpresplayfulnessandafun-loving

environmen{Groysberg et al., 2018). Learning cultures value innovation, creativity, and
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exploration, in contrast to authority cultures that focus on control (Groysberg et al., 2018). Safety
cultures value planning drpreparedness, and order cultures focus on respect and shared norms
(Groysberg et al., 2018). Finally, results cultures focus on goal achievement (Groysberg et al.,
2018). Cmelikova (2017) summari zes schol ars’
adhocracy, hierarchy, and market, which all have some similarity to one or more of Groysberg et
al s (2018) styles. The clan style focuses o
communication, and individual growth (Cmelikova, 2017). Thytess similar to Groysberg et

al s caring culture style, and therefore ali
community and belongingness. The adhocracy culture values innovation, agility, and creativity,
while the hierarchy culture fosas on control and values uniformity, efficiency, and consistency

(Cmelikova, 2017). The final market style focuses on competition and therefore values

aggression in the marketplace, profitability, and goal attainment (Cmelikova, 2017).

In order to shapema support a desired cultural style, leaders must understand the
organi zation’s present culture and make cul tu
then must identify core values and communicate those values to all stakeholders of the
organizaion (Warrick, 2017). Effective and frequent communication has the positive benefit of
building trusting relationships, which some cultural styiaisie (Linklater Lawyers 2019).
Leaders also must model the desired behaviors that they expect in theairgam@iad recruit
employees who will practice the desired behaviors (Warrick, 2017). In addition, leaders must
align organizational strategy with culture so that strategy decisions support the strengthening of
the desired culture. The use of symbols, cerases, socialization, and stories also support a
desired cultural style (Warrick, 2017). Symbmwisludeactions, objects, or events that

communicate meaningnd ceremoniemcludeactivities thahold meaningfor stakeholders
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(Warrick, 2017). Associations are uniquely positioned to use symbols and ceremonies because
events play a core role in delivering benefits to members. Socialization includes socializing
individuals into a culture by providing opportunities for individualsocialize and bond

(Warrick, 2017). Socialization is at the core of associations because of their focus on networking
and building relationships (Huang & Chen, 2016; Lagaras, 2016). Stoweiedenarratives that
reinforce the core values of an orgaatianal culture (Warrick, 2017). Storytelling serves a large

role in associations because members stories
(Gammel, 2011; Jacobs, 2014). Finally, leaders must actively monitor and manage a culture by
assessinthe culture at least yearly (Warrick, 2017). In the context of associadgawgrs can

accomplish thisvith annual member feedback surveys.

Effectively Communicate.

Clear and effective communication is an essential way for leaders toeeagmariation
members (Jones, 2016; Abel & Howard, 2017; Martin & Waxman, 2017). The principles of
effective communication include clarity, brevity, limited content, accuracy, and design (Hunjet et
al., 2017). Research shows that effective communication keaders secures member
participation (Jones, 2016; Lagaras, 2016) and builds member commitment (Lagaras, 2016).
Effective communication also engages volunteers (Kang, 2016; Nesbit, 2018; Bauer & Lim,
2019; Milbourn et al., 2019) and assists in retair@ind engaging donors (Gazley & Dignam,
2010; Naskrent & Siebelt, 2014|dihari, 2018). As association leaders develop communication
strategies, thegeedawareessof the numerous trends thatpactmember communications
(Jones, 2016). A few of the majwends include the fact that current members have more
expectations of communication than in the past, communication expectations and preferences

differ among the numerous generations, members struggle with the volume of incoming
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information, developmentf@eelevant and customized content is essential, and association

members operate in an environment that has many different access points for information and
content (Jones, 2016). DaltandDi gnam’ s (2007) study of over 1¢
illustrates the differences in communication preferences because the results show that members

want to receive information by various means including magazines, conferences, meetings, e

newsletters, web sites, Internet, networks, blogs, and more.

A communicatiorbest practicemongassociations includes having a robust orientation
and engagement strategy for new members (Jacobs, 2014). By taking this approach, leaders
encourage members to become immediately involved in the association (Dalton & Dignam,
2007; Fabhlr 2019). Coe (2014) advocates having a strong focus on new members because they
composdhe most vulnerable group fapnrenewalsnd therefore they need the most
relationship building attention. Jacobs (2014) suggests that leaders use a varietyatfamient
approaches because of the changing needs of members and technology advances. Associations
can offer a formal ifperson or webinar orientation event, provide a written orientation guide,
and offer online videos (Jacobs, 2014). Video options include member testimonials, a welcome
video, education/training videos, and a formal orientation video (Kaiser, 2018). Béyond t
initial orientation offerings (orientation guide andgnrer son event ), Kaiser’ s
methods study of new member engagement plans at 13 associations finds that other effective
communication tactics for new member engagement include emails, paltsy@nline
communities, letters, and social media. With regards to engagement effectiveness, Kaiser (2018)

declaresemails, phone calls, and-person eventasthe most effective.

A second communication best practice is to segment and customize nm@matons.

Segmenting and customizing communications involves providing customized information to
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different segments of members based on interests and behaviors (Jacobs, 2014; Myers, 2016;
Fabbri, 2019). Generic messaging will eventually become untenatdeide those messages will
getlost within the volume of communications (Association of Chambers of Commerce
Executives, 2015). In addition, Soker (2016) argues that generic messages cannot engage all
member segments becaudeheir superficialnature Members need solutions to the specific
problems in their segmerand therefordeaders must customizeeaningful communication to

the different member segments (Soker, 2016). Technology solutions, such as a customer
relationship management systems (CRMpal#de associations to both break their members into
different segments and then successfully communicate customized messages to them (Soker,

2016).

A third communication best practice is to communicate with members across many
different channels. The miostilized channels in associations include public social media
networks, websites, private online communities, and emaelesletters (Jacobs, 2014). In the
context of engagement, Gammel (2011) concludes that social media serves a profound role in
attracing and sustaining engagement with prospects, current members, volunteers, and donors.
Popular social media sites used by associations include Facebook, Twitter, LinkedIn, YouTube,
Instagram, and Pinterest (Martin, 2016). For no or little cost, theseesitdle associations to
share information, connect with others, and cultivate donor, member, and volunteer relationships
(Hight, 2011). Wang and Ki (2018) advocate that social masiges aan excellent tool to
promote membership benefits and assoaiatol support to members and
(2016) and Stoffel's (2015) article summari es
associations both encourage associations to u

with increasinginvot e ment and engagement via soci al me d i
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study of the implementation of targeted social media strategies in a professional pharmacy
associationfindt hat soci al media strategi es memberse ase
in real time and with widespread reach. Howev
nonprofits finds that social meadcertainly hags challenges. While Rosencrans (2017) finds

that social media enabled two nonprofits to support andgttren existing relationships, the

nonprofit organizations lacked the capacity to keep up with the frequency and interactivity

expected on the social media platforms.

In addition to social media, websitesrve as primary communication tool for
associabns (Martin, 2016). If properly designed and implemented, a website provides limitless
engagement opportunities for members (Gammel, 2011). Websites provide mentpensd
potentially public access to publications, email lists, discussion boards, pepsgpodcasts,
online training opportunities, online directories;@mmerce opportunities, online registration
for events, and webinars (Martin, 2016). Gammel (2011) stressesitbffectiveve b s i t e’ s
homepage must provi de oftengagemens Bestpracticesctd i ons t ha
accomplish this goal include using a visppdmdional box, listing upcoming meetings and

events, and offering recent association news articles (Gammel, 2011).

Beyond the use of website and social media, the literature also discusses the value of
providing private online communities for association members améhemicating with
members via email. According to Martin (2016), private online communities are growing in the
association world because of the higher ROI associated with their use. Private online
communities provide the benefits of one location for memioeskare tips and resources, a
secure site for member questions and answers, meiniigraccess to valuable content, and

access from anywhere at any time (Avenue M Group, 2014). In comparison to public social
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media sites, private online communities eradsociations to deepen engagement beyond likes

and favorites, increagbe likelihood thatrecipients will view messagedetermine community

rules and privacy, and monetize the communities (Martin, 2016). Finally, emeul/getters are

also effectivecommunication tools for association leaders (Jacobs, 2014). Emails are very
economical and the use of email programs such as Constant Contact allow associations to review

recipients behaviors via open and clickthrou

Summary of theliterature Review

This literature review provides a basis for understanding chambers of commerce, general
member engagement motivations in associations, and the four specific member engagement
dimensiongorganizational commitment, giving money, giving of time/volunteerism, and
internal and external participatiorfjhe review also summarizes engagement challenges in
associations, which include broad societal changes, rapidly changing member needs and
expectations, significant competitiagenerational challenges, and insufficient resources. In
addition,the researcher discussth@ positive correlation between member engagement and
retention along with the critical role of leadership in nonprofits and associations. The literature
review cancludes with a detailed discussion of the six components of the member engagement

leadership model and accompanying best practices.

Summary of Section land Transition

This sectiordiscussethe foundational details of the study and wihg studybenefits
leadership in théeld of businessThe researcher pressiiackground informationwhich hels
the readeto understandhe context of thetudy,and thisis followed bythe problem and
purpose statements of the study. Néte researcher discussbe nature of the stugwhich

includes details on the chosen research method and design. The nature of traestrdys
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why the researcher did not chodke other options for methods andigms. The section also
lists the research questioasdprovides adefiled discussion of the conceptual
framework/leadership model develogadthe researchén the studyThen theresearcher
discusses theignificance of the studyvhich includes details orhow the concepts of the study
relate to Biblicalprinciplesand how thestudy relates to the field of leadership in busingése
researcher defirsall key terms for the reader and also discsfse asumptions, limitations,
and delimiations of the studyFinally, the researcher presemtsiterature review that covethe
numerous concepts in the studyose concepts includgeneral member engagement
motivations in associations, the four specifiomber engagement dimensions, member
engagement challengabge positive correlation between member engagement and retention, and
a discussion of the six components of the member engagement leadership model and
accompanying best practices.

The next sectiorestates the purpose statemeuescribs the role of the researcher in the
study, definesthe participants, and discesthe key components of working with the
participants. The next section al®wisits a general discussion of the research method and
design after whichthe researcher provides details the population and sampling method,
process for data collection, addta analysig-inally, the sectiomddresssreliability and

validity of the research findings.
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Section 2: The Project

Given numerous trends, nonprofit association leafitaisattractng, engagg, and
retainng members/ery challengingSladek, 2011). Prioritizing member engagement is of
particular importance because engaged members serve as an organizational strength given their
propensity to renew membership (Henczel, 2016). Very little scholarly research has studied
leadership and its impact on member engagement in nonprofit associations, and no scholarly
research exists that focuses on this specific topic in chambers of commerce. Therefore, this study
will fill gaps in the literature that pertain to effective leatigygpractices that positively impact

member engagement and ultimately retention in chambers of commerce.

This section summarizes numerous details regarding completion of this study. First, this
section reiterates the stzuedsy  tsh ep urrepsoesaer cshteart’ esm
research methodology. Second, the section def
population and sample, including the sampling techniques. Third, the section includes a
di scussi on of t hneandrganidayion echeoicuds.aFinallyg thd secton i o
summari zes the researcher’”s data analysis app

techniques that the researcher used to ensure quality of the study.

Purpose Statement
The purpose of thigualitativemultiple case research study is to add tosttieolarly
body of knowledgéy discovering effective strategies to engage chamber of commerce
members, developing a leadership model for member engagement, and identifying best practices
that chambr of commerce leaders should use to engage members. The specific demographic for

this study ncludedeaders of chambers of commerce in Northeast Ohio. This study seeks to
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highlight the importance of member engagement in chambers of commerce and gadats |
with a leadership model and list of best practices that will assist them in strengthening their

approach for supporting and increasing member engagement.

The literature recognizebe particular challenge of leadingnprofit organizations
(Freeboough, 2020). The literature also broadly recognizes that leadership serves as a critical
factor of success in nonprofit organizations (Palumbo, 2016). In addition, scholars repeatedly
state that a leadership deficit exists in the sector (Palumbo, 2@Bg)fi€ally within nonprofit
associations, scholars posit that successful leadership differs from leadership in business,
government, and other nonprofit organizations (Nesbit et al., 2016). Therefore, this study will
assist in providing insight into effeee leadership approaches in nonprofit associations that

support member engagemamidthus benefit the organizations.

Role of the Researcher

The researcher performed three major roles in completing this study, which included
selecting the twaase study sites and identifying study participants from those sites, gathering
data, and analyzing the data. Following the decision to use a multiple case study approach to
study a research problem, a researcher must ¢eleat “ most pr omasesi ng and
(Creswell & Poth, 2018, p. 100). In this study, the researcher worked with a knowledgeable
intermediary who provided the researcher with a lidgi@ftheast Ohio chambers of commerce
that most likely fit the desired chamber of commerce profile (neerobunt, location, paid staff,
and retention rate). Upon receipt of the list from the intermediary, the researcher contacted the
executive directors of the numerous chambers, confirmed which chambers of commerce met the
study requirements, and present®@d thamber of commerce executive directors with the

opportunity to participate in the study. The researcher then worked closely with the executive
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directors to identify participants (board members and engaged members) from each chamber of
commerce whoheresearcher would as participate in interviews. This step also included the
researcher receiving signed approval to conduct research at each case study location and

agreeing teethically protect the research participants.

Following the selection of c&s and participants, the researcher sexs¢he main
research instrument (Clark & Veale, 2018) apntlects extensive data from multiple sources
(Creswell & Poth, 2018) . Th sixsuggestedssourcésefr used
evidence/data forase studies: documentation, archival records, interviews, and direct
observationsThe researcher worked with the chambers’
archival records and documentation that perta
exealtive directors also suggested which chamber of commerce events and meetings that the
researcher should attend and observe. In addition, the researcher developed questions for the
study’ s nume, whuch the reseatcleérivsiteewds i n IntbrneewStidesl y * st wa
(Appendices B & C). The researcher kept a det
interview questions for analysis, which included recording and transcribing interviews into a

written format following the interviews.

After the collection of data from multiple resources, the researchentiayseshe data
(Creswell & Poth, 2018)nd n qualitative research, the researcher serves as the primary source
of data analysis (Clark & Veale, 2018). According to Stake (2010), gtinaditresearchers will
use their own past experiences to interpret the data collected in a study. This fact results in the
possibility that researcher bias may influenc
study, the researcher used the triangulation method when analyzing data in order to minimize

any personal bias. The researcher also used bracketing, which is designed to reduce the adverse
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effects of preconceptions and presuppositions that can negatively mape&tch results
(Shufutinsky, 2020). The researcher chose to use the memo method of bracketing throughout
data analysis, which was a way for the researcher to examine and reflect upon her engagement
with the data (Tufford & Newman, 2010). This processtaththe researcher to develop

insights such as the highlighting of her preconceptions (Tufford & Newman, 2010). The

researcher identified key themes in the four

guestions and determinddhe themesgpl i ed t o the study’s concept:

researcher presented the findings of the study.

The resear cher incuded seleating the twd chse stud sitas dng
identifying study participants from those sites, gathering data, and analyzing the data. An
intermediary assisted the researcher with selecting sites and the executive directors at the two
study sites then assted the researcher with identifying study participants. The researcher was
the main research instrument in the study and utilized four sources of evidence during data
collection. The researcher then analyzed the data using both bracketing and traantulat

ensure the quality of the findings.

Research Methodology

Astudy’ s rescraircédr tqluesnte oear cher’ s choice
(Queiros et al., 2017). This study is conducted with a qualitative flexible designausinltiple
case study method. The general objective of a qualitative design is to prodiegehirand
illustrative information that assists in understanding and solving a stated problem (Queiros et al.,
2017). The specific objectives of this study arelévelop an wdepth understanding of effective
strategies used by leaders to support member engagement in chambers of commerce, to develop

a leadership model for member engagement, and to identify best practices for member

C
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engagement. Qualitative resdaroethods enable a researcher to compile data from individuals

that enlightens a research problem (Stake, 2010). The problem the researcher addressed in this
study is the failure of chamber of commerce leaders to effectively engage members. The
researchechose a multiple case study design bec#uselesigns highly effective when a
researcher is exploring a phenomenon in depth
a deep understanding from those who experience the phenomenon (Yin, 2018)owiegfo

sections discuss in more detail why the researcher chose a qualitative flexible design using a case

study method.

Discussion of Flexible Design

This study uses a qualitative methodology because qualitative research methods
effectively enable a searcher talevelopa complex and detailed understanding of an issue
(Creswell & Poth, 2018). The issue the researcher addressed in this study is the lack of member
engagement in chambers of commees® by talking directly with chamber of commerce
leadersthe researcher could effectively understand how the leaders actively work to address the
issue (Creswell & Poth, 2018). In addition, by speaking directly with engaged chamber of
commerce memberd)e researcher could understand and further explain the dynamics behind
their active engagement and uncover the leader strategies that best support engagement.
Qualitative research is highly effective in explaining the dynamics of social relations and
descibing relationships, processes, and phenomena that do not have defined variables (Queiros

et al., 2017).

The researcher did not choose the quantitative research method for this study because this
method best examines the caaseleffect relationship betve: numerous variables, which this

study does not include (Park & Park, 2016). Quantitative research also enables a researcher to
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verify a hypothesis, which was not the purpose of this study (Basias & Pollalis, 2018). Because
the use of quantitative meassidid not fit the purpose of this study, the researcher also chose
not to use a mixethethod approaglasthis desigruses both quantitative and qualitative designs

(Creswell, 2014).

Discussion of Multiple Case Study

As previously statedn large partte st udy’ s r es ethecholtceofuest i ons
research design (Queiros et al., 2017). The p
and “why” questions is a case study because t

Two ofthisstug * s f our research questions are how” ¢
preferred research design when the reseastbdiescontemporary events and analyses a

variety of evidence including documents, artifacts, interviews, and direct observations (Yin,

2018). In this study, the researcher examines the current state of member engagement in two

chambers of commerce and relies upon documents, artifacts, interviews, and direct observations

to fully understand the phenomenon of member engagement.

A case stugl investigates a phenomenon within its +i&fal context and uses multiple
types of evidence (Ragab & Arisha, 2017). The case study design emerged from sociology and
has been very valuable in practiceented fields such as education, medicine, and mamage
(Mohajan, 2018). The use of a case or multiple case study design enables a researcher to describe
how each case illustrates an issue or problem (Creswell & Poth, 2018). According to Yin (2018),
multiple casestudiesprovidemore robustesultsbecaus®f more compelling evidencin
(2018) also advocates that if the researcher has the resources and arehoésearcher should
useamultiple casedesign becauseaf the significance athe analytic benefits and conclusiasfs

at least two cases. In addition, using a multgalee study design allows a researcher to analyze
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t hemes within and between the study’s cases
a multiple case study is to collect numerous types of daa fnultiple sources; this approach

then enables the researcher to utilize triangulation (Yin, 2018). Triangulation is the use of
multiple sources in research, which increases validity, decreases bias, and provides numerous
perspectives on a phenomenonr{Ret al., 2018). Therefore, in order to strengthen the findings

of this study, the researcher usasudtiple case studglesign. The researcher carefully selected
each case so that they predicted similar resultsl{iezal replication). When choosirtge

sufficient number of cases to include in a study, a researcher should use discretionary judgment
rather than a formulaic approach (Yin, 2018). Yin suggests that two or three literal replications
may besufficient when the theory of a study is straightfard, and the issuender studydoes

not require an immense amount of certainty (Yin, 2018). Usmgltiple case studgpproach

enabled the researcher to complete aieipth description and analysis of leader challenges with
member engagement and leadtrategies that effectively impact member engagement in two

separate chambers of commerce.

The researcher chose not to use narrative, phenomenology, grounded theory, and
ethnographic research designs because they did not best fit the purposesddnehr A
narrative research design focuses on the lived and told experiences of one or two individuals and
this research required-otepth interviews of numerous chamber of commerce leaders to
effectively develop a leadership model and best practicee ¢Greswell & Poth, 2018). A
phenomenological research design, which aims to distill the experiences of individuals with a
phenomenon into a specific description, could have been used in this study (Creswell & Poth,
2018); however, the researcher prede to use the multiple case study approach which enabled

the development of an-depth understanding of member engagement in a few select chambers

(
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of commerce. The grounded theory research design enables a researcher to create or discover a
theory, which vas not the purpose of this study (Creswell & Poth, 2018). Finally, an

ethnographic research design involves a researcher being immersed in the daily lives of a
culturesharing group, which was not the case in this stagighamber of commerce leaddos

not participate ira culturesharing group (Creswell & Poth, 2018).

Summary of Research Methodology

The study’s research questions and purpose
design. Quantitative research examines the eandeffect rehtionships between numerous
variables (Park & Park, 2016) and involves verifying a hypothesis using questionnaires with
closedended questions (Basias & Pollalis, 2018). fids=archer could not answer tiesearch
guestionswith closedended questions ihis study; therefore, the study uses a qualitative
method approach. The researcher chose the multiple case study design from the five potential
qualitative methods because the design allowed the researcher to develoleih idescription
and analysisfochallenges with member engagement, the most effective strategies for member

engagement used by leaders, and the impact of those strategies on member retention.

Participants

Yin (2018) suggests taking a ephased approach to selecting cases whesearcher
has less than a dozen potential candidates, which was the situation with this multiple case study.
The researcher streamlined the screening procealsidén (2018) stresses that researchers
should avoid an extensive screening process. An ietdiary, who has extensive knowledge of
the chamber of commerce community in Northeast Ohio, introduced the researcher to numerous
executive directors at local chambers of commerce weremost likelytomest t he st udy’ s

criteria. The researcher then readiout to all of the executive directors via email to introduce
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the study and the criteria for inclusion. Following the introductory email, the researcher
contacted all executive directors by phone in order to begin building a rapport and to determine

eachh ndi vidual s interest in participating. A f
study and a few others explained that their <c
an above average retention rate. After contacting alleo$tiggested executive directors and

reviewing study criteria with them, the researcher identified two executive directors who agreed

to have their chambers of commerce serve as the cases for the study. During the phone

conversations with each executiveaditor, the researcher summarized the details of the study

and answered numerous questions posed by each executive director.

After the executive directors agreed to participate in the study, they assisted the
researcher with identifying appropriate indivu al s f or the study’'s inter
(2018) emphasize that selected intervieweekide those who can prowdraluable information
that pertains to the study’'s rtheskbambédrguesti o
executive directordyoard members, staff members, and engaged chamber of commerce
members. The criteria used to select all interviewees pertained to either their role as a leader in
the chamber of commerce or their level of engagement in the chamber. The role of a leader in
this study includes those with both positional power and also those who directly develop and
implement engagement strategigsch as staff memberBhe researcher discusses additional
details on selection later in this section. Once the researcher dav@dist of interviewees for
each chamber of commerce, both executive directors emailed the potential interviewees to notify
them that the researcher would contact them regarpargcipaton in the study. The researcher
then sent each participan irntroductory email andn some case$ollowed up with a telephone

call to discuss their potential interest in participating.
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Yin (2018) stresses the importance of protecting human subjects in qualitative research.
Five ways to protect study participaimslude gaining informed consent, avoiding the use of

deception, protecting participants privacy a
any vulnerable groups, and choosing participants in an equitable manner (Yin, 2018). The
protections ér study participants that pertained to this study included gaining informed consent,
avoiding the use of deception, and protecting
researcher gave each participant a participant consent form prior to thieeimtevhich

described the case study, risks and benefits of participating, and enabled them to participate
shoul d they ¢ ho o slkeBprotdedbtemplatys fothei parteipasticansent s

forms, which the researcher then customized for this multiple case study. The use of the

participant consent forms ensured that there was no deception as the researcher fully disclosed

the details of the stydand all expectations for participants prior to their inclusion (Rashid, et al.,
2019). The researcher notified the participants that the researcher would protect and store all

their personal information and any provided data in a confidential manngeriburing them

both privacy and confidentiality (Bolderston, 2012). The researcher removed all identifying
information for participants in all case study documentation and records. Due to €0O\ie

recorded interviews took place using Webex. Confidétyt is challenging to ensure with online

interviewsdue to potential access by systems admir
immediately following all interviews, the researcher downloaded the Webex files to a secure
hard drive and deletetie recordings initially housed on the Webex server. The effective and

consistent use of the above three methods ensured the ethical protection of all participants.
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Population and Sampling

A study’s population represents the entire
share common attributes regardthg topicbeing studied (Ragab & Arisha, 2017). The general
population of this study includes chamber of commerce organizatioms nited States that
meet the specific study criteria discussed in the below section. Chambers of commerce in
Nort heast Ohio serve as a subset of this stud
individual counties and approximately 50 chamlzérsommerce operate in those counties. The
researcher does not know how many of those 50
specific criteriaas research does not exist that addresses this topic. In the specific context of data
collection, populationsiclude individuals who possess the information that the researcher must
obtain in order to answer the research questions (Ragab & Arisha, 2017). The population for data
collection of this study includes chamber of commerce leaders and engaged menfigetsan
chamber of commerce case study sites. The researcher estimatbeshtititambers of
commerce havever 40 chamber leaders and 200 engaged members. The researcher used both
purposive and quota sampling to determine the leaders and engaged menobeastisipated

in the study.

Discussion of Population

As previously discussed, the researcher worked with an intermediary to identify
numerous chambers of commerce who fit the organizational criteria for the study. The criteria
required that chosen casiées possess a suburban locatatiotal membership of less than 750
members, paid staff members, and a member retention rate greater than the national average of
86%. After the researcher spoke with numerous recommended chamber of commerce executives,

she chose to study two chambers that were willing to participate and that fulfilled each of these
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criteria. In selecting the case study sitae researcher utilized replication logic rather than

sampling logic as advised by Yin (2018).

Once the researcher secured the sites, the researcher needed to determine participants and
gain access to them (Creswell & Poth, 2018). The population for the study included all chamber
leaders who had experience developing and implementing strategpsedies encourage and
support member engagement. The population also included highly engaged and committed
members who donated time and money and who also actively participated in the chambers of

commerce.

Discussion of Sampling

A sample is a list of idividuals from the population chosby a researchdo participate
in a study (Ragab & Arisha, 2017). Therefore, the sample in this study comprises selected
leadersof the two chambers of commerce case study, sitelsiding executive directors, board
menbers, committee chairs, and staff members who have experience with developing and
implementing member engagement strategies. The sample also includes selected chamber of

commerce membetbat serve asommitted donors, volunteers, and chamber participants.

In qualitative research, researchers determine samples by using sampling techniques
(Rosenthal, 2016). Potential sampling t@gies includewo main classifications, probability
and norprobability (Saunders et al., 2009). In probability sampling, eweliyidual in a
population has an equal probability of being randomly chaseart of a sample (Ragab &
Arisha, 2017). In contrast, with ngarobability sampling the researcher determines the sampling
techniques rather than leaving that selection tdoanchance (Ragab & Arisha, 2017).

Qualitative studies largely rely on ngnobability sampling (Rosenthal, 2016). Five major-+on
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probability sampling techniques that researchers frequently utilize in qualitative studies include
guota, purposive, snowbadlelfselection, and convenience (haphazard) (Saunders et al., 2009).
Quota sampling uses stratified sampling and chooses individuals from different groups using a
set quota for each specific group (Saunders et al., 2009). Purposive sampling involves a
researcher using judgment to choose individuals with the best ability to help the researcher
achieve the research objectives (Saunders et al., 2009). Snowball sampling includes contacting
various individuals and asking them to recommend individuals for tly $aunders et al.,

2009). Selselection sampling allows individuals to express their interest in participating in the
research and convenience/haphazard involves choastagsibléndividuals at random for

inclusion in the study (Saunders et al., 200

The researcher used both purposive and quota sampling techniques when choosing the
participants in this studylhe researcharsedpurposive samplingecausehis approaclkensures
that those who participate in the study have experience with the paeaonrbeing studied
(Rosenthal, 2016). In this study, the researcher strove to develop a deep understanding of
| eaders’™ and members’ extensive experience Wwi
leaders all had direct experience with developing and/pleimenting engagement strategies.
This was critical because their direct experience with engagement strategies enabled them to
have knowledge regarding the challenges of engagement, the most successful engagement
strategi es, and tirpacs @ mentber eeterdigni Vtls regardsad neemlers a |
that the research chosestsdy participantsshamber leadersonsideredhem allhighly
engaged; they were committed donors, volunteers, and active participants in chamber events.
The researcher usedata sampling because the researcher sought to understand the perspectives

of different types of engaged chamber of commerce members. Therefore, the researcher set
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guotas for gender, length of membership in the chamber (both short and long term), and age
(three generations). Both chambers of commerce use ChamberMaster, a customized customer
relationship management (CRM) program for chambers of commerce. Using reports from
ChamberMaster that summarize engaged members, the researcher worked with eacho€hamber

commerce’ s executive director to select study
sampling techniques. The executive directors also assisted the researcher with identifying board
members, committee chairs, and staff members who had experiehaewdioping and

implementing engagement strategies for inclusion in the sample.

Sample size is a critical consideration in qualitative studies (Creswell & Poth, 2018).
However, firm rules for setting a sample size in qualitative studies do not esith et al.,
2013). Creswell (2016) states that an appropriate sample size depends on the study design, the
level of issue complexity, available resources, and the amount of research data. Setting a sample
size for irdepth interviews requires a resdacto strike a balance between the need to achieve
a rich experiential description of the phenomenon from participants without sacrificing the
experiences of the entire population of potential participants (Rosenthal, 2016). Researchers best
achieve balare by using the saturation principle, which means that a researcher suspends data
collection when no new information is introduced during the interviews (Rosenthal, 2016).
Saunders et al. (2018) refers to saturation as informational redundancy, whichamhesl
signals the end of data collection and the beginning of data analysis. According to Creswell and
Poth (2018), saturation generally may involve 20 to 60 interviews depending on the design of the
study. Marshall et al. (2013) states that multipleecstadies should include at least 15 to 20

interviews.This study included interviews wittl leaders and engaged members fl@namber
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A and 10 leaders and engaged member from ChambBéreBesearcher discontinued interviews

when saturation was achieved.

Summary of Population and Sampling

The researcher used replication logic to select the two case study sites from the
population of all chambers of commerceNartheast Ohio that met thpexcific selection
criteria. The data collection population included all chamber leaders and engaged members at
both chambers of commerce. Using both purposive and quota sampling, the researcher selected
and interviewe@1 individuals for the study, a numbeonsistent with expert recommendations
(Marshall et al., 2013; Creswell & Poth, 2018). In order to ensure that the sample size was

appropriate, the researcher utilized the saturation principle.

Data Collection and Organization

Data collection ighe systematic process of collecting data from numerous sources
(Moser & Korstjens, 2018). Creswell and Poth (2018) state that the hallmark of a strong
gualitative case study is thifie approaciprovides an irdepth understanding of the case, which
reseachers accomplish by collecting and integrating numerous types of available qualitative
data. In addition, Creswell and Poth (2018) visualize data collection as a set of interrelated
activities that include locating a site(s)/individual(s), gaining acaedsleveloping rapport with
participants, sampling, collecting data, recording data, minimizing field issues, and storing data
securely. Previous sections discussed locating the case study sites, gaining access, building
rapport, and sampling. Thereforbist section specifically discusses the data collection plan, the

instruments used for data collection, and the data organization plan (including data storage).
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Data Collection Plan

Yin (2018) summarizes six types of evidence commonly included in case study research:
documentation, archival records, interviews, direct observation, parti@paatvation, and
physical artifactsThis study includes the use @dcumentation, archivaécords, interviewsand
direct observationThe researchealid not use participant observation becatlse type of
evidenceequires that the researcher participate in the actions being studied (Yin, 2018). The
researcher only obsem®oard meetings, comittee meetings, and member meetings rather than
actively participang. In addition, the researchéid not use physical artifacts, which include
items such as technological devices, artwork, tools or instruments, or other physical evidence,
because theglid not apply to this research (Yin, 2018he use of various sources of evidence in
case studies is critigas the motive of completing a case study is to develop-depth
understanding of a phenomenon in its+walld context and multiple source$evidence
deepens that understanding (Yin, 2018). In addition, the use of multiple sources of evidence
provides the researcher corroborating evidence, which deepens the understanding of a theme or
perspective (Creswell & Poth, 2018). Researchers retbrgd@orroboration of evidence as
triangulation, which helps to strengthen the validity of case study research (Yin, 2018). The

below paragraphs summarize the four types of evidence used in this study.

Documentation.

Case studies ought to include documentation because documentation serves the important
role of corroborating and augmenting evidence from other sources used in the study (Yin, 2018).
Documentation may include agendas, announcements, and meeting minaiaisteation
documents such as internal reports; and news articles pertaining to the organization (Yin, 2018).

After receiving signed permission to collect documentation, both chambers of commerce
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provided the researcher with copies of meeting minutesdageand internal reports that
pertained to member engagement and retention. For example, the meeting minutes for the
membership committest Chamber Berved as an excellent source of documentation that
repeatedly discussed member engagement effortgeSkarcher also completed an online

search for news and magazine articles on both chambers of commerce.

Archival Records.

The usefulness of archival records will vary in case studrekival records could serve
as theobject of extensive analydis some casstudiesand in others archival recordsnay hold
minor relevance (Yin, 2018). Archival records include federal, state, and local files;
organizational service records; organizational records such as budgets; geographical maps and
charts; and survey data completed by those outside of the agami¢yin, 2018). The
researcher completed an extensive review of t
(LinkedIn, Facebook, Twitter, YouTube, and Instagram) in search of information on member
engagement efforts. The websites and social medauats provided extensive information on
member benefits, chamber programs, and the or
of commerce also provided access to organizational records that included completed member
survey reports, strategic plars\d strategic plan update reports. In addition, the chambers of
commerce provided service recardéich showed member retention rates from year to year.
The organizational records provided the researcher with significant information that pertained to

memler engagement and retention.
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Interviews.

In-depth semstructured interviewsomprisethe main source of evidence in this study.
After the researcher discussed potenti al i nt e
executive director, the researcher contacted the interviewees by amlaih some casgsy
phone, to confirm thir willingnessto participate and to schedule a mutually agreeable time for
the interviews. Theesearcher listed theterview questions for each type of interview (chamber
leader and engaged member) in the interview guides (Appendices B & C). D@¥/tD-19, all
interviews did not take place fat@face, but rather using the online virtual platfokivebex.
Prior to the interview, the researcher received signed consent statements from all interviewees
via email.In addition, the researcher providéa tinterview questions to the participants prior to
the interview, which assisted the researcher in preparing the interviewee and lessened the
interview time.The average interview time was 30 minufBse researcher also received
approval from all intengwees to record the interviews. The researcher used Webex to record the
interviews in addition to an iPhone spegotiext app.Immediately following each interview,
the researcher transcribed the recordings into a written document and then erasedding reco
housed on the Webex server and the iPhone app. The researcher also provided the interviewees
with the opportunity to review the final transcripts of their interviesesiolars refer to this
processas member checking, which is a best practicefarbst i shi ng a study’' s v
(Bolderston, 2012)The researcher also complegefewfollow-up interviewsvia emailwith the

goal of addressing additional questions that arose during data analysis.
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Direct Observation.

Yin (2018) advocates thdirect observatiocan provideadditional information on a
study’s topic. Direct observation could inclu
activities etc. (Yin, 2018). Direct observation may provide the researcher with additional insight
as the pocess enables the researcher to observe participants in a natural environment (Morgan et
al ., 2017). The researcher worked wiwhoh each <c
suggested valuablaeetings and ewésto attend. Based on their recommendatidhe
researcher attended board meetings, committee meetings, and general membership meetings over
afour-weekperiod. The researcher took notes during the meetings that summarized both the
content and the behaviors and interactions of chamber leadgesthdf due to COVID19,the
majority of the meetings took place virtually using the online virtual meeting platforms Zoom
and/or Webex. The researcher also made direct observations while completing interviews and

while visiting the chambers of commeitcecollect other forms of evidence.

Instruments

As previously discussed, this study includes two main instruments, the researcher and
interviews. Stake (2010) states that the researcher oftentimes serves as the main research
instrument in qualitative research studies. In case study research, Yin §29u& thaa
researcher must have trainiagd experience in order to effectively address the interaction
bet ween the study’s iIissues and data collectio
and fairly interpret the answers, actively listen, a@madaptive, firmly understand the issues
being studied, and adhere to ethical standards (Yin, 2018). With regards to interpretation,
gualitative research is heavily based on the interpretation of researchers (Stake, 2010). A

researcher must continuouslgfine and redefine the meanings of what they see during
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observations and what they hear during interviews (Stake, 2010). Therefore, the researcher
served as an instrument in this study by fairly, ethically, and carefully interpreting what she
observed antieard during both direct observations and interviews. The researcher also actively
listened during the interviews and actively participated by asking clarifying and probing
guestions. The researcher remained calm and adaptive throughout the studyyserhsise
encountered technical difficulties during the online interviews. In addition, the researcher had a
strong grasp of the concept of member engagement given her completion of an extensive
literature review and her twenfive years of work with chabers of commerce. However, in

order to minimize bias in the studyiven her experience with the topibe researcher used the
memoingmethod of bracketing. Finally, the researcher took the utmost care to conduct research

ethically.

Interviews served ake second main instrument in this study. Intervisarse a®ne of
the most important sources of case study evidence because they provide explanations to key
events and provide insights regarding partici
(2010) interviews serve the purposes of securing unique information and phenomenon
interpretations from interviewees, generating aggregate data from numerous individuals, and
providing information on phenomenon that the researcher cannot observep&aio this
study’s interviews included the two chamber o
committee chairs, staff members, and engaged members. The researcher developed two
interview guides, the first for chamber leaders (executive diedioard members, committee
chairs, and staff members), and the second for engaged members. The interview guides include
an introductory statement, main interview questions, and a closing statement (See Appendices B

& C). The researcher useddepth semstructured interviews that primarily consisted of open
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ended questions. Most qualitative research usessenctured interviews (Gephart & Saylors,

2020). Semsstructured interviews have a set ofpletermined questions like structured

interviews, buthey allow for the flexibility of asking additional questions, which allows new

ideas to emerge during the interview (Ragab & Arisha, 2017). Additional questions may include
probing and clarifying questions, which help the researcher to refine the infamraati

interpretation (Stake, 2010). The researcher also developed a member engagement best practices
checklist (Appendix A), which she used during each interview. The researcher determined which
best practices to include on the checklist by reviewingktmsive literature review. As

interviewees mentioned best practices listed on the checklist, the researcher marked them on the
checklist. This enabled the researcher to draw comparisons between the two case study sites

during the analysis phase.

Theresearcher designed the oparded interview questions included in the interview
guides to align with the four research questions, so that participants could share thegransight
perspectives on each research question. The researcher asked bothopieistioms and
behavior questions. Opinion questions aim to understand what individualsaihthkehavior
guestions aim to understand what individuals do (Ragab & Arisha, 2018). The researcher asked
chamber leaders questions that pertained to theireciggs with securing member engagement
in each of the four engagement dimensions (commitment, donations, volunteers, and
participation). The researcher also asked chamber leaders questions designed to uncover
strategies that they use to encourage and suppoh of the four engagement dimensions, in
addition to questions that sought to capture how those strategies impact member retention.
Finally, the researcher asked chamber leaders questions regarding which strategies chamber

leaders considerdukst pragtes for supporting each of the four engagement dimensions and
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what leadership skills they used to support each of the four engagement dimensions. The
researcher asked engaged members questions that sought to understand the challenges that
negatively impated their commitment, volunteering, donations, and participation in the

chamber. In addition, the researcher asked engaged members questions about strategies that
chamber of commerce leaders use to encourage their commitment, donations, volunteering, and
participation and the impact of those strategies on their decision to renew membership annually.
Finally, the researcher asked engaged members questions that sought to discover which leader
strategies and skills most effectively supported their commitraehimteering, donations, and

participation in the chamber.

The researcher also asked attribute questions of both the chamber of commerce leaders
and engaged members, which helped provide con
context is essentiabtqualitative data interpretation (Stake, 2010). Attribute questions define
individual’'s characteristics, such as demogr a
ended the questions with afinalbrdach s ed questi on t hgthatawvshawd, “ i s
missed that you think is important to discuss regarding member engdgéfieting an
interview with this type of final question can reveal additional important information
(Bolderston, 2012). In developing all the questions, the resedotlosved the best practices of
using truly operended, neutral, singular, and clear questions (Rosenthal, 2016). A best practice
in interviewing also includes placing the questions in a coherent order on the interview guide
(Rosenthal, 2016). The reseanchgranged the question order so that all questions that addressed
each specific dimension of engagement (commitment, giving of money, volunteering, and
participation) were included together. Finally, numerous research professionals reviewed the

interviewguides to ensure that the questions adhered to best practices.
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Data Organization Plan

Yin (2018) advocates that researchers create a case study database, which compiles all of
the data from the case study. The data included in the database re@iésentses of evidence
that the researcher collects throughout the research and allows for easy retrieval (Yin, 2018). In
addition, a welorganized database assists the researcher with analysis (Yin, 2018). Four
components of the case study databadedecotes, documents, tabular materials, and narrative
compilations (Yin, 2018). The researcher included three of the four recommended components in

the case study’'s database and created digital

Themostcommon component of the databassudes case study not@éin, 2018). The
researcher used extensive handwritten, audioMaobsoft Word transcribed case notes. In
addition, as previously mentioned, the researcher received permission to recoeivadivirst
After the researcher transcribed the interviews into Word files, the researcher stored them in the
database. Creswell and Poth (2018) staerdsearchers mustask participant names to avoid
any identifiable information in research files. Therefore, in order to maintain confidentiality for
participants, the researcher erased any identifying content on the interview transcripts and
created keys that linkedthet er vi ewees’ names to unique numbe
the researcher completed data collection, she then deleted all identifiers. The case study notes
folder in the database also included field notes from direct observations, and docurnysig ana

notes.

The database’s document folder i1included al
study; including meeting minutes, agendas, completed member survey reports, strategic plans,
strategic plan update reports, service records, and internalsépat pertained to member

engagement and retention. In addition, the researcher included all newspaper and magazine
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documents in this folder. Based on Yin’ s (201
bibliography that served as an index éaich of these documents, which allowed for easy

retrieval.

T h e d a tharhtigescenipigationfolder included all documents that the researcher
used to organize material. Qualitative research uses coding systems to sort collected data by
themes in ordeto organize the information in a useful manner (Stake, 2010). The coding process
identifies a large number of codes, whibke researchehen abstrastinto distinct themes
(Rosenthal, 2016). The researcher ultimately developed themes by analyziterakw
transcripts, field notes, documentation, and archival records. The researcher used color coding to
easily differentiate study themes in all data sources. The researcher transcribed all data from each
of the study’ s f i nadfiles. Roeeranple, alldbcomentatiahj akchivdlu al W
record, and direct observation notes and content that pertained to the theme of communication
were transcribed into one Word document. In order to completedas@and crossase
analysis, the researchamganized the data according to case site within the files. The researcher
used NVivo to organize data and themes for all case study evidence. The researcher collected a
large amount of data and NVivo enabled the researcher to more easily code andzeategor

data (Yin, 2018).

The researcher took numerous steps to ensure the security of all case study data.
According to Arwood and Panicker (2019), researchers can accomplish the safeguarding of data
by immediately removing all identifiers, usingnasputer passwords, and storing information on
computers without Internet access. First, as previously mentioned, the researcher removed all
direct identifiers for participants as soon as possible after the interviews and transcripts were

completed. Seconthe researcher stored the case study database on a pagsyected
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computer that was not connected to the Internet. Third, the researcher was the only individual
who used the computer at any time and who had
when not working on the case study, the researcher stored all paper notes and informed consent

forms etc. in a locked file cabinet only accessible by the researcher.

Summary of Data Collection and Organization

This study included two main instrumengemistructured interviewsand the researcher.
The researcher developed two interview guides that includedespiad questions designed to
answer the study’'s four research questions. |
collected evidece from archival records, documentation, and direct observation. The researcher
organized all evidence, in addition to case study notes and narrative compilations, in a case study
database. Finally, the researcher secured the database on a passtectst computer without

Internet access and removed all participant identifiers from the database.

Data Analysis

Data analysis is a process designed to sort and classify collected data (Creswell & Poth,
2018). Yin (2018) suggests beginning data analygishoosing one of four general analytic
strategies, which include relying on theoretical propositions, starting first with the data by
noticing patterns and concepts, developing case descriptions, and examining reasonable rival
explanations. In this stugyhe researcher first relied on theoretical propositions regarding the
leadership behaviors and actions taken by chamber leaders and their impact on member
engagement and retention. In qualitative research, the data analysis process includes five main
components: organizing data, reading and memoing initial ideas, using coding to reduce the data
into themes, interpreting the data, and depicting the data visually or with a discussion (Creswell

& Poth, 2018). The pr evi ouataosganizationdechniquessand s s e d
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the bel ow sections cover the remaining four c

process

Emergent Ideas

Following the collection of all of the data, the researcher began the process of exploring
the entire case study database. Scanning the entire database enables a researcher to create a
“sense of the data as a wholef wdddiorug” g(eQ@rtda nvge
Poth, 2018, p. 188). While reading all of the evidence, the researcher wrote notes/memos in the
margins of all interview transcripts, documentation, field notes, and archival data in order to
synthesize the data into a higher leviedialytic meaning. The researcher then segmented and
documented the ideas and concepts discovered in each source of evidence (Creswell & Poth,

2018).

Coding Themes

After memoing, the researcher began the coding process. Coding is essential in
gualitative research and involves the researcher making sense of all the text collected from the
sources of evidence (Creswell & Poth, 2018). Coding is the process of identifying parts of
meaning in data and marking them with a code, which includes aithierd or short phrase that
encapsulates meaning (Linneberg & Korsgaard, 2019). Coding allows a researcher to develop
thorough insights into data, makes the data easily accessible and retrievable, provides a structure
for comparison of the data, ensurestrs par ency and validity, and g

participants (Linneberg & Korsgaard, 2019).

Researchers complete coding with an inductive, deductive, or blended approach

(Linneberg & Korsgaard, 2019). Inductive coding develops codes directiytfi@ata, whereas
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deductive coding uses a galefined list of codes created before the coding process based on

known concepts in the existing literature (Linneberg & Korsgaard, 2019). A blended approach
includes both inductive and deductive coding artiésmost commonly used approach in

gualitative research (Graebner, et al., 2012). The researcher used the blended coding approach in
order to remain open to new concepts in the data, while also remaining cognizant of the themes

in the existing literatureromember engagement in nonprofit associations (Linneberg &

Korsgaard, 2019). The researcher also utilized fanstl seconaycle coding. Firstycle coding

includes creating descriptive codes in addition to attribution codes, which assign codes to larger
segments of datauch as the interviews and observation notes (Saldana, 2015). $gctand

coding includes refinement of initial codes, exploring patterns acrossyuks codes,

categorizing codes, and exploring patterns across descriptive and@ttodes (Saldana, 2015).

The researcher used NVivo, a data management software program, to assist with the coding
process of all case study evidence, in addition to traditional coding methods (Rosenthal, 2016).
When initially reviewing all case study eeidce from interviews, documentation, archival

records, and direct observation, the researcher used highlighting to distinguish various codes.
Thent he researcher used NVivo to create codes t
themes. The researctmeated a codebook, which included a name of each code, a description,
and example(s) of the code using case study data from each case per research best practices

(Creswell & Poth, 2018).

Upon completing the coding process, the researcher began lookihgifites/categories
of information, which normally involves identifying five to seven general themes (Creswell &
Poth, 2018)Creswell and Poth (2018) define theme$aager units of informatiothat include

numerous codes. The researcher used a contbinati o f Creswel | and Poth's
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strategies for theme development, which included highlighting, memoing, pattern matching, and

creating diagrams.

Interpretations

Following the completion of the coding process, the next data analysisetédves
identifying themes, patterns, and relationships within the collected data (Yin, 2018), and making
judgments about what is meaningful (Creswell & Poth, 2018). Interpretation includes drawing
out larger meaning from the dabeyond the codes atidemes (Creswell & Poth, 201&nd
making conclusions regarding the collected data (Lindgreen et al., 2020). Interpretation
oftenti mes involves |linking the researcher’s
researcher did in this multiple @study (Creswell & Poth, 2018). The researcher first
completed a withircase analysis, which considered themes and patterns with the data of each
inclusive case site (Lindgreen et al., 2020). Then, the researcher completedcasecmsalysis,
which identified similarities and differences on key concepts between the two case sites and

allowed the researcher to see common patterns (Lindgreen et al., 2020).

Data Representation

The final phase of data analysis includes representing and visualizingtah@deswell
& Poth, 2018). The researcher summarized the findings of the multiple case study according to
theme and provided comparisons and contrasts between the two case study sites in the final
report. The researcher also used visual tables to dtestne identified themes and the
similarities and differences between the two case sites with regards to member engagement
strategies. In addition, the researcher used a visual table to summarize the final recommended

member engagement best practicecf@ambers of commerce.
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Analysis for Triangulation

Triangulation serves the researcher well becthiseapproaciprovides a deeper
understanding of the research problem and reveals findinghéh@searcher may noetect if
the researchanly usesa single method (Renz et al., 2018). Four types of triangulation include
methods triangulation (use of quantitative and qualitative data), investigator triangulation (use of
oneor more coders or analysts), theoretical triangafafuse of numerous theories regarding a
hypothesis), and data analysis triangulation (Renz et al., 2018). The researcher used data analysis
triangulation in this study, which uses teomore methods to analyze data (Renz et al., 2018).
NVivo enabled theesearcher to count the incidence of words and codes and then locate the
codes within all of the data sources (Yin, 2018). The researcher was then able to confirm that
codes, which eventually were developed into themes, either appeared or did not appear
throughout the various sources of evidence that pertained to each case study siteeThen
researcher performed a qualitative analysis of the evidence with the understanding of which

codes and eventual themes consistently appeared throughout the evidence.

Summary of Data Analysis

The researcher used memoing, coding, interpretation, and visual representation to
complete data analysis. The researcher began by memoing, which familiarized the researcher
with all of the data in the case study database. Tieernesearcher used a blended approach to
coding along with firstand seconaycle coding. This process resulted in the identification of
numerous themes in the study. Upon identifying the themes, the researcher completed both
within-case and crossase aalyses in order to make conclusions about the collected data.
Finally, the researcher depicted and summarized the data and conclusions using numerous tables

and a written report.
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Reliability and Validity

Qualitative case study researchers must addeéiability and validity concerns
(Lindgreen et al., 2020). Various methodical strategies exist to ensure the validity and reliability
of qualitative research (Noble & Smith, 2015). Because qualitative research involves the
interaction between the reseaec and phenomenon, it is a challenge to evaluate research quality
given the multitude of perspectives held by researchers (Lindgreen et al., 2020). Validity aims to

ensure that a studjoesnot simplyreflectt he r esearcher’ s pegreesetn al

al., 2020), and reliability demonstrates thaésearcher could repeastady andliscoverthe

n

same results (Yin, 2018). The following secti

validity and reliability.

Reliability

The goal of reliabity is to reduce any errors or bias in a study (Yin, 2018). Reliability
also pertains to using a research approach that is both consistent and well documented
(Bolderston, 2012). Lindgreen et al. (2020) recommends that developing an interview protocol
anda case study database are two best practices to achieve reliability. Bolderston (2012) also
states that ensuring the accuracy of transcripts and the consistent use of coding contributes to

reliability.

This study used an interview protocol, case stuatglthse, a code book, and two
recording devices that assisted in transcription in order to achieve reliability. The researcher
developed two interview guides, which include a set list of questions in addition to potential
clarifying and probing question$his ensured that the researcher posed the same questions to all
interview participants. The researcher also used a case study database, which Yin (2018) highly

advocates given its ability to increase reliability. In addition, the researcher used both Webe
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closed captioning and an iPhone application to ensure proper recording of the interviews. When
creating the interview transcripts, the researcher used both recordings to ensure accuracy.
Following the transcription, the researcher provided each intezei¢ine opportunity to review

the transcription. Finally, the researcher created a code book, which included the name of each
code, a description, and example(s) of the codieg case study data from each case. This
methodologyhelped to ensure that thesearcher consistently applied the codes and eventual

themes across all data.

Validity

A study’'s validity pertains to its “credib
and confirmabil it y,p 256Reseachers can edsurétiafitithof 2 01 8
quality case studies using three design tests: construct validity, internal validity, and external
validity (Lindgreen et al., 2020). Construct validity ensuresrémsgarchers ussperational
measures for the condspnder studyYin, 2018). Internal validity only applies to explanatory
and causal studies, which seek to establish a causal relationship (Lindgreen et al., 2020).
Expl anatory and causal studies’ research desi
researcher concludes that a causal relationship exists between two variables velcgnhe
cause is the result afthird variable (Yin, 2018). Finally, external validity illustrates the ability
to generalize a case sresealcher ssedinumerdus strgtegie{ti n, 2
ensure construct, internal, and external validity in this study. Creswell and Poth (2018) suggest
that researchers use at least two validagiostegiesand the researcher surpassed this baseline

in this study.

The researcher utilized triangulation, saturation, member checking, and rich case

descriptions to accomplish construct validity. Triangulation is the use of multiple sources of
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evidence/data in conjunction with individual interviews (Bolderston, 2012). Julation is one

of the most commonly used methods to ensure validity in qualitative research (Olson et al.,
2016). A case study’s conclusions are more coO
sources of evidence (Yin, 2018). This study inctitee use of interviews, documentation,

archival records, and direct observations. By drawing upon multiple sources of evidence, the
researcher ensured the corroboratibthes t u d y ’° «Cresviek &Roth, 2018).

Triangulation is closely related to gedtion, which the researcher also used to ensure validity

(Hayashi et al., 2019). Data saturation is the gold standard for quality research (Saunders et al.,
2018), and its use in this study resulted hl@pth and rich data (Hayashi et al., 2019). The

researcher also used member checking, which is the process of asking interview participants to
review transcripts and confirm their accuracy (Bolderston, 2012). All interview participants

reviewed transcripts of their interviews and provided changes/gdieessary. Finally, the
researcher created rich case descriptions, wh

transferability of the study’s results to oth

Pattern matching serves as one approach that enablaschess to address internal
validity (Lindgreen et al., 2020). Yin (2018) argues that pattern matching is a desirable tactic in
case studies because the technique markedly strengthens internal validity. Pattern matching logic
involves comparing the empiscl pattern from a case study’ s fi
created prior to data collection (Yin, 2018). Wisamilar patterns occuthenthe researchdras
increasednternal validity (Yin, 2018). The researcher used pattern matching in this ahaly,

also completed a crossise analysis that compared the patterns in each case.

In order to ensure external validity, the researcher used replication logic and specification

of the populationtwo primary ways to accomplish external validity (Lindgreen et al., 2020). As
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previously discussed, the researcher selected the two cases in this study becarsaddred
themliteral replications. Similar analytic conclusions that result from twopaddent cases are
more powerful (Yin, 2018). Additionally, the researcher provided a detailed description of each
case study site and its contgkiusallowing the reader to understand the population of interest

and determine whether notthereader cold applythes t udy ' s ¢todlifieceht getings. n s

Bracketing

Bracketing involves researchers setting aside their experiences and looking at the studied
phenomenon with a fresh perspective and open mind (Tufford & Newman, @@&Hdyell &
Poth, 2018). A researcher accomplishes bracketing by summarizing his or her own experiences
with a phenomenon and then ®“bracketing out"”
experiences of others (Creswell & Poth, 2018). As previoushnsarized in this section, the
researcher used the memo method of bracketing throughout data analysis, which enabled the
researcher to examine and reflect upon her engagement with the data (Tufford & Newman,
2010). This approach allowed the researcher veldp numerous insights as she completed data

analysis (Tufford & Newman, 2010).

Summary of Reliability and Validity

The researcher used multiple methods to ensure establish the validity and reliability of
this study. The researcher addressed constalidity by using triangulation, saturation, member
checking, and rich case descriptions. Pattern matching was used to address internal validity and
the use of both replication logic and specification of the population addressed external validity.
The resecher used an interview protocol, case study database, a code book, and two recording

devises in order to ensure the reliability of the study. Finally, the researcher utilized bracketing in
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order to address bias in the study originating from the researshero wn experi ences

member engagement in chambers of commerce.

Summary of Section Zand Transition

This section summari zed how the researcher
was multifaceted in this stugdgs she selected the case stuthssand participants, and also
collected, organized, and analyzed data. This section addressed why the qualitative flexible
design using a multiple case study method was the best choice for this study given the posed
research questions. This section astined the eligible participants in this study and the
sampling techniques used by the researcher to select the final participants. The researcher
collected four types of evidence in this study and organized all study data using a case study
database witthree components. Finally, this section summarized the process that the researcher
used to complete data analysis and reviewed the numerous techniques that the researcher used to

ensure validity and reliability of the studgcluding the use of brackegirto address bias.

The next sectiopresent an overview of the study and the findings of the study. The
findings of the studyncludethe discovered themes, interpretation of the theares,
representation and visualization of the dataaddition, the findings of the stu@ysoaddresshe
relationship of the f i ndicongeptua framdwbrle anscipatedly ™ s r
themes, literature, and problefhe next section alsacludesa discussion ohowtre st udy ' s
findings can improve general business prastandpotential application strategies that
chambes of commercecan use to strengthen their member engagement approgctaly, the
researcher gives recommendations for further study and reflectshepbiblical perspective of

the study and her personal and professional growth.
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Section3: Application to Professional Practice and Implication for Change

Overview of the Study

This qualitative multiple case study examined two chambers of commerce in Northeast
Ohio in order to understand the best leadership strategies for engaging members. The purpose of
the study was tadd to thescholarlybody of knowledgdy discovering effectivetsategies to
engage chamber of commerce members, developing a leadership model for member engagement,
and identifying best practices that chamber of commerce leaders should use to engage members.
The study sought to highlight the importance of member engegt in chambers of commerce
and provide leaders with a leadership model and list of best practices that would assist them in

strengthening their approach for supporting and increasing member engagement.

An intermediary introduced the researcher to n@ugichambers of commerce executive
directors at Northeast Ohio chambers of comme
(suburban location, above average retention rate, paid staff members, and member counts less
than 750). The researcher then cot@d¢hose leaders and ultimately received permission to use

two of the chambers of commerce as case study sites, which met the study criteria.

Both executive directors worked closely with the researcher and helped her identify
potential study participantsvhich included both chamber leaders (paid staff and volunteers) and
engaged members. The researcher used quota sampling for engaged members to ghsure that
study’ s s a diffederg genders, hgesdgendrations, and length of memberships. Using
email invitations, the researcher secured interviews with 21 total chamber leaders and engaged
members at both case study sites. The researcher used two interviews guides (Appemdices B a

C) during semstructured virtual interviews and concluded interviews upon saturation. Using
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two guides enabled the researcher to ask different questions to each group of participants,
chamber leaders and engaged members. The researcher recordenhiesvetising Webex and
completed transcriptions, which all participants reviewed for accuracy. In addition to interviews,
the researcher collected documentation and archival records, and completed numerous direct

observations (both virtual and in persamhpoth case study sites.

Following data collection, the researcher used NVivo to analyze all data and develop
seven primary themes and additional-uemes found in the data. The discovered themes
closely aligned with t hadership madglfosmembem cept ual f
engagement, which the researcher developed following an extensive literature review. The next

section provides a detailed summary of the st

Presentation of the Findings

This sectionncludesan analysis and intergiation of data collected during this
gualitative multiple case study. The researcher collected data that included documentation,
archival records, interviews, and direct observations from the two chamber of commerce case
study sites. Interviews accountid the majority of data collected, during which the researcher
asked a series of questions to leaders (Appendix B) and engaged members (Appendix C). The
guestions sought to discover challenges that negatively impact member engagement and
strategies thathders use to positively impact member engagement. In addition, the researcher
sought to discovethe best membership engagement practices of leaders, and to understand how
leader strategies impact member retention. The researcher asked questionsdabse@dedich of
the four member engagement dimensions to ensure a comprehensive approach. Following the
completion of data collection, the researcher uploaded all data to the qualitative software NVivo

and then used the software to code all data. After gotle researcher used an N\dipmduced
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diagram to identify coding relationships and final study themes. NVivo enabled the researcher to
apply data analysis triangulation, thereby confirming that codes and final themes were present
throughout the variousources of data that pertained to each case study site. In this gbetion
researcher presents the findings of witbase analyses for each chamber of commerce and the
findings of a crosgase analysis between the two chamber of commerce case stadylsite
researcher also discusses the relationship of

conceptual framework, anticipated themes, literature review, and stated research problem.

Case Study Chambers of Commerce

This study focused on celtting data from two distinct chambers of commerce in
Northeast Ohigpreferred to in this study as Chambers A and B. The below paragraphs provide
descriptions of the two chambers of commerce. Both chambers of commerce provide very
similar benefits and hav@milar board and committee structures. Both chambers of commerce
also have similar staffing levels. The main differences between the two chambers pertain to

service area and total number of members.

Chamber A.

Chamber A is located inMdortheast Ohio suburb and serves businesses in eight different
cities in one county. Chamber A currently has approximately 520 members that operate in
numer ous i ndust r-CG/HD-19 reénaomiate was 89%sA vplunteer board
composed of 12 @mber members provides oversight to two-fule and ongarttime staff
member. Numerous volunteers support the activities of the chamber and comprise the

membership of seven standing committees and occasional ad hoc committees.
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Chamber Aprovides numerous benefits to its memberduding networking and special
events, savings programs, certificate of origin processing, and various advertising opportunities.
Available member savings programs cover healthcare, energy, prescription &frogs, o
supplies, shipping, Constant Contact email services, and workers compensation. Chamber A also
has a professional development grant program that provides up to $250 to members for
professional development activities. In addition eéstingregular mothly networking events,

Chamber A also provides large, specialized events throughout theyea®as a popular and
well-attended golf outing, job farindustryspecific promotion eventand more. Chamber A
receives income from membership dues, programome, sale of sponsorships/advertising

opportunities, financial investments, and residual income from affinity programs.

Chamber A leaders provided the researcher with documentation that included board
meeting agendas and minutes for plasttwo yeas. Using Web searches, the researcher also
located numerous newspaper articles on Chamber A. Archival records for Chamber A included
the chamber’'s website, YouTube, Facebook, Twi
Chamber A also provided the researchigh recent member survey reports, service records that
summarized retention rates, and strategic plans and reports. The researcher completed four direct
observations at Chamber A, which included board and marketing committee meetings, one
virtual learnirg event, and an tperson networking event. All of the meetings and events were

held over a fouwveek period.

The researcher completed dirtual interviews using Webex during a thheeek time
frame, which included interviews of six Chamber A leadasfave engaged Chamber A
members. The researcher discontinued interviews sime@chievedaturation for each study

group (leaders and engaged members). The leaders who participated in interviews included all
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Chamber A staff members, the board chair, thiedchairs of the membership and marketing
committees. The engaged members who participated in interviews included three females and
two males. One engaged member was a boomer, thre€Saregation X, and one was a
millennial. Three engaged members hadimembers of Chamber A for longer than 5 years
and two engaged members had been members for less than five years. Within thikestudy,
researcher refers ©hamber A leaders as CAL1, CAL2 etc. and engaged Chamber A members

as CAM1, CAM2 etc.

Chamber B.

Chamber B is located in a Northeast Ohio suburb and serves businesses in one city.
Chamber B currently has approximately 400 members that operate in numerous industries.
Ch amb e r -CBVIR19 peter@ion rate was 87%. A volunteer boawthposed of 14
chamber members provides oversight to threetifuié and ongarttime staff member.

Numerous volunteers support the activities of the chamber and comprise the membership of

seven standing committees and occasional ad hoc committees.

Chanber B provides numerous benefits to its membectuding networking and special
events, savings programs, certificate of origin processing, and numerous advertising
opportunities. Savings programs available to members cover healthcare, energy, prescripti
drugs, office supplies, shipping, Constant Contact services, and workers compensation. In
addition to having regular monthly networking events, Chamber B also provides large,
specialized events throughout the ysaich as a popular and walitended gib outing,

leadership evestand job fais. Chamber B receives income from membership dues, program
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income, sale of sponsorships/advertising opportunities, investment fund income, and residual

income from affinity programs.

Chamber B leaders provided ttesearcher with documentation that included board
meeting and membership committee agendas and minutes fradttwo years. The researcher
also located numerous newspaper articles on Chamber B. Archival records for Chamber B
i ncluded t h eiteand douhuleer Facebook eTvitter, LinkedIn, and Instagram
accounts. Chamber B also provided the researcher with recent member survey reports, service
records that summarized retention rates, and strategic plans and reports. The researcher
completed thredirect observations at Chamber B, which included a board meeting and-two in

person networking events. All of the meetings and events were held over-a/¢aleperiod.

The researcher completed 10 interviews during afeeek time frame, which include
interviews of five Chamber B leaders and five engaged Chamber B members. The researcher
discontinued interviews onahe achievedaturation for each study group (leaders and engaged
members). The leaders who participated in interviews included all GhidBrdtaff members, the
board vice chair, and the chair of the program committee. The engaged members who
participated in interviews included two females and three males. Two engaged members were
boomers, two were generation X, and one was a millenniegéeTédngaged members had been
members for longer than 5 years and two engaged members had been members for less than five
years. Within this studyhe researcher refeto Chamber B leaders as CBL1, CBL2 etc. and

engaged Chamber B members as CBM1, CBM2 etc
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Themes Discovered

The researcher discovered seven prominent themes (Figure 2) and numerous
accompanying subthemes (Tableand 3) from the analysis of the 21 virtual interviews,
documentation, archival records, and direct observations that pertained to member engagement at
the two chamber of commerce case study sites. With the exception of a few subthemes,
researcher dcusseall of the discovered themes and a significant majority of the subthemes in
this study’s |literature review. While all the
all subthemes did not apply to data gathered from both chambers of coeniftee researcher
discovered other themes, such as member attraction; however, those themes did not directly
pertain to member engagement. Teéow narrative summarizes tbescovered themes and
subthemes. In addition, Table 2 below shows a summaryamngarison of the themes and

subthemes mentioned by leaders and members at Chambers A and B.

Table 2

Comparison of Study Themes and Subthemes Mentioned by Leaders and Engaged Members at

Chambers A and B

Study Themes Chamber A Chamber B

Leader Member Leader Member

Strong, trusting relationships

Make a personal connectierConnect
with members X X X X

Display integrity— Lead by example, hav
morals, display fairness, and keep
promises
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Study Themes Chamber A Chamber B
Leader Member Leader Member

Strong, trusting relationshipsContinued

Ensure responsiveneskisten and
respond to needs

Seek feedback using meetings, ema
surveys and/or phone calls

Show benevolenceShow caring
behaviors and commitment to members

Take voluntary actior Perform
unrequiredtems/actions

Meeting member s’
Provide value

Cost savings
Connections/networking

Visibility

Varied and quality learning programs

Community impact

Flexible approach (scheduling and/or
dues etc.)

Informational resources

Use creativity

X

X

X

X

X

needs

X

X

X X
X

X X
X X

and motivat.

X X
X X
X X
X X
X
X
X
X X
X X
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Study Themes Chamber A Chamber B
Leader Member Leader Member
Welcoming and communitipased culture
Provide inclusive, open minded, and X X X
welcoming environment
Display positivity X X X X
Encourag_e camaraderie, teamwork, and X X X X
collaboration
Strategic planning

Set mission X X X
Set vision X X
Develop measurable goals X X X

Collect data X X X

Measure results X X X

Provide support (pertains primarily to volunteers)
Connect skills with opportunities X X X
Offer training and guidelines X X
Show appreciation X X X X
Use empowerment X X
Presenawards/recognition*
Communication

Provide consistent, clear, and frequent
communication that communicates value X X X X
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Study Themes Chamber A Chamber B

Leader Member Leader Member

Communication- Continued

Effective message design X X

Use various channels (social media,
email, phone, website, text messages,

event announcements, and handwritten X X X
notes
Customize messages X X X X
Segmentation X X
Personal appeals and member visit: X X X X
Host member onboardings X X X
Group events X X
Oneon-one X X X
Lack of time and resources
Work and personal conflicts X X X X

Lack of organization resources including

working capital and staffing X X X X

* Study subthemes not mentioned by leaders or members but found in documentation and/or

archival data.

Strong, Trusting Relationships.

Strong and healthselationships drive the highegalue opportunities for member

engagement in associations (Gammel, 20d1ddtrust serves as the foundationhafalthy
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relationshig (Thompson, 2018). The presence of trust in a relationship supports commitment
(Crane, 2018 positive donor behavior (Alhidari et al., 2018), and volunteer satisfaction and
retention (Dal Corso et al., 2019). In the specific case of associations, the relationships that
members have with others within an association are critical for buildisg(tuang & Chen,

2016). Chamber leaders and engaged chamber members in this study discussed five of six trust
dimensionsn alignmentwithCr ane’ s (2018) hol i swhichcomprisak ehol d
the majority of subthemes under this theme. Thetfivet dimensions include integrity,

benevolence, responsiveness, voluntary action, and transparency. For organizational purposes in
this studythe researchatiscussedransparencynder the theme of communication and referred

to transpaencyas the subtheme of providing consistent, clear, and frequent communication. In
addition,the researcher addresgsbd trust dimension of responsiveness, which consists of

listening and responding to needs, urgtesng, trustingelationships and the sewb major

study theme of meeting member needs and motivations by providing benefits. The researcher
discovered a sixth subtheme pertainingttong, trustingelationships, whichnicludesthe

importance of making personal connections with leaders andsathétre organization.

MeetingMe mb e Neesdg8 andM otivations by Providing Valuable Benefits

Research has shown that members engage less with organizations that do not meet their
needs and motivations (Hung & Hager, 2020); therefore, leaders mustyidesatnber needs
and motivations and provide benefits that match those needs and motivations (Ki & Wang,
2016). Chamber leaders and engaged chamber members in this study repeatedly discussed the
subtheme of providing value to chamber memb&ieey role ofassociationgncludes providing
value to member&Stoffel, 2015). Chamber leaders and engaged chamber members discussed the

value provided through private incentive benefits including cost savings,
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connections/networking, visibility, varied and qualityrldag programs, flexible approaches and
informational resources. In addition, chamber leaders and engaged chamber members discussed
the public incentive benefit and value of the

second subtheme in meeting meamb s needs and motivations incl

creativity to meet members needs and motivat

Welcoming andCommunity-BasedCulture.

The organizational <culture of an associ ati
to attiact, retain, and engage members (Sladek, 2011). Association members value welcoming
(Doyle & Oser, 2016), positive, and community focuseliures(Sladek, 2011)Three
subthemes pertaining to organizational culture were prevalent throughout the comments of
chamber leaders and engaged chamber members who participated in this study. Those themes
included providing an inclusive, openinded, and welcoming environment; desgng

positivity; and encouraging camaraderie, teamwork, and collaboration.

Strategic Planning.

Due to increasing competition and the growing demands of stakeholders, strategic
planning in nonprofit organizationsicludingthe creation of a mission,sion, and organization
goals, has become a critical process to ensure organizational survival (Laurett & Ferreira, 2018).
When an associatidms cleamissionandvisionstatemerss, and goal s, the asso
can more effectivelyocus on provithg value to members (Soker, 2016). Chamber leaders in
this study expressed the importance of having a set migsabnsion, & well asmeasurable

goals. Specifically, chamber leaders in both organizations have defined goals that pertain to
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member engageent, and they frequently discuss those goals and the strategies designed to

accomplish them.

Providing Support.

Volunteersprovide servicesritical to the success of associatipgasd therefordeaders
must support volunteers in order to retain and engage them (Wang & Ki, 2018). Chamber leaders
and engaged chamber members in this study specifically mentioned six topics (subthemes) that
comprise the theme of providing support. Those subthemlegsim ge part align wi't
(2016) concepts of tasiriented and emotieariented support. The identified subtheme that
pertains to taskriented support includes offering training and guidelines. Identified subthemes
that pertain to emoticorierted support include showing appreciation and presenting awards.
The researcher also discovered additional sub

volunteering opportunities and using empowerment to engage volunteers.

When det er mi niahtiiemdshhe researcher yealized dhat could
categorizg¢r ovi ding support as a main theme or a su
motivations by providing valuable benefits. The researcher chose to make providing support a
main theme for the folleing reasons. First, volunteessrve as critical component of nonprofit
organizations (Harp et al., 2017), and without volunteer support many nonprofits would have to
reduce or discontinue services (Harp et al., 2017, Fleming, 2018). Chambers A awil\B he
rely on volunteer support to lead both organizations, plan and implement programs/events, and
secure donations. Both Chamber A and B each have over 60 active member volunteers that
contribute thousands of volunteer hours each year. Given the inipadttioteers on the

ultimate success of Chambers A and B, the researcher presented the theme of providing support
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as a main theme in order to recognize and draw additional attention to its importance. Second,
this study’s | iter att’usr e( 20e0v0)e w wlad sccautsesgeadr iBeesn nc
individuals receive as members of associatiprnigate and public incentives. Private incentives
includeeconomig occupationalsocial, and informational benefits (Li & Barbieri, 2018
economic benefit exangincludesincreased revenues for members and an occupational benefit
example mcludesaccess to professional contacts (Li & Barbieri, 2019). Social benefits include
social and recreational activities tlgsociationsnly provideto members (Knoke, 1988while
informational benefits include items such as data services, newsletters, conferences, and
workshops that the association provides to members (Hager, 2014). Public themefiisthe
greater whole of the membership and/or community (Bennett) 2008 six subthemes of
providing support do not align well with the categories of private and public incentives and

therefore the researcher decided to categorize providing support as a main theme.

Communication.

The most prevalent theme discussed numerou
was communication. Effective communication is critical in associabenause effective
communicatiorhelps to secure member participation (Jones, 2016; Lagaras, 20d6), a
commitment (Lagaras, 2016). Effective communication also engages volunteers (Kang, 2016,
Nesbit, 2018; Bauer & Lim, 2019; Milbourn et al., 2019) and supports the retention and
engagement of donors (Gazley & Dignam, 2010; Naskrent & Siebelt, 2011; AI@0A3).

Comments from leaders and members emphasized the importance of three communication
subthemegncluding the provision of consistent, clear, and frequent communication that
conveysvalue; customization of messages; and the significant valuéoofal orientation

process that includes-person and oren-one new member orientations. As previously
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mentioned, consistent, clear and frequent communication aligns with transparency, one of the six

dimensions of building trust.

Lack of Time and Resources.

Like communication, the final theme of lack of time and resources was prevalent in the
comments of both chamber leaders and engaged chamber members of both case study sites.
Significant competi ti on e »n @atéendance,dime, samédnsoneyi at i o
(Charney, 2015). Plus, members (Hight, 2011; Jacobs, 2014; Gorringe, 2017) and association
leaders (Hight, 2011; Soker, 2016) may face insufficient resources, which negatively impact
member engagement and leader strategiesrfgagement. Chamber leaders and engaged
chamber members openly discussed kimsack of time and resources negatively impacted
member engagement. Two subthemes emerged as part of this theme, which included work and

personal conflicts and the lack ofganizational resources (working capital and staffing).

Interpretation of the Themes
As previously mentioned, the researcher completsidran-caseanalysis for each
chamber of commerce case study site aomsscaseanalysis between the two sites. The below

paragraphs in this section discuss the findings of the three analyses organized by theme.

Chamber A.

Strong, Trusting Relationships.

Comments from leaders and engaged members of Chamber A pertained to all six of the
subthemes dftrong, trustingelationships: making personal connections, integrity (leading by

example), benevolence (showing caring behavior and commitment), resporsihstEsng
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and responding to needs), voluntary action (motivated to do more than is requiced)

transparency (discussed within the theme of communication).

When working to support member engagement CAL1 stated:

“1 try to bui |l dwiththgmeandl tytashareany staryelhadia cealy
great experience with the chamber of commerce when | was planning my practice. |
could not imagine starting without the chamber. So | share my story with the people in it
and then my personal connectitw the chamber then becomes their personal connection
to maybe me, and how their experience could be similar because I think itis. It is a

personal thing that is required. That pers

CAL3 and CAL4 also mentioneti¢ importance of making personal connections with members

in order to sustain their member engagement. CAL3 expressed how challenging-CONS

been because she was unable to see and visit in person with members with whom she has
developed relationship8ecause of the recent lack of in person connections, CAL3 remarked

t hat chamber | eaders began calling all me mber
wanted to have that personal touch and we wanted to let them know that we were there for them

if they needed us for anything. We wanted them to know that our relationship with them was

i mportant.” CAL3 also stated that she believe
committed to the chambeéndn addition, CAL4 stressed the importancehs personal
connection and touch needed to secure member

personal connection.

Leaders and members in Chamberohsideregersonal connections with members a

best practice in the chamber. CAL5 remarkedlth “ The per sonal touch and
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phone call, seeing them at a meeting are iugeCAL 5 al so stated t hat C
critical .being able to connect with members i
explained thatat eventsboard nembers try to sit at different tables and talk to members so that
they connect and build relationships. CAL4 al

connection and | eaders have to make ide a pri
personal CA M5 e that she apprecidt@eghen chamber leaders initiate conversations
with her at events and that those connectiage meaningp her. CAM1 also stated that his

per sonal relationships withpohaamber” | eader s

Chamber A leaders and engaged members agreed that personal connections impact
member retention. CAL1 stated that *“It is har
relationship with. lis easy to say no to a person listed on a piece of pbpenot a
rel ationship.” CAL3 appbrecatevhem ohambkrdéedders dalbttem toe mb e r
keep connected and she thinkese callsnake a difference when they seek to renew their
member ship. CAM2 stated t ha tpeoplelybuggettodnowangy ou Vv o

connect with, which makes it easy to network

Chamber A engaged members and leaders saw value in leaders leading by example and
having integrity, which according to Crane (20i8)olves having morals, being fair, and

keeping promises. CAL4 discussed the importance of leading by example when it comes to

volunteering and donating to the chamber. CAL
you ask us to do something andaregoi ng to do it, just do it."” (
to do what we say we are going to do, or memb
we told them we would.” CAM1l expressed frustr

show fairness o all | me mber s ; CAM1 stated, ‘O under st ¢
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but it is still frustratingtomé& Despi te this frustration, CAMI1

fortitude and their leadership styles.

CAM1 expressed that the example set by leaders in Chamber A is a best practice and
CAM4 agreed when she stated thayteskowhonesyand “ They are true to t
who they are. They are who they say they are, they act the same way about what they talk
about.” CAM5 specifically mentioned the i mpo

|l eaders’ “ability to make et hical choices I s

when she discussed the importance of:

“Leading by e x asibipdffeats, aohjast tdikany thertadk, but walking the
walk. There is a bit in the chamber culture that involves a lot of talking and not a lot of
doing and | think that you lose people when you just talk about a lot of things, but you do
not actually @ anything. And so | think | tend to be a little bit more effective because |

am a doer. | do not just talk about things

The subtheme of benevolence, or care and commitment to members, was mentioned
numerous times. CALG6 s tthdyardwanteédand thatlpdoplecarenb er s
think it makes all the difference. So t hat i s

cared for when she stated:

“1 feel that they care about me as an i ndi
caring component of the individual, not just the business. They are there if you have a

probl em, and they take care of that probl e

Both CAM2 and CAM4consideredhe caring approach of Chamber A leaders a best

practicethat significantly contributed to their engagement. CAM1 discussed how the caring



MEMBER ENGAGEMENT IN CHAMBERS 142

approach of Chamber A leaders was evident in their seovieated mindset. According to
CAM1, “They want their members to makvant more m
those things. So |I’m not sure what | eadership

CAM2 echoed this assessment by stating that the actions of Chamber A leaders give her the

strong “sense that the chamher mesmbamnr sor’g aCrAiLz4a
the i mportance of caring for members when she
members know how i mportant they are and how m

According to CAM4, the caring approachrimaChamber A leadeggrovidesa large reason why
she renews her membership. She expressed how Chamber A differs from many of the chambers
that she belongs to because its leaders constantly reach out to hereambather both as a

business and a person.

Another dimension that builds trusting relationships is listening and responding to needs,
which serves as strength of Chamber, According to its leaders and engaged members. CAL5
and CALG6 spent a significant amount of time discussing the variowmadhat they take to
listen and respond to member needs. CALS discussed how chamber leaders oftentimes call
members, particularly | ess engaged members an
chall enge right now? Ho woldtastory abait almenhbprwlyoou out ?
purchased a large sponsorship after which she instructed her staff to contact the company and
determine the specific needs that the business had, such as visibility or staffing needs, so that
Chamber A could best use thog®issorship dollars to help them meet their needs. CALG6 stated

that:
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“The biggest thing | always tel/] peopl e is
me, so just let me know what | can do. Call, text or email me. We are here for you, and

wewantb meet your needs. I think building th:

CAL6’ s comments illustrate that Chamber A | ea
needs using telephone calls, emails, and texts. In addition, Chamber A leaders complete

numerous surveys throughout the year asking for feedback and input from members so that they

can effectively respond to needs. CAL5 specifically mentioned a sthralgaders usé assist

the programming committee to develop topics for educationalevenGB AL S5 st ated t hat
survey responses don’t just sit there. They'r

that these folks are |l ooking for.” The resear

feedback on chamber programming dgrangeneral networking meeting and board members

discussing survey feedback and hibvwleaders would implement the feedbaitking a board

meeting. Therefore, Chamber A is using multiple methods to listen to members and seek their

feedback.

ChamberAengged members CAM2 and CAM5 expressed
approach of listening to their needs is a best practice. When asked which of the chambér leaders
actions best supported her commitment to the
openress to conversations related to me specifically with my business, youwhatare my
n e e dC&IM5 also saw significant value when Chamber A leaders have asked her how the
chamber can help her and her business in specific areas. CAL1 and CALS5 specifically mentioned
the skill of |listening as a best hatrthatct i ce. CA

member is seeking from their membership” and
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that the chamber does. CAL5 agreed with the importance of this approach. She stated that the

chamber prioritizes:

“Listening, really wunderstanding what thei
challenges are, and trying to help them with resources and things that will be able to help
them in that area..in addition to making su
terms of workshops. | am always looking for feedback. What can we do differently? How

can we do this better?”

The final dimension of building trusting relationships presented at Chamber A is the use
of voluntary action, which according to Crane18pincludes takinginrequired or
nonobligatoryactions. CAM6 expressed that his colleagues always do more than what is

required.

“ T heareso many cases where | have seen them go out of their way to help people. |
mean calls at 8pm or on the weekendtopping in and dropping stuff off or having a

private Zoom meeting to help them with something. They are always giving them ideas
on what they can be doing to help their business. | just think they are always going above

”

and beyond.

This approach was dainly noticed by CAM4 who stated thabluntary action i& best practice

in her opinion. According to CAM4:

“They go above and beyond to help members.
| started over in this particular area. Nobody knew who ngevahat we did, and this was
the first chamber I joined. | told (Chamber A leader) what my problem was and because

she is who she is, she started giving me ideas. She really spent a lot of time with me,
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which she probably di dy ndootn’hta vyeo ut og od cs.e eS ht eh
this business?’” And so | became the | arges

attribute that to that extra help that | r
MeetingMe mb eNeed$ andvotivations byProviding Valuable Benefits.

Onceasseiation leaders knowhe needs and motivations of members, associatnss
provide benefits that address those needs and motivations (Ki & Wang, 2016). Numerous
Chamber A leaders expressed the challenge of meeting the needs of members because they differ
for every member. According to CAL4, *“Somethi
i mportant to another.” CALS5 expressed that <ch
“We are trying to address al lemainfthose Hifterere di f f er
reasons can be challenging.” QisgpnoMdevalueAdo | eader
members and if they provide that value, members will not only engage with the chamber but will

renew their membership. CALS5 stated:

“1 think them seeing the value and the ret
thing whether it be the engagement, the connection, the savings of money, the events and
enjoying those types of events, and the information that we send from ouws #rasil

”

mi ght be a value to them.

CALG6 agreed with this and stressed the importance of making the return on their investment
known right away once they joirCALG6 statedif that occurs® They see t he value

are going to stick around and peigtate’

Chamber A leaders and engaged members mentioned numerous benefits of the chamber

that provided value which included: cost savings, connections/networking, visibility, varied and
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guality learning programs, community impact, flexible organizatiapproach, and
informational resource3.he researcher discusseathk of these benefits separatdiglow,
because Chamber leaders and/or engaged members mentioned their specific impact on member

engagement.

Chamber Aleaders prioritize providing cost sagsbecause thegerve asangible
benefits that support engagement and retention. As summarized previously, Chamber A offers
various affinity programs designed to provide costs savings to chamber members. A review of
past board meeting notes shows thia&i@ber A leaders consistently review various savings
programs that they can provide to members. According to CAL5, members can save thousands
of dollars alone by taking advantage of the energy and health care savings programs. CAL5
stat ed t h aareséeind savngsnhbrethreys are going to keep engaging with the
chamber.” CAL6 echoed this confidence by stat
saving are the ones that you reallyrdd have to worry about. They will participate and keep
coming la ¢ KCAN1 and CAM3 agree that savings matter to their businesstserve as
valuable beneftCAM1 referred to the chamber’s profess]|
a “no brainer that 1 s fr enmembashpeachyea.CAM3alsos e nt i
expressed the value of chamber benefits that save him money. CAM3 takes advantage of the
healthcare savings and energy savings, which he stated saves him thousands of dollars each year

given the size of his business.

With regards to retention, CAM3 clearly stated that the main reason he renews each year
is the savings that he receives by being a member. CAL6 and CALG also felt confident that
members who financially benef iwilltcentnudorergaget he ¢

with those programs and will renew membersRipasenote that only chamber members can
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take advantage of the healthcare and energy savings prograirthereforemembers must

renewmembershipn orderto continue receiving the savings.

Fourof the five Chamber A engaged members who participated in interviews expressed
the value of the connections/networking provided by the chamber. According to CAM1 the
chamber i s “the gi f tisjustlagreatptacedommeet gewpaogm bec aus
al ways expanding my network through the chamb
business networking opportunitjeut she has also found value in connecting with
professionals who have been able to help her with personal needs. CANM8 dudse
sentiments and stated that a large part of why he participates in the chamber is because he needs
the chambet tgoow my business and find other professionals | can do business with; the
chamber i s a great way t oedthatdhe connectionsthatshd nal | vy
has made in the chamber have been invaluable and enabled her to consistently exceed her sales
goals. CAM4 also stated that chamber leaders take the time to connect her to new members at
events, which has been very helpfdbmments made by CAL5 and CAL3 show that Chamber
A leaders prioritize facilitating connections between members. According to CAL3, chamber
|l eaders ask current me mb e roslessabtheir first guenesstbatt n e w
they can beintrodude ar ound.” CALS5 also mentioned how st
who have workforce challenges with members who specialize in thasaoteas staffing
companies and local school systems. The researcher observed this focus on connecting members
whenshe observed a Chamber A leader making a concerted effort to introduce two members to

each other at a networking event.

Chamber A leaders and members expressed that providing connections/networking is a

best practice of the chamber and a main reasombabers renew. When asked which chamber
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| eader actions were the most effective for su
connectionat wo tThiswagiebhbed by CAM2 who stated that the most effective
action i s “kafnfge roipppprrneitnwdri es t hat meet my bus
agreed that the chamber’s focus seovasapbestvi ng va
practice. According to CALS5, “The networking
say' | made this great con’talctmeamdt hatgoits aam ed &
regards to retention, CAM1, CAM2, CAM3, and CAM4 all mentioned that they renew because

of the excellent networking opportunities. CAMdpressed thiswellh en he shase ed t h.

made a | ot of net work connections there and t

A value benefit closely related to providing connections/networking is providing

visibility. Chamber A provides numerous opportunities taypte the visibility of its engaged

members. Chamber A leaders repeatedly discussed the visibility benefits of sponsorship donors.
Accordingto CALSme mber s appreciate the “visibility an
event, and being abletospgalo a group for a minute about the
CAL6 agreed when he concluded that ®“the extra
that have a high attendance. At the annual lunch for example, you can donate a basket that costs

you $25 and there may be-600 ent ries in it.” I n addition, C

prioritize providing exceptional visibility:

“Your wvisibility wil!/ be very high. We | et
you hope it is going to ggomewhere. We use tried and true standards that have been set
by people and that is why you see at the big events that the same sponsors/donors come

back every single year, because they have
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Chamber A engaged members agried visibility is a significant benefit of them being
engaged. CAM1 remarked that he donates to the

chamber itseltf and t hat theehambedidind pravidethimgi ve t o
certain levebf visibility and tangible return. CAM1 also liked the fact {test a voluntegihe

receives visibility when Chamber A leaders ask him to speak about events which he volunteers

for at chamber networking meetings; these brief speaking opportwotigxie” j ust anot het
one of those I|little visibility piecesthefor my
actively participatein the chamber for business exposame promotion. CAM3 stated that he

|l i kes the fact that bheckbdbakest| canodbnath something thatis g e t

related to my business and get that-pelf o mot i o n .

CAM1 consideredhe visibility that he receives from the chamber a best practice.
According to CAM1,chamber leaders impress hiith their level of accommdationregarding
the promotionofhibusi ness. CAM1 stated, “Once | do tha
great at making sure my logo is seen and they do a good job of talking about it at the events and
stuff | ike that. landgCAli4 algporagreed thavthesnethodsl Champer A CAL
uses to enhance member visibility is a best practice. Both leaders remarked that the chamber
values the investment that members make in the chamber, and they strive to effectively promote
those businessessu ng Chamber A’ s annual golf outing a:
their “company is also promoted for all|l to se

their name and their company name is on the raffle beatrdc .

In addition to visibilty being thought of as a best practice in Chambextighility also
impacts member retention according to chamber leaders and engaged members. CAL6 sees that

members who actively donate and nothavetowosy vi si b
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about or their renewals. They are getting a b

engagement results in exposure for their businesses that results in them renewing each year.

Another Chamber A benefit that provides value to memibelsdesthe varied and
quality learning programs offered by the chamber. CAL3 remarked that Chamber A leaders
prioritize finding the best speakers for prog
somebody who people have heard of and they are great majiatunk more people come to
an event.” A review of Chamber A board meetin
place regarding needed programs and the best potential speakers. Numerous engaged members
agreed that the varied and quality programgprovided by Chamber A supports their
engagement. According to CAM1l, “The active an
offers helps to build leaders. Not just the marketing, but the other ones too. They provide so
many di fferent edgsireitodears fromoespeated speakets atiChamber A
events leads to the participation of both CAM2 and CAM3. CAM2 stated that she oftentimes
attends chamber events because “the subject i
orlwanttoheaa new perspective from that expert.” C,
learn more about the topic, but he also stated how impressed he is with the caliber of speakers

that Chamber A can secure. CAM3 stated:

“Bringing i n t hat oneacburages me taotbecauserl wagtitogo a | pe
there. That is a good event, and it is great that the chamber is looking at going beyond
just some HR things that you need to know about or some digital marketing stuff that you

need to know about.”
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Both CAM1andCAM3 consi der Chamber A’s programmi
their engagement. CAM1 commented that Chamber

just collecting our memberships. Thaseactively trying to be relevant in the business

communityad the times.” CAM3 agreed and stated th
the programs that are put together are i mport
al so stated, “Where el se am | gallithemaydrscor go t o

with the Congressman’s office? You know t hat

own . Finally, CAM3 remarked that “having acc
reason that he renews leiloskedmaeothér eharsbbrs gnd levasc h y e a
trying to get involved in some westside chambers about a year ago and this was just before

COVID-19, and it was hard to find a chamber that does what this chamber does. The number of

programs and the amount of commuhidaon and t he number of events

A benefit of Chamber A that is related to the educational programming is the flexible
approach that chamber leaders and engaged members both value. Numerous board meeting notes
show that leaders actively dissysroviding programming at different times of the day and on
different days of the week to accommodate members with different ri@eaisiber A leaders
augmentedhis flexible approatdue to COVID19 when thg quickly adapted to providing
Zoom networking reetings and programs. CAM2 greatly appreciated the flexibility of the
chamberas il |l ustrated by her statement that *“ The
di fferent days of the week, which defindistely
adaptability and flexibility is a best practice becaudsatever the challengé T h e yot d o

panic, they just find a way to continue to pr
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Chamber A also provides members the value of informational resources. While engaged
members did not specifically mention the value of informational resources in their comments,
both CAL3 and CALS5 think that the provision of those resources impacts mengagyeznent
and retention. CAL3 expressed that Chamber A alwassto provide members with
information and resources that will help their businesses and that the clsamiesraa place

where members can call and t hey conatkndw ask wus

the answer we will find the answer for them.”
as a resource; she noted that the chahelaglersconsisteriy look for and send out pertinent
businesgelated information directly to members that will provide vakamples of

information that they provide include EPA information sent to manufacturers, Ohio Means Jobs
information sent to members that have wWorke development challenges, amibst recently

restaurant revitalization funding options through the SBA sent to member restaurants. CALS5 felt

t hat this approach i ncreased our retention t
oftheresouces and i nformation because members saw
board meeting minutes confirms that Chamber A leaders frequently discuss information and

resources thahey should shareith specific members or the entire membership.

Thepreviously discussed benefits that provide value to members pertain to what Bennett
(2000) refers to as private incentives, which specifically benefit individual members. However,
public incentives providanother value benefit to membéhatbenefis the greater whole of the
membership and/or community (Bennett, 2000). Four of five Chamber A engaged members
specifically mentioned the role that community impact plays in their active engagement with the
chamber. CAM2 enjoys being a part of the chamberbbesca “ It i s a communi ty

hel ps our community.” This senti ment was repe
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involved in the community. | want to help other business owners, and then help our partner
organizations like schools and localgopg n ment s. ” CAM5 i s also very

because:

“l! think it provides a | ot of wvalue to the
important to us because it is helping with economic development and the vitality within

the county defiitely helps my organization. We want to see a sm@munity;we want

it to be attractive. Attracting talent is not easy these days. So, if we are in an area that is

attractive to people, it is a little bit e

CAMl1thoyght that Chamber A’s “positive i mpact
a best practice that supports his engagement and renewals each year. CAM2 and CAM5 did not
mention community impact as a best practice, but they too agreed that they renew mprirbershi
part because of the chamber’s involvement and
that “The chamber’s efforts to increase the v
the way around and therefore we renew to support the sugte chamber, the community,

and small busi nesses.”

The previous paragraphs in this section fo
provide to members and their impact on member engagement. One other subtheme that was
mentioned that pertaingd meeting member needs and motivations with valuable benefits was
the importance of creativity. CAL5 felt that the use of creativity by Chamber A leaders was
critical i n securing engagement. This 1ies best
creative in order to keep people coming to ev

agreed by snoggetsehigqgur wayd/and coachange because it is important to



MEMBER ENGAGEMENT IN CHAMBERS 154

consider doing new suggestions so that you can keep things imegestr CAM3 has noti

Chamber A | eaders desire to embrace creativit

“Continual effort of new and creative ways
behind the scenes | ook S ltdorotwan tg say raelendess( Ch a m
but continued pursuit of creative ideas is inspiring. It is a constant approach of what else

could we be doing to engage members?”

CAL2 expressed that using creativity is a best practice at Chamber A bdtause of

creativity ensures that chamber programs attract the greatest amount of attention and attendance.

Welcoming andCommunity-BasedCulture.

Many comments of both Chamber A leaders and engaged members pertained to the
organizational culture oftreh amber . The subthemes that | mmer g
inclusive,opermi nded, and wel coming environment; the

encouragement of camaraderie, teamwork, and collaboration.

CAL1 discussed how she has been a menmb@mumber of chambers and in other
chambers she has become very frustrated by certain aspects of their cultures such as the

encouragement to drink and the paternalistic structure. CAL1 stated:

“That i s a very ol d way ovfyourthdemalegousmess i ne s s
owners are not going to do that. | do not have any of those negative feelings about this
chamber. | feel like | am welcomed, and part of the group and | am not being singled out

if I do not do one thing or another or for the fa@ttham a woman. It is just one big

group and community.
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CAM1 is also a member of other chambers and h
“community building” and that the other <c¢chamb
wel comi ng” Aa&AMAGbhaed this sentiment when she talked about when she first

joined the chamber and how they welcomed her and supported her beyond her expectations.

CAMS5 has noticed how chamber leaders provide that welcoming environment at events when

they make a@nt of welcoming new members and making them feel comfortable. According to
CAM5, Chamber A | eaders “go and engage someon
feel comfortable.” The researcher observed th
networking event when a Chamber A leader welcomed a new member and proceeded to

introduce the member to the entire group at the event. Anmpeted attitude was also

mentioned by two members (CAM2 and CAM3), who felt encouraged by that approach. CAM3

remar ked how “There Iis very much an openness toag
being open to that. | do not have to hesitate to share something because if it is a gowtdlidea |

be told it is a good idea, and if it is something that just doesesonate with the others | do not

f eel bel ittled."” CAM2 al so felt t hat chamber

and looking at new ways of doing things.

CAM3 considers the chambers | eaderaed i ncl u
that “I know that | can volunteer for anythin
going to be this andinclusion thing, and | know other members feel that way too because | hear
it.” CALS5 agreed that Chvaappreachis/’bestpractidevitemi ng a

she stated:

“So | want to make sure | am doing my job

know you get new people at events and things like that, and | think our folks are just like
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that. They love it. | meanlbve our group because somebody new comes in, and | do not
know if it is the mentality of everybody, but | would like to think they are just very good
people and that is why they are walking up because they just want to be welcoming. Itis

really nice.

The second subtheme visible in Chamber A, which describes and supports its culture, is

the display of a positive mindset. CAM2scribedChamber Aleaderas® very upbeat anc

positve” whi ch she believes ensures sepeepleswwliccess o
attend more and make the chamber ®“worth every
member ship that we have committed to.” CAM3 f

that a negative presence in the chamber would directly impaghbesgement in the chamber.

CAM3 told a story about a negative member who
his presentations at networking events given
Chamber A leader addressed the situatoropmpt | y because they are "“ve
addressing problem issues |ike that which can
A has experienced some recent negativity from
the members on updated CAV/IL9 protocols. CAM3 expressed gratitude for chamber leaders
(mainly board members) who have “acted very (
negative messaging that has been sent to the chamber. CAL4 is convinced that having a positive

mindsetis a best practice for securing member engagement:

“1 think that we are contagious when any o
are really happy to be there and that we see value. And when they see that, it is

contagious, it has aripple effeBte opl e want t o be around that
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The final subtheme that applies to Chamber
camaraderie, teamwork, and collaboration. Both Chamber A members and engaged leaders
remarked about how well those in the chamberk together for everyone involved. CAL3
stated that everyone “in the chamber itself i
much on top of everything, and we all get along, which is very important. And | think people

enjoyoureventsandbeig part of a team and community.” Cy

members feel like:

“They are a part of it. They are a part of
one of our major events and | think of the committee that we have hadrard$ the

same folks have been on there for a while. They all have formed this wonderful group

that connects with each other, and | try to do whatever | can to support that, and | think
that' s key to any of our coimw andieies. | see

wonder f ul

CAM3 and CAML1 agreed that they like being part of a team and working with the various

people on the two committees they sit on. With regards to member retention, CAL5 and CAL3

both thought that when members have that camaraaledieeam connection with others in the

chamber it impacts their desire to renew each year. When asked specifically whether various
teamwork building engagement strategies i mpac
they feel connected to somethirithey have that camaraderie and the collaboration with other
folks.” CAM3 echoed that “people really enjoy

and staying as a member.
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StrategicPlanning.
A review of the collected data shows the impoecgof a mission statement and
measurable goals at Chamber A. Chamber A currently has a strategic plan that sets the

organi zation’s goals for 2020 to 2022. The pl
occurs in November each year. The stratebi@apn st at es t he organi zati or
three high level goals, accompanying objectives, and numerous strategies to accomplish those

objectives. CAM5 currently sits on Chamber A’

the researcher withn excellent summary of the organization of the strategic plan that provides

extra details.

“We have a one pager and then we have a | o
our goals like grow membership and the engagement, growthetamdion piece of it.

Then it includes our strategy and what metrics are tied to that and who is accountable for

it. It is kind of a spreadsheet, and we can track some comments and then there is a status
column. So it has been really good because | aanavisual person. So it is a good

visual look that says these are all our strategies and how are we doing with them. We

have got the status listed as red, yellow, green, and not started. So it has really enabled us

to focus in on some specificareaséand ep movi ng f or war d.

CAMS5 also discussed how she recently attended a training on strategic planning with a chamber
leader and that training provided her with the idea of creating-page strategic plan that

di spl ays Chamber A’ aggicpilasssGhamber A vas reeveohad avisiond st r
but the committee is currently working on creatingision The committee is algaresently

shapingformally definedstrategic pillars. According to CAM5:
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“We want somet hing we g¢sandsgythisisbuoplawdéhiss t o o
our vision 2023, our-3 year strategic plan. This is our mission, our vision, and our

values. This is everything that we are wor

A review of board meeting minutes and a direct observation showedl shategic plan update
takes place atach monthly board meeting. Chamber A board members and staff members report
out updates and discuss the status of objectives at each meeting. CAL4 discussed the importance

of staying on track with accomplishing thteagsegic plan and stated:

“We need to stay focused and al ways have t
on and on with ideas, but if we do not implement them we are nowhere. We have to have

goals. We need to do something and not just talk abbut it.

One of the major goal s o0"“GroMeanbebskig: Enddgemerg,t r at e g
Growth and Retentioh Objectives under this goal pertain to member attraction, retention, and
engagement. Each objective lists numerous strategies that the clpdaniseto use in order to

accomplish the objective and ultimate goal.

I n addition to having stated goals,- Chambe
level metrics that help to measure whettlemmber leaders accomplishh e pl an’ s str at ¢
metrics include number of members, retention rate, event engagement/participation, website hits,
Facebook followers, Instagram followers, Twitter followers, and Google metrics (impressions).

CAM5 mentioned hovehamber leademdiscusshese metrics regulgritboard meetings. The
researcher also observed a chamber leader discussing these metrics at a marketing committee
meeting; thereforghey are forefront in the mind of leaders as they work to accomplish the goals

in the strategic plan.
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CAM5, CAL4, andCAL1 all agreed that the strategic planning components of mission,

measurable goals, and tracking is a best prac

true to the mission and goal s of the chamber

timelines, and frequent updates ensure that the <c
things but actually does.” With regards to tr
track things, but most <c¢hamber sfvadomsmetrics” CAL 1

enables the chamber to effectively focus on and accomplish member engagement because they

“know which strategies are working and which

Providing Support.

During the study’ s inter vinembsersdgisseditheer A |
role that providing support plays in primarily engaging volunteers at the chamber in addition to
donors. The subthemes that pertain to providing support that the researcher discovered in
Chamber A included connecting skills with opfomities, offering training and guidelines,

showing appreciation, using empowerment, and presenting awards/recognition.

Both Chamber A leaders and engaged members mentioned how each member has
valuable skills and if they choose to volunteer for the chariiey musthave the opportunity to
use those skills. CAL1 remarked that she thinks members may not always know what to do when
they first get on a committee or become mor e
something to offer the chamber tqport growth and chamber leaders need to understand what
that i s and play a role in connecting the mem
advertising knowledge as a skill that the chamber can benefit from, and she expressed

appreciation for the CharebA leader who recognized her skills and asked her to chair the



MEMBER ENGAGEMENT IN CHAMBERS 161

marketing committee. CAL6 discussed how he looks for skills that new members have when he
completes a new member orientation with them and tries to get them involved in a committee or
event hat matclesboththeir needsindtheir skill set CAL6 specifically mentioned one situation

involving a realtor.

“l just had an onboarding t dldoathe and she 1is
membership committee would be something great for you begausae not only
helping the chamber by sharing your communicasidhs, but youarealso networking

with other individuals in the community.

From the member perspective, CAM1, CAM3, and CAM5 all enjoyed the fact that they could
use their skill setotbenefit the chamber. CAM1 discussed his involvement with one of the

chamber’s | argest events for a number of year

“1 really Il ove the chamber events that bri
coordinate all that for (Chamber Aewt) and that is a passion of mine. So | am able to

combine a hobby and passion of mine along with the local economy and business and so
that was a no brainer for me. (Chamber A leader) asked me to stay on and do the music
stuff and so | did. You know this my 5" or 6" year doing that, so it is something | am

very passionate about.

A Chamber A leader also directly approached CAM3 and CAM5 regarding volunteer
opportunities at the chamber that fit their skills. CAM3 hattith setthat benefited the

chamber’s scholarship committee and CAM5 was a.
strategic planning efforts given her planning role in her current job. With regards to member

engagement best practices, C A M&estfinehérskillsihhat c¢c ha
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very attractive” to her and she considers tha

“

she | ikes using differdordtays Kialslkss @ut swviod & "o fan

using those skills at Chamber A is a reason to renew membership.

The second theme of offering training and guidelines was mentioned by CAL1 and
CAL3, yet the subtheme was not mentioned by any members. CAL1 thoaghtwiay to
support volunteers is to match them with a seasoned volunteer or board member who can

essentially * showALtlh esm attheed rtodhpaes:

“1t is hard to say no to being matched up.
committee, we artalking about any kind of volunteerism, even if it is just helping out an

event, you do not just ask them to help out at an event, you link them up with somebody
andsay,” Ok ay sisgmeiomge t o be with you at that go

to do."”

CAL3 referred to specific training that Chamber A offers for volunteers to one of its largest
annual events. For that eveGthamber A leaders include voluntegra formal volunteer
meeting. At that meetinGhamber A leaders give volunteeletailsabout the roles that they
perform at the event, and thalgogive voluntees badges andshirts. CAL3 thinks that these

efforts support volunteers and encourage their retention.

The subtheme of providing support that Chamber A leaders and engagedmnhemb
discussed the most pertained to leaders showing appreciation to member volunteers and donors,
which all | eaders felt was a best practice at
they are doing, and | | e t luntedrssknow kawamportanhtey . » CA

are” In addition, CAL1 is “always considering h
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CAL5 makes a point to let volunteers know that the chamber only has 2.5 staff members and as a
result the chamber wehampiy feodbdngdt without t
Formal appreciation from Chamber A leaders to volunteers and donors includes thank you letters
with personal handwritten notes, a personal email, and/or a phone call. CAL5 strongly believes
thatthat per sonal t hank” yAdtu’'tsi mas, |iCGlpaombkerntA | eade
and meals to volunteers to thank them for their help. Specifically regarding donations, CAM4

made the following statement when asked what challenges she may encoiimtegards to

making donations. Her statement shows the importance of a simple thank you.

“This is hard because at this chamber vyou
are other chambers, and | guess this tells you how important this is, that nev

acknowledge those donatiomot that | am looking for a pat on the back, | am just

looking for a hey, | went out of my way a tiny bit to provide you something, is it not of
value?That is what you start thinking, maybe this is not valuable. Then whydaing

this? This chamber has always been excellent. They always thank you and sometimes it is

|l i ke embarrassing. It is |ike you do not h

this."”

CAM4 also remarked that showing appreciation is a best pradttbe chamber because
“everybody wants to be appreciated and | thin
great.” Wi th regards to showing appreciation
consensus of Chamber A leaders is #aiwingappreciatiorworks becauseery little turnove
occurson many of the chamber committees. CAdxpressed this wellhen she concluded that
appreciation must have a positive effect “bec

are stil] i nvol ved.
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While Chamber A engaged members did not mention the topic of using empowerment as
an engagement strategy, numerous chamber leaders thiekbatvermenis a critical piece to
securing engagement. CAL4, CAL5, and CAt#d the general consenghsat empowering
volunteers and encouraging their voices in decisnaking hasada significant impact on
engagement. According to CAL4, “respecting ev
members want to stay involvedlhen CALG first came to thehamberthis approach was
something that he said he had to adjust to, but he now sees the value as illustrated in the

following statement

“Oftenti mes (Chamber A | eader) will see th
she will ask themwhat are youthoughts on this™Making people feel appreciated and
empowered definitely goes a long way. | think if you are not going to listen to somebody,

or they never talk, they are not going to do that anymore. So spotlighting and

empowering volunteers goes a lon@ y .

CALSG considered the empowerment of chamber volunteers a best practice because their
contribution strengthens Chamber A. AccordingtoCALGhear i ng member s’ opir
you a different perspective. Everyone comes from different backgroundsenliffgpes of
businesses, different educations and ensuring
strengthening the chamber.” CAL5 also advocat
know and realize that thdysoarsd attleed dei@itsi“an m
embracing their ideas, their thoughts, and putting those in place and when people see that they

themsel ves can have an i mpact on that committ
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The final subtheme of providing supportindes recognizing volunteers and donors and
presenting awards to volunteers. Chamber A leaders and engaged members did not mention
awards programs for volunteers but a review of documentation and archival documents found
that the chamber presents one chanvolunteer with the Bright Star Award each year, which
recognizes the significant value provided to the chamber by the volunteer. CAM1 and CAM3
both mentioned that providing recognition to volunteers and donors is a best practice in the
chamber. Both nmabers have noticed how Chamber A leaders have taken the opportunity to
recognize the contribution of volunteers and donors in public forums, which they significantly
appreciate. According to CAM1l, “that reallytra r e
helps with visibility”  w has didtussed earliegerves aa significant value benefit of the

chamber.

Communication.

As previously mentioned, the theme of communication is the only theme that every
Chamber A leader and engagdgthmber member discussed during the interviews. Participants
repeatedly discussed the importance of effective communication in member engagement and
retention. The subthemes that the researcher discovered included providing consistent, clear, and
frequentcommunication that communicates value; customizing messages; and the hosting of

member orientations.

Numerous Chamber A leaders mentioned that a large part of their roles in the chamber

involves communicating with the members. VA&dpressed this welWhen she stated:

“We have to consistently get the message o0

and let them know what their options are and the benefits that they can receive. Part of
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that messaging also includes addressing what is in it for thdvat Véllue will they find

if they go to the event or attend that web

CAL3" s role at Chamber A includes designing t
to ensure that sreendsout clearinformation and makes easy to find out more information.

CAL3 stated that her use dick-t ot lsat | i nk to parts of Chamber
opportunity for members to learn more about the information being shared. CAL1 agreed that
communication needs to be cleadamganizedstating, | try to present it 1t
will be palatable and easy for them to unders
communication from Chamber A | eaders, and she
from every sngle one of them just keeping you informed on whatis goingonCAM2 | i ked t
way that the chamber consistently communicate
groove with how an organization is going to communicate with you and then you el ant . ”
With regards to communicating value, CAM5 sta
available and also what benefit are gained if you take advantage of that. Sharing success stories

that are obtained from utilizing the program is always pef ul . ”

Chamber A leaders and engaged members repeatedly mentioned that communication
from the chamber was a best practice for engaging members. Members consistently mentioned
how Chamber A uses different channels to communicate including: social fradébok,
LinkedIn, Twitter, Instagram and YouTube), emails, phone calls, text messaging, handwritten
notes, and a website. CAM4 remarked that “the
your members have to know what is going on in order togpartp at e. ” CAM4 concl u«
because the chamber uses numerous different communication channels that help®to en

memberawareessof available dferingsand benefits
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In addition to considering communication a best practice strategy for member
engagerant, engaged Chamber A members agreecctimamunicatiorpositively impacts

member retention. CAM2 stated:

“1f the | eaders did not make an effort for
me as a member for exposure, and just overall netwonkiggneral. So if it was not a
priority to them to get participants, then that would affect me, and | would question

whet her I would stild!l want to be a member.

CAM3 echoed this sentiment and discussed how some chambers in northern Ohio do not meet
very dten and do not have a lot of communication. If that were the case with Chamber A CAM3

stated that “there would be no value there an

The second subtheme of communication includes the use of customization including
messaging segmentati and personal appeals. CAL5 and CAL4 extensively discussed the
importance of segmenting information provided to members. CAL5 expressed that Chamber A
will customize messages to different sectors (segmentation) in order to provide important
information.For example, recent){Chamber A sent out information to all member restaurants
regarding the SBA' s Restaurant Revitalization
manufacturers. CAL4 expressed that Chamber A does a good job of sending segmented
messagedyut she is frustrated by the fact thdue to limited resourcethe chamber cannot do

more of that communication.

Chamber A leaders and engaged members also found personal appeals very effective in
securing member engagement. Both CAL2 and CALS sthtadlirectly contacting members is

the best way to increase participation and secure both volunteers and donors. According to
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CALS5, “l1t is a personal ask. We can put it in
sometimes we will get a couple of folksyt it is always a personal ask and | would say 95% of
the time people are going to say yes.” CAL5 a
inviting them or having someone from the membership committee call them and personally
invite them helpsvi t h member participation.” CAM1l, CAM2
a personal ask is very effective. According t

probably impacted my decision the most to get more involved because maybe | wdddsot

involved in a | ot of this stuff with the cham
stated that he donates to chamber events “bec
donate.” Regarding vol unt resedwithdgqowthe éhbhdbergad s par

her involved; she summarized how membership committee members personally visited her,
summarized the value of volunteering in the chamber, and then asked her to participate. In

CAM4’ s words, their agepheydanlctieirapensg dndthey dotirigha nt b
in. It was the ask and it was the way they showed me what it could do for me too and what |

could get out of i1t."7

CAM1, CAM2, and CAM3 allconsideregersonal appeals a best practice of the
chamber, anavhich strengthened their level of involvemeBecause Chamber A leaders have
that “persdmadlh tCAMlh and CAM2 have both volunt
CAMS stated that he has participated in numerous events because he received a persenal p
cal l asking him to attend. CAL3 agreed that t
personally and not just with an email. Sometimes the emails are impersonal. | think the personal

touch and reach out is what helps keep members comnuttedth e chamber and i nv
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The final subtheme of communication is a formal onboarding process for new members,
which, at Chamber Aincludes a set communication approach and eithpefaon or on@n-one
onboarding meetings. Chamber A leaders belibatan onboarding processcritical to get
new members engaged immediately becaarseording to CAL5* t he qui cker we get
engaged, the more |ikely they are to renew th
stated t hatmniitinent inthatdirstlyaarn, owarealmost guaranteed a lifelong
member . ” A | ar g e ncludescdmpleifg a cordrebensve onbolrding imeeting
with each new member during their first month of memberstmgChamber A leadersontact

themagain in the third and six month of membership as follow up. CAL6 stated:

“When they join for the first time, we are
the benefit cost savings, benefits, networking events, and all the different events that we

offer throughout the year. So right away it can be sort of information overload at times,

but we are making sure that they know everything that we are doing and that we

understand t hem.

During these onen-one meetings, CAL6 also communicates the voluraedrdonor
opportunities at the chamber. Due to COVIB, Chamber A has not recently hosted anry in
person onboardings like in previous years, however chamber leaders statieelytvit

reinstatehoseand offerthemto both new members and existing memsblater in 2021.

CAMS3 and CALG considered onboardingghamber best practice. CAM3 stated that he
“ w0 undththve ever known about the chamber benefits if theyadidoverthem at the
orientation for new member s . hbodtdkhg ocesgthee ed and

“most i mportant part of a ¢hk proonésprovidesanme mber ' s
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opportunity for him to understand what the member is looking for out of the chamber and then

allows him to directly connect chamber benefits to those needs.

Lack of Time andResources.

The final theme discovered in this study was the lacknod &and resources expressed by
both Chamber A leaders and engaged members, which negatively inmeacksers
engagement. This theme included the subthemes of work and personal conflicts, and lack of

organizational resources including working capital anffista

Every Chamber A engaged member and the majority of leaders mentioned how lack of
ti me negatively impacts member engagement. CA
People are always struggling with where they are going to spend their tinhamna perfect
example. | do that a lot. | want to go (to a chamber event) and then next thing you know you get
tied up and you do not go.” CAL4, CAL4, and C
significantly impacts their ability to engage members in ntaaring. This is best summarized
by CAL4’ s comment that “The challenge is the
commit because they are afraid how many hours
member comments regarding time chaties all sounded very similar. CAML1 stated that he
sometimes “just does ngdgt whaweder tilse ctoinme stt @ nd e tw

comment t hat “as a small business owner havin

The second subtheme of lack of orgah@aal resources also negatively impacted

member engagement. CAL1 remarked that:

“There are businesses | ike mine where | am

to figure out how | am going to reinvest in my staff. How much am | going to invest in
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equipment? How much am | going to do in marketing? And so when the chamber comes

calling, there is not a |ot left.?”

CALG6 agreed that lack of business resources is a reason some businesses do not invest more in
the Chamber A. This is certainly the case vdthM2 who stated that sometimes she simply

does not have the budget dollars to invest more in the chamber. CAL6 also stated that he wished
he had more dollars to invest in member engageeflorts,b ut he has "a I“nti ght
addition to lack of workig capital, Chamber A also lacks the staffing level to accomplish certain
activities. Both CAL5 and CALG6 discussed how Chamber A only has 2.5 emplayekss a

result theycarefully determinavhere they spend their time. For example, sometitmswant

to callevery Chamber A member regarding certain opportunities, but they simply cannot

accomplish that with their limited staffing resources.

Chamber B.

Strong, Trusting Relationships.

Comments from Chamber B leaders and engaged members pertained to five of the six
subthemes dftrong, trustingelationships included in this study: making personal connections,
benevolence (showing caring behavior and commitment), responsiveness (Jisi@hin
responding to needs), voluntary action (motivated to do more than required), and transparency

(discussed within the theme of commitment).

CBL1, CBL2, CBL3, and CBL4 all mentioned the importance of connecting with
members in order to support engageth€BL4, who started his position during COVID,
discussed howtarting anevduring the pandemicas been challengingut he has taken every

chance to build relationships with members. He stated that he tries to attend as many Chamber B
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Zoom meetingsad phone calls for committees so that
build that relationship and c o fondpefsdnalyn, and v
conneding with chamber members during COUI® very challengingpecase theevents he

attends are jluUsHoWwewvéer asbpeassealChanpbreon B i s
eventshe is grateful to have thatfatef ace i nteraction which he thi
relationships with membefsCBL3 praised Chamb&3’ s Pr esi dent and CEO aj

connecting with members when she stated:

“He has such a personabl e and people frien
chamber, | met with him, and | felt like | always knew him. So | really feel it is that type
of a person that has that type of personality, that type of approach where people just

connect with who you are. Who you are is w

CBM1 and CBM2 both felt like they had developed strong friendships and relationships with

leackrs in the chamber, which supported their engagement. CBM1 expressed that those
friendships and relationships “makes you want
a lot of chamber events, they know who you are, and you meet more peopleaedsily,

becomes natural.” CBM2 echoed that *“it is al/l
and relationships, and you rely on people and before the pandemic you really liked seeing them

and you would | ook forward to the next event.

Numerous Chamber B leaders and members considered personal connections with

members in the chamber a best practice that supports member engagement. CBL1 discussed how

Chamber B is a rel ationship chamber and | ea

member s and const ant Mgmbevorecagnizde resulhchthatveockn ne c t i
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andpr ai se Chamber B |l eaders. CBL1 stated that t
reaching out” to him. I n addit adethetimbtegett@ pr e c i
know” him. CBM5 also had the same experience
that personal relationship a significant benefit. CBM3 best summarized the importance of

personal connections in the chamber with this statement:

“The personal aspect of the chamber amazes
as (Chamber B), especially over the last year, is still so personal. (Chamber B leader) saw
me yesterday and he immediately knew me and introduced me to some peagie, whi

was so helpful to me, and that personal aspect is a huge driver. No matter how you
participate, or when you participate, you are looked at as the same person who maybe

does everything. Giving you that feeling is very important. It makes you feel like yo

member ship is worth having."”

Chamber B leaders and members mentioned numerous comments that pertained to the
subtheme of benevolence, or care and commitment to members. In each of the cases, the
comments were in response to a question that asked lehaérs strategies were most effective;
this highlights that this subtheme is a significant best practice of Chamber B. CBL2 explained
the commitment that Chamber B leagleave to members; they drewi | | i ng theyo hel p a
about businessésPlus, the éaders want members to feel comfortable so that they openly
approach therwith their needs. Numerous Chamber B members (CBM1, CBM4, and CBMD5) all
recognized and referenced the | eaders’ <caring

approach well when he stal:
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“1 would say their ability to understand w
compassion. They get what is going on with us and | think that caring nature that they

have means a lot. We are not another number. They know us on a first namédasis.

know what | mean? So it is getting back to that personable relationship. That is the

experience we have had."”

CBM1 also felt that Chamber B | eaders’ <caring

year because they care about what his businessne

The third subtheme of listening and responding to needs was prevalent in the question
responses from Chamber B leaders (CBL3L€Band CR.5) and engaged members (CBM1,
CBM2, and CBMb5). All of the Chamber B leaders and engaged members felt tisatiithieme
was a best practice of chamber leaders. Please notbahasearchenore thoroughly
addresse responding to needsider the next section. The perspective of Chamber B leaders is
that this is one of their main roles; in order to effectivelyas¢heir members, they must ask
guestions, |isten to the answers, and then ac
we are always listening, we are taking a temperature check and listening to the other members
and what they are interestedi CBL4 al so stated, “Ilt is about
asking what are you |l ooking to get out of the
threepart process that he uses at the cbBamiget th
The engaged member perspective on the listening approach of Chamber B leaders is best
summari zed by CBM5's comment that “They |iste

my Dbusiness.
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Chamber B leaders listen to members by providing nunseieedback opportunities in
formal surveys and emails, but also in casual conversations and phone calls. Due teX®0VID
complications, Chamber B completed numerous surveys last year to ensure that the chamber was
effectively listening to members. CBL2eampfically mentioned how she handled listening to
feedback at Chamber B’s recent job fair. CBL2
gain feedback from attendees, but she also spoke to numerous members at the event to get their
input and followed uppy email with some membeadterthe event. The researcher observed a
board meeting duringghicht he boar d members di scussed the | a
According to CBL2, the best feedbackludesthat whichmembers giveither in person or on
the telephone because shenimmediately askfollow-up questions of the members, which can

assistwh t he chamber’s responsiveness to the feec

The final subtheme daftrong, trustingelationships present at Chamber B includes the
use of voluntary action. As stated previously invligin-case analysis for Chamber A, Crane
(2018) considers volumg action to includeinrequired or nonobligatogctions. CBL2 clearly

displays this approach given her following statement:

“l would say that | am al ways available to
and | try to be as accessible as | ddrave given out my personal cell to members and

they have contacted me after hours, becaus

CBL3 discussdthe actions that two Chamber B leaders took during CGMDwhich
according to heishowed voluntary action. CBL3 summarizealv the chamber experienced
funding issues at the beginning of the pandemic prior to receiving Payroll Protection Program

(PPP) dollars. CBL3 stated that the two chamber leaders:
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“Stepped up to the plate and s atolelpthe ar e n
chamber. That probably was not necessary, but they put as much value into their work

that they did while they were there because they wanted to be cost effective and save

money for the chamber. To me that speaks volumes about their comntibritest

businesses in our community.

CBM4 also told a story about how Chamber B leaders assisted the business with being eligible

for a | arge sustainability grant that would b
stated, “ They iffdrimé becande | shpposeit wasoout dfdheir normal course of

business, but they did help which | really ap
“will do whatever it t &katsordqguresithatlthpy gogutobusi nes

their way to make that happen. According to CBMS5, this approach effectively secured her

commitment to the Chamber B thus makimduntary actiora best practice.
MeetingMe mb eNeed$ andvotivations byProviding Valuable Benefits.

As discussed in the previous section, Chamber B leaders prioritize listening to members,
which enables them tprovide benefits that effectively address the needs and motivations of
members (Ki & Wang, 2016). All Chamber B leaders expressed the impodiatheechamber
providing value to members via benefits that they cannot receive elsewhere. CBL5 summarized
this position by stating, “Members engage 1in
value from the chamber, or we have their back, or tleatreproviding something that is a value
to them that they are not I|likely to get el sew
value to all chamber members is a challenge b

busi nesses. "llenfeeCGBpSiistcenvirtcdd ¢hat provaling a clear value proposition
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all ows folks to be committed to the chamber

then it certainly has an effect on member ret

In order to address varying businesgedas, Chamber B provides value by offering
numerous benefits including cost savings, connection/networking, visibility, varied and quality
learning programs, community impact, flexible organizational approach, and informational
resources. fie researcher siussesese value benefits and their connection to member

engagement below.

As mentioned in the description of Chamber B, the chamber offers numerous affinity
programs that assist members in saving money. CBL4 stated that the affinity pregraeas
main selling point for Chamber B, and he has found that members engage with the chamber for
the sole reason of taking advantage of some of those cost savings programs. For example, he
di scussed how he can compl etleanadetgroninechéw nauchdi t o
they will save if they use Chamber B’'s energy
member businesses have saved hundreds of dollars. While CBM4 does not take advantage of the
energy program benefits, she does beffieiih the Office Depot discounts available through the
chamber. CBM4 stated, “Those savings can real
for the year. So the benefits like that through the chamber are excellent and | will keep using
t hem.” CBedtbnedteslbamber ' s partnership with Afl ac
on Aflac products; this benefit can provide thousands of dollars in savings to chamber members.

CBM5 expressed that any extra cost oeavings t

reasontbbecomee ngaged with the chamber.
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Not surprisingly, all of the members who patrticipated in interviews discussed the

importance of Chamber B offering valuable connections/networking. CBM3 stated:

“You are invol ved aremablato retvalkmwitteother businessksant y o u
the chamber, that is why you participate. That is the number one reason to be involved in
a chamber, to interact with other businesses so you know who is in the community and

they know who you are.

CBM5expressd t hat the “networking is priceless” a
that he has received a lot of business by connecting with other members at events. Chamber B
leaders recognize that this is a primary role of the chamber. According to CBL3) eoteaf

the chamber is to “offer places where busines
she considers this benefit as a best practice of the chamber becawmeedible amount of

connections and collaborations begin at chamber evadtmaetings. haveseen it with my

own eyes.

Three engaged Chamber B members mentioned the role that Chamber B
connections/networking plays in their decision to renew membership. CBM1 concluded that he
will continue to r ene wtdaicllambarenehtdsalwadys gpod.btesc au s e
always good meeting someone new and putting them in your network is always a benefit. So it is
al ways good to be part of the chamber.” CBM5
the chamber gives hertbep por t u n i t-tp-fade avith‘tog efficiald ohlaca companiés
Finally, CBM3 shared the same opinion and sta
B) is very important because of the community itself. The fact that | can network. | leave th

ability to network with all/l of these business
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In addition to facilitating connections/networking, Chamber B also provides value to its
members by increasing their visibility. Chamber B provides numerous opportunitiesrtoter
the visibility of its engaged members. Each of the five Chamber B leaders discussed the success
of the chamber’”s ribbon cuttings and spotligh
cuttings are events that the chamber hosts at the losatiorew members that open a business
in the community. Spotlights then focus on existing members and include a chamber leader
visiting the member business, completing a recorded video, taking pictures, and then promoting
that spotlight using numerous salcmedia channels. According to CBL2, these Chamber B
of ferings “focus on sharing member stories an
with the chamber for them and the community."”
excellent visibility that they receive when they participate, donate, and volunteer for the
chamber. CBM1, CBM3, and CBM4 all stated that they donate to the chamber because they

want the visibility and the awareness that those donations bring. Those members also participate

in chamber events because of the opportunity to make their businesses more visible. Specifically

regarding volunteers, CBM5 vol undanth&'rtso pbeodause
people’s minds” and volunteerimogafor the cham
cCMB1, CBL2, and CBL5 all expressed that th

visibility is a best practice. CBM1 stated that the most effective leader strategies in the chamber

includet hose that “provide us rhdietand/beiggitopofimindkly , t he

hel ps us be successful and brings in revenue
that “having as much branded content as possi
everywhere, on social mediachn at t he events etc.” Every Chaml

that the visibility that they receive from the chamber impacts their decision to renew. The
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consensus between all of the member comments on this topic is that Chamber B helps their
members standub in the chamber and the community aherefore renewing membership is a

good investment.

The varied and quality learning programs offeredClhwamber B also provide value to
membersSurprisingly, none of the Chamber B leaders discussed the varietypality of
chamber programs, but all engaged members remarked about the excellent programming. CBM2
was particularly enthusiastic about the chamb
programming is just excellent. Excellent! | cannot stressaihatigh. | take advantage of it
because it adds a | ot of valwue to me. And | h
businesses do feel thatways expressed by CBM3 who stated th
of events that you feel are worthwdil and t hat are meaningful and e
discussed her participation in a young professionals group at the chamber that was very active
prior to the pandemic, which she found very v
businesses. Weewe hearing from other entrepreneurs. Our minds were being challenged and we

were asking questions and getting answers tha

Both CBM2 and CBM3 expressed that the chambers progranseings as best
practice and a reaséo renew membership. CBM2 discussed the numerous programs that the
chamber held during the pandemic that were designed to keep membedatgp on the rapidly
changing government support programs; “There
invaluable. They always give a lot of ttp-date information, and it is very higavel content
and quality. Il just felt each one was worth m

agreed that you can count on t aneinfanegomiber havi
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share.” CBM3 al so stated that he would contin

and meaningful, so that is why | want to cont

A benefit of Chamber B related to the programmmgudesthe flexible approach that
chamber leaders take when they schedule programs. CBL3 explained that the chamber holds at
least three or four different events every momthich they offeiat different times and on
different days of the week to accommodate the netdsferent businesses. CBL3 stated that
“We are just trying to be accommodating to th
meeting notes confirm that the Chamber B leaders make this a priority. CBL5 also discussed
how Chamber B started a new comegtbefore COVIEL9 called the Member Visit Committee,
which was tasked with visiting members to “ch
from the members for the chamber’s database.
for engageamember businesses who normally did not have the flexibility to attend regular
committee events. They could help the chamber and their own businesses by visiting other
member businesses whitte visitsworked for their schedules. While these visits stophezito
CoviD-19, CBL5 stated that they will start up ad

SUcCcess.

Another action that Chamber B leaders have taken which pertains to offering flexibility
to members is the introduction of a tiered dues structu2820. CBL5 explained that chamber
| eaders introduced this new dues model in ord
chamber based on what value we bring to you, or potential value, and to essentially provide
personalized benefits basedonmemb needs.” The | owest member sh
comprises thé@ase membership. In addition to that membership, members have the ability to

invest at four other levels: Business Investor ($500), Corporate Invesfod@ir $1250), Key
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Investor ($2500), and Civic Investor ($400). As members invest more, tiered dues

structure gives thertie flexibility to choose additional benefits with that investment based on
their needs. For example, a Key Investor receives the benefit ofingcpniority placement on

advertisements and social media posts in addition to tB@® investor dollars, which the

member can use to purchase a number of different a la carte benefits. CBL5 stated:

“1f you invest at the corporate | evel

sandbox to spend your investment how you value it the most and we provide many

different options for spending that investment: golf outing tickets, paid emails

advertiseent s, paid soci al media post s,

or h

ive r

According to CBLS5 the tiered dues structure |

done in his tenure with the organization becdabsenew structure hamt only increased

revenue, but it has further engaged members because they get better value out of their

membership.

A further Chamber B benefit that provides value to members includes informational

resources. Both CBL2 and CBL5 felt that the chamber had always bediormnational

resource, but that specific role increased as a result of CQYIEBL2 stressed that:

“Normally we are really making peopl e
they run into an issue that they need information on, we are tlcat dametimes they
do not know where to go. We especially found that a lot with CQ}Destrictions,

loans, and things that were more high level; there was information it seemed like

everywhere but where do you go to get it and trust it? So being atdagolidate

f eel
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resources and be a go to resource hub for people to know that they were getting good

information was <critical

CBM2 agreed that Chamber B was invaluable during the pandemictiddvehambeprovided

excellent information that memberscouldp |l v upon; “There was all th
and forth and some people were getting it, some people were not, so it was confusing for people.

|l think that they did an excellent job of wal
outside of the pademic period, Chamber B has always been seen as a resource to local

businesses th&eepsbusinesses in the community. According to CBM2:

“1f you ignore a business or do not help a
hospitable or helpful plader them, they are going to relocate eventually. You do not
want that. You want them to feel like this is home, like this is a place that is helping them

succeed by helping them with resources.

In addition to the private incentives that have alreadgus$sed in this section, Chamber
B also provides public incentives that benefit the greater whole of the membership and
community. Two engaged Chamber B members spoke extensively about the impact that the
chamber provides in the community and the fadtttiet impact strengthernkeir engagement

and commitment to renewing. When asked why she is committed to the chamber, CBM4 stated:

“Wel | | |l am a coll aborative human. I belie
power in people and what theyiroy to the table. So, what | can achieve on my own is

one thing, what you and | can achieve together is actually more than you and | could

achieve separately. And so that is the idea of a chamber and the strength of its power in a

community; | believe intiand its core. | am devoted to that concept of what it is and
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being here in a really great suburb | know that if | am going to be part of our chamber,
there is simply just going to be an awful lot of other business owners and we may not
agree an awful ladf things in, like in who we are as people, but at its essence we are

going to believe in this city and wanting our businesses to be strong and this being an

attractive place to do business and to | iv

CBM2 considered Chamber B a:

“Li f el i neesstcommurityethatisuasritical in helping to support about 30,000
jobs in the community and each one is important because what you are doing is you are
supporting a family. You are giving someone an opportunity to buy a house. You are
giving someone thepportunity to send their kids to school. You are giving someone an
opportunity to pay a mortgage. And then giving someone an opportunity to get skills in
life and then maybe advancements in their careers. That is so critical and key. That is
great communies when you are able to do that for your workforce. And think about it,
we have 900 companies, and they are doing that and half of them are members of the

chamber which is helping them be successfu

The second subtheme that the researcher discove@Gidhatber B that pertained to
meeting member needs included the use of creativity. CBL2 and CBL5 both mentioned the
importance of creatively meeting the needs of members. CBM3 and CBM5 confirenealuk
of creative approaches to their businesses, andctiresider tlhsea best practice of Chamber B.

CBM5 remarked that:

“CChamber B |l eader) can think out of the b

do this and what if we do that? And it is not all about him in the chamber. It is about
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helping the mmbers of the chamber, at least he has done that with me. He has a very
strong ability to think outside the box to get done what needs to get done. That approach

has been invaluable to me.

This viewpoint was echoed by CBM3 who stated:

“1 am trkimfg tthhe tthes@nt way to put it ..to go
norm. The chamber excelled at that in 2020. So to not just sit on your hands and freak out
but to keep moving forward and to be open to new directions. The chamber definitely

does that."”

Welcoming andCommunity-BasedCulture.

Many comments of both Chamber B leaders and engaged members pertained to the
organizational culture of the chamber. The prevalent subthemes in the data included the
chamber’ s i-micdediaxdve ecompeg environment; the | e

positivity; and the encouragement of camaraderie, teamwork, and collaboration.

All of Chamber B's engaged members referen
at the chamber, which makes them feel comfoetalttending and participating in events. CBM3

provided an excellent description of what he has encountered at Chamber B events:

“At meetings | have attended, fol ks are al
leadership of the president and assis Walking in you are always made to feel
welcome. They may even grab you by the arm and walk you around the room and

introduce you to a number of people.”
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CBM1 and CBMS5 have also felt welcomed at meetings. CBM1 remarked that Chamber B has a
“casualwiftehe warm wel coming peopl e” ad+ieky@BM5 ag
warm and wel comi ng.hébagegart ofhid decisgpn to renev @ tha fact

that he likes the comfortable environment. The additional concepts of incarglorpenness

were introduced by CBM2 in the following statement:

“This chamber is very open. Il think it 1is
very diverse. | think it is finally starting to represent that diversity in (Chamber B
community), and think that is just absolutely wonderful. So if you are a minority, or you

are a woman, or say you are an Indmvned business, you feel more comfortable now.

It is not like it was maybe 20 or 25 years ago; you would have felt like you are alone.

And [ just think diversity, equity and inclusion is who the chamber is now. I think that is
what they represent, and | think you could feel it with just more diversity in their
membership. And | think it is one of the greatest strengths of (Chamber B community)

ard it is also one of the greatest strengths of the chamber. Because if you set that tone,
then everyone is going to feel that sort of welcoming. And the opposite, if you do not you

wi || be on the |l osing end of the future of

CBL5, CBL3, CBM3 ad CBML1 also referenced the openness visible in Chamber B. Their
comments stressed thhy being operminded the chamber creates an environment that is

comfortable for all members and one within which people want to spend time.

CBL3 and CBM3 also menti@d the importance of the positive environment at the
chamber. CBM3 felt that the positive attitude of chamber leaders was a best practice at the

chamber because that attitude played a large role in his continued commitment. CBL3
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specifically referenced thahamber leaders have actively discussed how to create an
“atmosphere of positi @BMyY @onclmoded gt hatr wiah at
necessary in order for members to be excited about participating and investing time and money

in Chamber B.

The final subtheme that applies to Chamber
camaraderie, teamwork, and collaboration. Numerous Chamber B leaders and engaged members
mentioned these three concepts in their comments. Their comments described a group of peop
that embrace the fact that they are on one teanmibr&isto strengthen the businesses in the

community and thaif they fail to collaboratgthey will missout on many opportunities.

According to CBL2, “peopl e tnityiahdyear ie thd l i ke th
chamber, and they are working towards accompl
she stated, “When you are there, you are al/l

CBM2 al so felt par tofthefteamn. We doteeepthing fof thédearaand p ar t
there is nothing that we will not do for the chamber. Everyone is like whatever you need and that

is just the way we roll .” CBL1 and CBL3 expre
others in the chamband who feel part of a team continue to renew their memberships because

they enjoy that feeling of community and connectedness; therefore, leaders must encourage and

support that team approach and camaraderie.

StrategicPlanning.

The mission, visionand measurable goals of Chamber B serve as a strong foundation for
member engagement in the chamber. Chamber B has a strategic plan that outlines the

organi zati on-2@24. ghe hdard defetoped tAeOrd K current plan at a retreat prior
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tothes art of the pandemic. The strategic plan s
statements, three high level/strategic goals, accompanying objectives, and numerous strategies to
accomplish those objectives. @hdesMenibershipa mber B
Growth, Engagement & Retention. Accompanying strategies include items such as visibility
opportunities for members, surveys of members, member visits, personalized communications,

and other initiatives. The plan also lists deadlines, respormbiies, status, and notes for each

strategy Chamber B leadersolor-codedthe status of strategies either green (accomplished

and/or strong activity), yellow (on traclgr red (not started or slow progresashadChamber B

leaders update themlor-coding status and notes monthly. Board meeting notes show that the

board discusses strategic plan updates and key metrics at each board meeting in order to ensure
implementation of the plan. The researcher also observed strategic plan updates oloairty

meeting.

Chamber B’'s strategic plan also has an ext
the accomplishment of membership, financial, program, governance, and marketing &
communication objectives. CBL5 tracks these metrics using a kéyrpeance indicator (KPI)
dashboard, whichamber B leaders discustseach board meeting. CBL5 expresseten he
first came to the chamhéhis largest challengacludedtrying to measure success at the
chamberand he considered measurement of membgagemenas part of that succedsor
two yearshe worked on developing a detailed member database and measurement system that
now tracks 14 member engagement metrics. CBL5 stateththahamber musheasure more
than just event and program attendamc&hich many chambers limit themselves. CBL5
stressed the i mportance of having a teompl ete

chambe needs to make sure that it 1Is measuring
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to membersandthoseecana s di f fer by member.” The metrics
number ofonboardedhew members, posinboard communicatior(§-month, 3month, and 9
month),member retention, members participating in affinity programs, program attendance,

social med/web impressions, social media followers, completed spotlights,
newsletter/communications open and clibkough rates, volunteer counts and activity, and paid

member advertising/sponsorships. Chamber B leaders use this detailed engagement management
tracking system to rank members each year according to engag€&hantber B leaders

organize the rankingsing a coloicoded systengreen symbolizes high engagement, yellow

symbolizes average engagement, and red symbolizes low/at risk engagement. According to

CBL5, the key to increasing member engagemeciuides

“Data, data, data. We n e eddt@dse sothatfve qpuidr e o u't
generate a report that says here are our least engaged and here are our most engaged and
you go from there. It is worth investing that time and effort on the least engaged and the

ones that are decreasing because it is alwaysrdaasteep a member than to get a new

me mber .

Once theChamber B leadersompletethe rankingstheystrategically reach out to lesser

engaged members in order to encourage further engagement and to meet their needs.

Both CBL3 and CBL5 considerthechdb er ° s approach to strategi
tracking a best practice that has a positive impact on member retention. They consider their
process a best practice becatleprocestas enabled all chamber leaders to focus on goals that
will successfullyimpat member engagement . Chamber B’ s me

engagement has allowed chamber leaders to identifgkainembers and then work on building
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their engagement. Chamber B has seen decreased attrition since chamber leaders began a more

conceted effort to reach out to members based on the collected engagement data.
Providing Support.

Chamber B leaders and engaged members remarked that support provided by chamber
leaders assists in engaging both volunteers and donors. The subthemesainaiopaviding
support that the researcher discovered in Chamber B included connecting skills with
opportunities, offering guidelines, showing appreciation, using empowerment, and presenting

awards/recognition.

While Chamber B engaged members did nstuaés using their specific skill sets to
benefit the chamber, both CBL4 and CBL5 remarked that all members have skidstieas
could useéo assist the chamber and part of their role includes making those connections. CBL4

discussed how he carefullglt ens t o new member s i nterests ar
about their skills during onboarding sessions; he then has the goal of connecting them to a

committee that could use those skills. CBL4 mentioned how he recently met with a new member

who u®d to plan golf outings for her prior company; therefore, during that meeting he suggested

t hat she get involved with Chamber B’'s golf o

fit t hat worked for the member takerasimilane ¢ hambe

approach and summarized what he tells a member:

“l do a Il ot of I|istening and | earning abou
say that *“if you would |i ke to get more in
there is smething that might overlay with our needs. So basically you are doing what

you | ove on a committee.
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By taking this approach, Chamber B leaders have been successful in engaging members in

volunteer activities that benefit the chamber and tredpchambemeet its goals.

With regards to volunteer training, Chamber B does not provide any formal training;
however, chamber | eaders have dev’elwlpieadh what
describe specific/tasks that volunteiseresponsibity for completing at certain events. This
approach enables volunteers to fully understaed accountality at the event. CBL5 also
mentioned that he has created “job descriptio
committee details and resgsahbilities to committee members and potential members. A review
of chamber documentation found that a committ
statement, committee composition details, summary of desired volunteer qualifications, time
commitment exp&tations, and scope of authority detaller example, the membership
committee has the purpose of providing insight on member recruitment, engagement, and
retention. The committe@cludesa chair, vicechair, and six to eight membecsirrentlyin good
standingwhoc an vol unteer approxi mately three hours
scope of authority includes working collaboratively with staff members to develop and
implement member recruitment, engagement, and retention initiatives. CBL5 stateavthg
the “job descriptions” has assisted him with

members.

The third subtheme of providing support in Chamber B pertained to chamber leaders
showing appreciation. CBL2 remarked that chamber leaderstigedhanking chamber
volunteers and donors for their support of the chamber. CBL2 not only thanks members in
person and in writing, but she also “gives a

posts. Chamber B engaged members have takeseraitthe efforts to thank them for their
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support as il lustrated by CBM3' s comment that

appreciation from the chamber when he has do
CBM4 expressed that she always #gpreciated when she volunteered time towards Chamber

B.

The subtheme of empower ment was al so evi
supporting volunteers. As previously discussed, Chamber B leaders have clearly outlined the
responsibilities of comrttiee volunteers in the committee job descriptions. Those job
descriptions showhat Chamber B leadeesnpowercommittee membensith decisionmaking
and implementation abilities. CBL3 remarked that she works collaboratively with other chamber
leaders to imlement feedback that members on the programming committee have suggested.

CBL3 stressed the importance of listening to members on the committee and implementing their

feedbackwvhich suppodtheircontinuedengagenenti n t he commi ttee’ s wor K.

Lastly, Cramber B leaders prior to COVHD9 did present golunteer of the yeaaward
and a Bright Star award to engaged members who gave of their time and talents to the chamber.
The review of Chamber B archives and documentation showed that the volunteers ghreglente
these awards received significant recognition in chamber newsletters, at events, and on the

chamber’'s soci al media sites.

Communication.

Asin Chamber A, the theme of communication is the only theme that every Chamber B
leader and engaged member discussed during interviews. Their comments collectively stressed
the importance of effective communication for member engagement and retentidaitiona

each of them felt thatommunicatiorwas a best practice of Chamber B. The subthemes of
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communication that the researcher discovered in Chamber B included providing consistent,

clear, and frequerommunicatiorthat ®nveysvalue; customizing meages; and hosting

member orientations.

Chamber B leaders remarked that they must prioritize actively communicating with

members and make the value of the chamber

sure that members are aware of the availalfitgvents and benefits and the value that those
opportunities provide.” CBL2's comments
is available, what it costs, when it 1is
members appreciatietailed communication as illustrated by CBMao stated that he wanted
to know “What are the benefits? What do

right?”

When designing Chamber B communications, CBL2 stated that she recognizes the

kno

echo

avail

get

importance of consistency and frequency, so she has a schedule that outlines when she promotes

events & two-weekout postaoneweekout post, andalast call to register). The approach has a

positive impactonmemberds 1 | |l ustrated haty CBM5’' s comment

“1f | only heard from the chamber once

as the constant communication that they have. Do | take part in everything they offer?

No, but I like to see what is going on and they have every form of commonithdit

you would want. | do not want to say they are in your face, because that kind of has a

a m

negative connotation, but you can always know what is going on at the chamber because

of their excellent communi cati on.

t
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In addition, CBL2 expressed the importarof distributing clear communications that do not get

l ost i n people’”s inboxes, -catchingheaslinas/subjsctlibes| di ng
and hyperlinks that take members to additional informatfauld they have intereist learning

more Chamber B engaged members recognized the strong communication efforts of chamber

|l eaders as il lustrated by CBM4's comment that

“l1 do think the chamber SeldotEnkthattheo od at owu
chamber leaders are trying on a weeklyibasengage the members. They are very
communicative. Their newsletter is consistent, and it is full of things that | could engage

in. The only thing that they could do more than what they do is literally show up to my

door and knock on it and sdyyey, this is happening this week sign,ughich they

moreor-less almost do with you to a point. So they are very proactive, and we hear from

them a lot. We see the things they are offering, and they send remifiugysare good at

t hat outreach.”

As previously stated, all Chamber B | eader
approach to communication is a best practice. Both Chamber B leaders and engaged members
discussed the variety of channels that the chamber uses to communicatenetbdd social
media (Facebook, LinkedIn, Twitter, Instagram, and YouTube), emails (including newsletters),
phone calls, handwritten notes, announcements at events, and a website. CBL2 remarked that
“We are trying to find etisesociglbvbatihgritisbneai, e t hey a
whet her it is a phone call.” Specifically reg
considered Chamber B’'s social media accounts

strengthen their engagement with members.



MEMBER ENGAGEMENT IN CHAMBERS 195

I n addition to being a best practice, CBL2
communication efforts positively impacted member engagement. CBL2 expressed that effective
communication from the chamber ensures that people attend events and take advantage of
benefits. If members do both of those, then they see the value of the chamber and will continue
to renew. CBM3 agreed with this rationale and commentecttfeaitive communication

impacts his engagement in their offerings and his membership renewal each yea

The second subtheme of communication present in Chamber B is customization, which
includes the use of messaging segmentation and personal apgeatter B does not
extensively use Bssaging segmentation because CBL2 explained that the chamber shaseat
information that is relevant across business sizes and industries. However, Chamber B does
segment communications to industriean important updatappliesto them. For example,
CBL2 discussed how she sent information to member restaurantlyecemgar di ng t he S
Restaurant Revitalization Fund. Also, at the beginning of COYADCBL?2 used the State of
Ohi o"s public database to determine which Cha

rebate and she then emailed those members so thgivilere aware of the rebate.

Chamber B leaders and engaged members also mentioned the importance of using
personal appeals to secure member engagement (mainly volunteer hours and donations). When
seeking out volunteers and donations, CBL2 stated thahl#raB has had good success with
directly approaching current engaged members and new membeexpriess interesh
deepening their chamber connections. Both CBM3 and CBM5 remarked that they have donated
to the chamber because they were directly appeshabhout donation activities. CBL5 stated
that personal appeals have positively impacted reteatidmembers have remarked that they

appreciate that the chamber reaches out to them directly and daegyngse email.
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The final subtheme of communicatigna formal new member onboarding process that
Chamber B providesising both on@n-one meetings and twice yearlyperson onboarding
events. A signi f iiccladesonbgasirgall nenf merGhBrk, &vhich herhasl e
accomplishediia Zoom dued COVID-19. CBL4 developed a PowerPoint presentation that
thoroughly covers all of the benefits/affinity programs of the chamber and introduces new
members to the various opportunities for engaging with the chamber (events and volunteer
options etc.). CBL4hinks that the onren-one approachrovesvery effective because he can
have a personalized conversation regarding how the business can best capitalize on the chamber
given their specific business needs. Following theamene meetings, a board member then
follows up with the new members at otieree, and nine months. CBL5 also discussed how
Chamber B pr o\mnaheosnbodrdimgsrta néw chamber representatives from
current chamber member organizations. One of the challenges that Chamber B has is the
turnover of representatives at theger chamber member organizations, but CBL5 expressed
t hat per f or mi-ongne bnbaarditfigmallows the chamber leaders to educate the

new representatives on the chamber’s value pr

In addition to the onen-one meetings, ChamberHas also had success with hosting
twice yearly inperson onboardings (prior to COWI®). During COVID19, Chamber B
continued to provide those orientations in a virtual format which they recorded and placed on the
chamber’s YouTube odtacomireé the déahoabwdrding ap@oaghlofeboth
in-person and onen-one orientationsas chamber leaders consider bwtivebest practiceor
engaging and retaining members. According to

i mmedi at eylpgsitivelg impiact tetergion because new members will remember that the

chamber reached out numerous times throughout the year to keep them engaged.
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Lack of Time andResources.

The final theme the researcher discovered was the lack of tintesodces expressed
by Chamber B leaders and engaged members, which negatively impacts member engagement.
This theme included the subthemes of work and personal conflicts, and lack of organizational

resourcesincluding working capital and staffing.

EveryChamber B engaged member and a majority of leaders remarked that lack of time
negatively iIimpacts member engagement. CBL1 st
busy both personally and professionally in this day andaagkl do not find that mgple are
willing to give up a | ot of time.” CBL2 agree
and many representatives wear many hats or have many roles within the organizations, so they
do not have the time.” QB3 "calhlaetd atphpee aprrso btloe
and not better. The number one objection that CBL4 receives lehewrksto increase member
engagement is time. According to CBL4, member
ti me to do o ngagedhChamber B inambegs.alf maétersimilar statements regarding
their | ack of time. CBM1's busy schedule resu
events, which is also the case with CBM2, CBM3, CBM4, and CBM5. CBM3 summarized the
time challengewel when he stated that “1 guess time i

it. You want to be there, but you just cannot

The second subtheme of lack of organizational resources also negatively impacted
member engagement. Four Chambee&lers (CBL1, CBL2, CBL3, and CBL4) all remarked
that chamber members have expressed that lack of working capital has impacted their

engagement in the chamber. CBM1, CBM3, and CBM4 agreed that they all have set budgets,
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which impact the amount thattheynca i nvest i n Chamber B. CBM3 r
much money to invest. | have a budget. | can do things within reason, but you cannot do
everything.” CBM1l1 and CMB4 also referenced |
that staffing levelstahis organization fluctuatand at times he cannot participate in Chamber

B events becaudack of staffing CMB4 did not mention organizational staffing challenges at

her organization, but she referred to the small staff at the chamber and how that negatively

impacts what can member engagement initiatives chamber leaders can accomplish.

Comparison of Chambers A and B.

The researcher completed a croase analysis that compared the discovered themes and
leadership strategies for member engagement in Chambers A &atl8 3included in the
Representation and Visualization of Data sectmasents aummay comparing théeadership
strategies and noted best practices in Chambers A and B. Significant similarities exist between
the member engagement approaches at the two chambers and the researcher discovered very few
differences. The below paragraphs disahsssimilarities and differences according to

discovered themes.

Strong, Trusting Relationships.

Leaders at both Chambers A and B strive to katildng, trustingelationships by
making personal connections, displaying benevolence and responsiveness, taking voluntary
action, and providing transparent communication (notetiigatesearcher discusstis
approach under the theme of communication). Leaders and eneatiboth chambers
considered all of these discovered subthemes best practices that promoted member engagement.

The sole difference identified between the two chamipetadeshe fact that Chamber B
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leaders and members did not comment on the integdjgpfayed by Chamber B leaders while

this was a prevalent subtheme in Chamber A. Chamber B engaged members did comment on the

|l eadership skills of Chamber B | eaders; for e
leadership of the chambér H oew that specific comment among others did not specifically

apply to integrity, defined in this study as leading by example, having morals, being fair, and

keeping promises.
MeetingMe mb eNeed$ andVotivations byProviding Valuable Benefits.

Like theprevious theme, numerous similarities exist between Chamber SlzamdbeB
in theirapproacksto providing valuable benefits that meet member needs. The researcher
discovered that both chambers struggle with meeting the needs of members because they vary by
member. Despite that challenge, both chambers prioritize providing value by offering cost
savings, connections/networking, member visibility, varied and quality learning programs,
positive community impact, flexible approaches, and informational resources. In addition, both
chambers use creativity to effectively address member needs. Chamit BAesders and
members considered the majority of these best practices in the chambers with a few minor
exceptions. Chamber A and B leaders and members did not mention cost savings and providing
informational resources as best practices. Chamber B teadémembers also did not consider

the chamber’s community i mpact and use of <cre

The differences discovered between Chambers A and B pertain to cost savings, member
visibility, and flexible approaches. Unlike Chamber B, Chambprovides a professional
development grant program that offers costs savings to numerous members each year. In

contrast, Chamber B provides a 50% savings on Aflac insurance, which Chamber A does not
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provide to its members. With regards to member visibiifyamber B promotes member

businesses using spotlights, a strategy that Chamber A does not utilize. Lastly, while both
chambers display flexibility when scheduling of events in order to provide numerous options to
members (days of week and times of dap)y hamber B provides dues flexibility with its

tiered dues structure. Plus, Chamber B createdraber visit committethat provides members

with challenging schedules the opportunity to engage with other members according to their own

availability.

Welcoming andCommunity-BasedCulture.

Comments of Chamber A and Chamber B leaders and engaged members clearly showed
that both chambers have healthy, welcoming, and commbasggd cultures that support a sense
of belongingness. The researcher found tiaieaders in both Chamber A and B provide an
inclusive, operminded, and welcoming environment; display positivity; and encourage
camaraderie, teamwork, and collaboration. In both chambers, study participants viewed the

|l eader s’ p 0 s i tracticeethansuppaits neetnbeaendagemdnt. p

StrategicPlanning.

Leaders in both Chambers A and B prioritize strategic planning and use current strategic
plans to guide their member engagement eff@ts.a mber A and Raclshawetr at egi
mission stéements, specific engagement goals, and accompanying straiegigdition,
chamber leaders track process and regularly discuss the accomplishment of those strategies at
mont hly board meetings. Chamber B aeéfferty has a
while Chamber A is in the process of creating its first vision statement. With regards to tracking

and measurement, both Chambers A and B collect data and have a series of metrics that they use
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to measure accomplishment of goals and strategres kéy difference between the two

chambers is that Chamber B has a more extensive measurement system that tracks 4 member
specific engagement metrics. Chamber B then uses its detailed engagement management tracking
system to rank members each yeacording to engagememind then follow up with lesser

engaged members. Numerdlisa mber A and B | eaders consider e
strategic planning a best practice because the plans enable all chamber leaders to focus on goals

that will siccessfully impact member engagement.

Providing Support.

Both Chamber A and B leaders and engaged members discussed the importance of
providing support to volunteers and donors, whigturn, positively impacts engagement. The
researcher found alubthemes of providing support in each chamber with a few discernable
differences. With regards to offering training and guidelines, Chamber A provides more
formalized training for volunteers of larger eventhile Chamber B does not take this approach.
Ihst ead, Chamber B provides “vol unnhderstandheire scr i p
responsibiliteast events. I n addition, Chamber B has ¢
chamber committee, which provide significant committee details aodmation on
responsibilities to committee members and potential members. Chamber A does not provide this
level of committee detail to volunteers in a written format. Both Chambers A and B recognize a
volunteer each year with the Bright Star Award, but GbemiB also recognizesvalunteer of
theyeamt an annual |l uncheon. Chamber A and B’ s a
connecting skills with opportunities, showing appreciation, and using empowerment are very

similar.
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Communication.

Communicatiorwas the only theme discovered in this study that every Chamber A and B
leader and engaged membiescussed during interviews, which emphasizes its importance in
successful member engagement. Leaders at Chambers A and B prioritize providing consistent,
clea, and frequent communication th@tnveysvalug and they consider their approaches a best
practice. They use effective message design and various communication channels to remain top
of-mind with their members. The only difference discovered between the communication
channel approaches of both chambgthat Chamber A also communicates via text with

members who have signed up for their group text service.

Leaders at both Chambers A and B also customize mesasguasticevhich includes
occasionally segmenting messages to specific industry clastéfsequently making personal
appeals to members which support participation, volunteering, and donations. Chamber B also
has anember visit committethat prior to COVID-19, personally visited member business

order to capture updated member infotioraand encourage member engagement.

Both Chamber A and B have formalized onboarding processes for new members which
include numerous points of contact. The onboardings begin wito®pae meetings and
chamber leaders then follow up with new membetbkrae different points throughout the year.
Leaders at both Chamber A and B consider the onboarding proedssstspractice becautbe
processmmediately gets new members involved in what the chambers can offer. In addition,
each chamber supplemethg oneon-one inperson onboardingsith occasional ifperson

onboarding/orientation events.
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Lack of Time andResources.

Leaders of Chamber A and B both face the same challenges to member engagement, lack
of time, and resources. Leaders and engaged members of both chambers repeatedly discussed
how lack of time negatively impacts member engagement in the chamber; other work and/or
personal commitments of members oftentimes compete with chamber events and ogsortuniti
Both chambers also face | imited resources (wo
member engagement efforts at the chamber. Engaged members also expressed having challenges
with limited budgets and organizational staffing, which at timeggatively impacts their level of

engagement.

Representation and Visualization of the Data

Figure 2 below; illustrates the findings of this study. In the figuitee seven discovered
themes surrounchember engagement. Six of the therm@gport member ggagementand the
researcher included these themehkigk-l e v e | |l eadership strategies i
model A green arrow illustrates this positive relationship. Unlike the other themes, the seventh
theme, lack of time and resources, poseseattio member engagement. A red arrow illustrates

this negative relationship.

Relationships also exist between some of the seven discovered themeseBneher
illustratedthe e r el ati onships with blue arrows. As pr
stakeholder trust model, transparency (referred to as providing consistent, clear, and frequent
communication in this study) builds trust in relationships. Therefore, the moded shpesitive
relationship between communication atbng, trustingelationships. As previously discussed,

providing supportlosely relates o meet i ng member s needs and mo
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valuable benefitaand for that reasojthe model showa positive relationship between these two
themes. Comments of chamber leaders and members suggested that a welcoming and
communitybased culture and the meeting of their needs results in the buildtgd, trusting
relationshipsso hie model illustrates positive relationships between these themes. Finally, the
process of strategic planning involves chamber leaders identifying valuable benefits that they can
provide to members. Therefotbe model showa positive relationship betwestrategic

pl anning and meeting members’ needs and moti v
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Strong Trusting Relationships

205

Meeti ng Memberpr s

Communication

Member Engagement

Welcoming and Community
Based Culture

Motivations byProviding
Valuable Benefits

Providing Support

Lack of Time and Resources

Strategic Planning

Figure 2. Study themes showing positive or negative relationship with member engagement and

relationships between themes.

In addition, Table 3belowy,s u mmar i zes the six major | eader

leadership model for member engagement and the accompanyistgyatelgies used by

Chambers A and Bf Chamber A or B leaders and/or engaged members mentioned the sub

strategy as a best ptee, the researcherotedthisin the table.
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Table 3
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Comparison of Leadership Strategies for Member Engagement at Chambers A and B

Leadership Strategy Chamber A Chamber B
Build strong, trusting relationships
Make a personal connectiefConnect with members X* X*
D_isplay inf[egrity— Lead by example, have morals, Xk
display fairness, and keep promises
Ensure responsiveneskisten and respond to needs X* X*
Seek feedback X X
Meetings X X
Surveys X X
Emails X X
Phone calls X X
Show benevolenceShow caring behavior and
commitment to members X* X*
Take voluntary actior Performunrequiredtems/actions X* X*
Of fer valuable benefits that align
Provide value X X
Cost savings X X
Connections/networking X* X*
Visibility X* X*
Varied and quality learning programs X* X*
Community impact X* X
Flexible approach (scheduling and/or X X

dues etc.)
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Leadership Strategy Chamber A Chamber B

Provide value continued
Informational resources X X
Use creativity X* X

Build a welcoming and@ommunitybased culture

Provide inclusive, open minded, and welcoming

environment X X
Display positivity X* X*
Encourage camaraderie, teamwork, and collaboration X X
Prioritize strategic planning
Set mission X* X*
Set vision X X
Develop measurable goals X* X*
Collect data X* X*
Measure results X* X*

Provide support (pertains primarily to volunteers)

Connect skills with opportunities X* X
Offer training and guidelines X X
Show appreciation X* X
Useempowerment X* X

Present awards/recognition X X
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Leadership Strategy Chamber A Chamber B

Effectively communicate

Provide consistent, clear, and frequent communication

that caweysvalue X x*
Effective message design X X
Use various channels X X*

Social media X X*
Email (including newsletters) X X
Phone X X
Website X X
Text messages X
Event announcements X X
Handwritten notes X X
Customize messages X X
Segmentation X X
Personal appeals and member visits X* X
Host member onboardings X* X*
Group events X X
Oneon-one X X

* Leadership strategies mentioned as best practices for member engagement.
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Relationship of the Findings
This section discusses how the findings of

guestions, conceptual framework, anticipated themes, literature review, and stated problem.

The Research Questions

Theresearcher designed tresearch questions better understand whgaders struggle
with engagemerdnd what specific actions chamber of commerce leaders currergfytak
effectively address the challenge of member engagement. The questions also sought to
understand how the actions of chamberavhmerce leaders to support member engagement
ultimately impact member retention. The final research question sought to identify best practices
used by chamber of commerce leaders and also to identify those found in the scholarly literature
that pertain tather types of associations. The below paragraphs discuss the relationship between

the findings and the research questions.

Research Question #1.

The study’'s first research question asked
encounter in engaging méers. The findings show that chamber leaders of both case study sites
struggle with meeting the needs of members because they vary by member. In other words,
members value different benefits and therefore in order to maximize member engagement
chamber leagks must provide benefits that appeal to members with a variety of needs. Chamber
leaders also encounter the challenges of lack of time and resources. Numerous engaged members
discussed how lack of time negatively impacts their level of member engag®tosrdt times,

both leaders and engaged members lack resources (working capital and staffing), which can limit
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the level of engagement from members and the engagement initiatives that chamber leaders seek

to undertake.

Research Question #2.

The study’'s second research question asked
effectively engage members. The findings show the prevalence of six major leadership themes
present at both case study sites, which inclatteng, trustingelationships; meetingme mb er s’
needsand motivations by providing valuable benefasyelcoming and communitpased
culture; strategic planning; providing support; and communication. Based on these themes, and
this study’s | iterature r eipmogleformeniber resear che
engagement in chambers of commerce (Appendix E). The leadership model includes the
following high-level leadership strategies that directly map to the discovered themes: build
strong, trusting relationships; offer valuable benefitsahbti gn wi t h member s’ ne
motivations; build a welcoming and communiigised culture; prioritize strategic planning;
provide support; and effectively communicate. Note that Appengipozdesa condensed
version of the conceptual framework for thisdy; the conceptual framework differentiates each
of the member engagement dimensions and the relationships mentioned in the literature between
those dimensions, leadership strategies, and member engagement. In comparison, Appendix E
collapses the four nmmeber dimensions into member engagement as a wholéamheadership
model showgpositive relatioshipsbetween each of the six leader strategies and member
engagemeniThe leadership modelso show positive relationshipsetween some of the leader
straegies. Each of the six leadership strategies has accompanyisggaelies that enable
leaders to effectively accomplish the leadership strategies. Table 3 lists all of-Steasedpes

discovered in this study. Chamber leaders and/or engaged mengreiened all of those sub
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strategies during interviews in response to questions that asked what actions chamber leaders

take to encourage and sustain the four specific dimensions of member engagement.

Research Question #3.

The study’ s tibnisoughtto undeestand bdw thg engagement strategies
of chamber of commerce leaders help support member retention. Chamber A leaders and
engaged members felt thettong, trustingelationships between leaders and members supported
member retention. Charar B leaders did not connect relationships with retention, yet one
Chamber B engaged member stated that his relationships with chamber leaders influences his

decision to renew.

Chamber A and B leaders and engaged members all agreed that members ransev bec
the chamber provides value to its members. As discussed, Chambers A and B provide value by
offering cost savings, connections/networking, visibility, varied and quality learning programs,
community impact, flexible organizational approaches, andrimdtional resources. Chamber
members remarked that the value added to their businesses from cost savings,
connections/networking, visibility, varied and quality learning program, community impact, and
informational resources all supported their decisionstew membershipn short, members

choose to renew when they receive valuable benefits.

With regards to the welcoming and commu+bsed culture of each chamber, Chamber
A and B leaders and engaged members expressed that connectedness to a tedyn positive
impacts member retention. When members feel part of a team that has successful collaboration
and a sense of camaraderie, they will renew their membership in order to remain a part of that

team.
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The theme of strategic planning has a direct connectioretober retention in both
Chambers A and B because the strategic plans of each specifically have member retention goals
and metrics. Chamber A and B leaders remarked that having a strategic plan enables chamber
leaders to focus on goals and ultimately aghithem. Therefore, because member retention is a

stated goal, leaders from both chambers will consistently work to achieve that goal.

Chamber A and B | eaders’ support of engage
Comments of Chamber A and B leadersntioned that both chambers experience very little
volunteer turnover on the majority of chamber committees. As a result, the leaders conclude that
efforts to support member volunteers such as training provided by Chamber A, job descriptions
provided by Gamber B, and the showing of appreciation by both Chambers A and B must

ultimately support member retention.

Finally, the most prevalent theme of communication has a significant and positive impact
on member engagement. Chamber A and B members agreeéfébtive communication keeps
members engaged and renewing. The use of numerous communication channels,
customized/personal appeals, and new member onboarding processes were all considered to

encourage and support member retention.

Research Question #4.

The study’s final research question sought
leaders should use to increase member engagement. The researcher asked all study participants
guestions regarding the most effective actions of leaders that supportedrtireember
engagement dimensions. Based on the answers to those questions, the researcher tt@tcluded

numerous suistrategies of each highvel leadership strategyebest practices worth utilizing



MEMBER ENGAGEMENT IN CHAMBERS 213

in chambers of commerce. Table 3 lists the besttipraleadership strategies mentioned by

Chamber A and B leaders and engaged members. Based on these discovered best practices and
best practices found in the literature, the researcher created a leadership best practices guide for
member engagement in chhers of commerce (Appendix D). The majority of strategies in this
guide originate from the findings of this study; however, the researcher also added applicable
best practices from scholarly literature that focused on member engagement in nonprofit
assocations and volunteer engagement in nonprofit organizations. The additions in Appendix D
that do not appear in Table 3 include build ability ¢striategy of building strong, trusting
relationships)supply resources, provide guidance from staff and/omiegrs, provide

feedback, and connect with mentor support {stuétegies of provide support).

The Conceptual Framework

The conceptual framework for this stuchnsists o1 leadership model for member engagement
which the researcher created after an extensive review of the current literature that pertained to
member engagement in nonprofit associations and volunteer engagement in nonprofit
organizations. Six of the seveiscbvered themes in this study map directly to the conceptual
framework. The researcher did not include the seventh theme, lack of time and resources, in the
conceptual framework because the model does not include challenges to member engagement.
However the literature review addressed the lack of time and resources in nonprofit associations.
As the findings illustrate, the six leadership strategies in the conceptual framework (Figure 1)
support member engagement. In addition, once merskipress engagemethey renew their

membership.



MEMBER ENGAGEMENT IN CHAMBERS 214

Anticipated Themes

The anticipated themes in this study included the six leadership strategies in the
conceptual framework (Figure 1). As discussed above, the researcher confirmed the presence of
those themes iboth Chambers A and B and their support of member engagement in both

chambers.

The Literature.

The literature review for this study focused in large part on six leadership strategies for
member engagement: building strong, trusting relationships; provsgdipport; offering valuable
benefits that align with members’ needs and m
a welcoming and communiyased culture; and effectively communicating. The discovered
themes in this study closely align witietprevious literature that studied member engagement in

nonprofit associations and volunteer engagement in general nonprofit organizations.

According to Gammel (20113trong and healthy relationships dribe highestalue
opportunities for engaging mbers. In additionrust serves as the foundationhefalthy
relationships (Huang & Chen, 2016; Thompson,
these concepts. Leaders at both Chamber A and
dimensias to build strong, trusting relationships with members. Chamber A and B leaders
clearly display benevolence and responsiveness, take voluntary action, and provide transparent
communication. Specifically with regards to responsiveness, Chamber A anceBslpeadritize
listening and provide numerous opportunities for members to express their needs so that the
leaderscan effectivelyrespond and meet those needs. Chamber A leaders also display integrity

by being fair, keeping promises, and having morals.



MEMBER ENGAGEMENT IN CHAMBERS 215

The literature stresses that associations must provide value to members (Stoffel, 2015).
Association leadrs carprovide that value if they offer benefits that meet the needs and
motivations of members (Ki & Wang, 2016). This is no easy task because Sladek (2011) stresses
that members have different needs, values, wants, and motivations. Chamber A and B leaders
clealy expressed having this challenge. However, despite that challenge, the study findings
show that Chamber A and B leaders have effectively provided value to members in the form of
numerous benefits. Those benef ientsesahHich gned wit
specifically benefit individual member s, and
the greater whole of the membership and/or community. Wang and Ki (2018) state that members
who perceive that their needs have been met by an assndiave a more positive attitude
toward the associatipa nd t hi s st udy’ s,afmemdersmegeatedyonf i r me d

remarked that they renewed membership because the chambers provided value.

Sladek (2011) advocates that culture playsasmgr@fint r ol e i n associ at.i
attract, retain, and engage members. In addition, Sladek (2011) states that members value
positive and communitjocusedcultures The findings of this study support the importance of a
positive and communitjocused avironment. In this study, community focus is embodied in the
camaraderie, teamwork, and collaboration that engaged members enjoy. Members of an
organization also want to feel acceptance and affiliation according to Fleming (2018); engaged
members in thistudy confirmed thisas they valued the inclusive, opernnded, and welcoming

environments of Chambers A and B.

Soker (2016) stresses the importance of having clear goals so that leaders know what they
have to accomplish and so that they do not wastaurees on activities that do not provide value

to members. In addition, Gammel (2011) advocates the importance of having specific member
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engagement goals. Both Chambers A and B prioritize goal setting as part of a consistent strategic
planning process amdember engagemesérvesas k ey go al i n both of th
strategic plans. Chamber A and B leaders stated that having goals allows them to focus on

achieving results that will positively impact member engagement.aligisswith Jacobs (2014)

work which advocates that having focus enables associations to deliver on promises made to
members. While both Chambers A and B do not have stkomé member engagement plans

suggested by Gammel (2011), each chamber has specific goals, objectivestag@stin their

strategic plans, whicleadergdesigned to support member engagement and ultimately member

retention.

The literature shows that leaders can effectively support volunteer engagement by
providing taskoriented and emotieariented suppotfAlfes et al., 2016). With regards to task
oriented support, Chamber A offers training and Chamber B provides specific guidelines for
volunteers. Both Chambers A and B provide emetdanted support by showing appreciation
and presenting awards to volaats. Malinen and Harju (2017) find thlay using strategies to
increase perceptions of suppérte ader s succeed in encouraging e
findings confirm thatas both chambers experience minimal volunteer turnover, which leaders

attributeto the support volunteers receive.

Scholars agree that clear and effective communicataibledeaders to engage
association members (Jones, 2016; Abel & Howard, 2017; Martin & Waxman, 2017). The
findings of this study support that conclusias Charbher A and B members agreed that
effective communication keeps them engaged and renewing. Both Chambers A and B use the
following best practices mentioned in the literature: effective message desigrgimauttiel

communications, onboarding programs, anst@omization. Chambers A and B pay attention to
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message design, which Hunjet et al. (2017) considers a key principle of effective

communication. Both chambers also use numerous communication channels, a strategy that
aligns with Dal t oindingthatlasdogiagon mnembess hava dvariety of f
communication preferences and therefore want to receive information by various means. Leaders
in Chambers A and B also recognize the importance of focusing on new membehnsCod
(2014)advocatesbecaus the chambers have designed yleag onboarding processes that
immediately engage new members in the chambers. Jacobs (2014) suggest that those
onboardings (orientations) have a variety of approaches, which both Chambers A andsB use

they have on@n-one and group event onboarding options. In addition, Chamber B has an
onboarding video. Finally, each chamber uses message customization as advocated by Jacobs
(2014), Myers (2016), Soker (2016), and Falipdil9. That customization, which includes
segmetation and personal appeals, enables chamber leaders to engage members at a deeper level

in comparison to generic messaging which Soker (2016) considers superficial.

The findingsof this study closely related to the literature review and helped tessldr
the gap in the literature related to member engagement in assoctatjpasfically, in chambers
of commerce. Nesbit et al. (2016) advocates that more research needs to address leadership
challenges in associations; this study helpeattmmplishthat by focusing on the key challenge
of member engagement and developing a leadership model and best practices guide for member

engagement thd¢aders can uga nonprofit associations and chamber of commerce.

The Problem.

The problem addressed indtstudy is the failure of nonprofit association leaders, and

specifically chamber of commerce leaders in northeast Ohio, to engage members resulting in
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decreased retention. Engaged members provide significant value to associations and therefore
leaders mst focus on strategies that strengthen member engagement (Martin, 2016). According
to Wang and Ki (2018), proveanethodgo better engage members in associations waerde

asan invaluable resource for leaders. This study sought to discover those proven
methods/effective strategies to engage chamber of commerce members and then develop a
leadership model for member engagement and accompanying best practices guide. This study
used two chamber of commerce case study sites with above average member ratestion

understand the most effective leadership strategies for member engagement.

This qualitative multiple case study’'s fin
support member engagement. When used, those leadership strategies effectivelyrsifpo
dimensions of member engagement. In addition, the findings show how the six leadership
strategies also support member retention and what challenges chamber of commerce leaders face
when working to engage members. Finally, the findings suggesnaer of best practice
strategies for member engagement that chamber of commerce leaders can utilize to strengthen

member engagement.

Summary of the Findings

The purpose of this qualitative multiple case research study veasl tto thescholarly
body of knowledgeby first discovering effective strategies to engage chamber of commerce
members. Therthe researcher developed a leadership model for member engagement and
identified best practices that chamber of commerce leaders should use to engage members. The
researcher discovered six main themes that the researcher used to develop a leadership model
and best practices guide for member engagemen

strategies for member engagement include builditigng, trustingelationships; providing
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support; offering valuabl e beneéatons;prioftiingt al i g
strategic planning; building a welcoming and commubiged culture; and effectively

communicating. This model and best practices guide for member engagement is the first of its

kind in scholarly literature. Participants shared tipeirspectives on member engagement from

either a chamber leader or engaged member perspective. While chamber leaders faced lack of

time and resource challenges, the use of these six leadership strategies and numerous discovered
substrategies effectively gported member engagement in each chamber. In addition, the

findings show how these strategies positively impacted member retention. Finally, the study

findings resulted in a list of best practices currently used by chamber leaders to engage members,

whichthe researcher supplemented with additional best practices found in the literature.

Application to Professional Practice
Nonprofit association leaders, including chamber of commerce leaders, need to
consistently attract and retain members in order sorenorganizational survival (Dadush,
2017). In addition, association leaders also need to actively engage members bgcause
strengthening engagemel@aders ultimately strengthen their organizati@ssengaged
members are more likely torenew (Hengzel2 0 1 6) . Thi s study’ s findin
broadbased leadership strategies and associatedtgtiegies, chamber leaderdl potentially
support and increase member engagement thus positively impacting member retention. The
below paragraphdiscuss how the findings of this study can improve general business practice
and numerous application strategies that <cham

findings.
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Improving General Business Practice

The study’s findings illustrate the I mport
relationships with members. Leaders can accomplish this by making personal connections,
showing integrity, displaying benevolence and responsiveness, taking vplaciian, and
providing transparent communication. Members find meaning and value in having personal
connections with chamber of commerce leaders, which then impacts their member retention.
Members also value integrity displayed by chamber leaders. dilmtraleadershow fairness
lead by example, keep promises, and have morals, members appreciate their leadership approach.
Additionally, when chamber leaders show care/benevolence towards meiindenembers
react by staying engaged and renewing. Finallyen chamber leaders actively listen to
members and act on feedback gibmmembersmembers express greater commitment to the

organization.

The importance of providing value to chamber members was also a key finding of this
study. Members will engagad renew if they determine théneyreceiwe value. Various
membergefinedvalue differently whichchallengexhamber leaders, but they must accept the
challenge and consistently work towards providing value. In this study, chamber members
valued cost sangs, connections/networking, visibility, varied and quality learning programs,
community impact, flexible organizational approaches, and information resources. Receiving
value from a majority of these benefits resulted in chamber members wanting to renew

therefore, chamber leaders should focus on offering each of these benefits.

In addition to defining what chamber members value most, this study also described
chamber cultures that support engagement and retention. In short, chamber members want to feel

welcomed and actively included in chambers. Hiignswith Fleming €018) work which
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advocates that members in associations want to feel affiliation and acceptance. Chamber leaders
can successfully create this environment by being inclusive, welcoamdgoperminded.

Engaged members in this study also appreciated leaders having a positive mindset and
supporting a tearoriented environment. With this type of culture present in a chamber,

members truly feel part of a community.

Scholars recognizerstegic planning as a best practice in nonprofit organizations and
this study illustrates the positive impact of strong strategic plans on member engagement and
retention. Both chambers’ <c¢clear and focused
accomplishing member engagement and retention goals. Chamber leaders adamantly expressed
that having clear missions, visions, and goals kept leaders focused on actions that positively
impact the organizations. However, chambers of commerce will only redygihest benefit
from strategic planning if the plans include measurable goals which chamber leaders consistently
track and measure. The strategic plans of each chamber were living documents that chamber
leaders discussed at each board meeting; this agiproaintaing h a mb e r fotus@d er s’

desired outcomes.

Beyond strategic planning, this study also highlights the importardeaofber
volunteers and providing them the right type of supmoetisure their engagement and ultimate
retention. Chamber embers want to use theikill sets tasupport their chamber, so chamber
leaders must proactively connect members with opportunities that fit their abilities. Chamber
leaders can also support volunteers by empowering them, offering training and guidelines,
showing appreciation, and presenting awards/recognition. All of these atoshwngagement

methods that when used successfully retain volunteers.
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The final leadership strategy that chamber leaders must focus on is effective
communication. The findigs of this study illustrate how effective communication strengthens

chamber members engagement and retention. As
that chamber leaders use numerous channels for providing inforpaatwithey also want
chambercommunications to communicate value. Chamber leaders can also use message
customization, which includes segmenting communications and making personal appeals, as
customization supports participation, volunteering, and donations. Finally, both chamhbess in t

study experienced positive outcomes from havingamene and group onboardings because

they immediately get new members involved in what the chambers can offer. Thdeefdees

should prioritizeproviding onboarding options.

Potential Application Strategies

In short, the researcher recommends that chamber of commerce leaders consistently use
this study’s |l eadership model (Appendi x E), a
(Appendix D) & organizational planning tools. The researcher formulated both of these
documents using the findings of this study and scholarly literature that pertains to member and
volunteer engagement in nonprofit organizations. The leadership model provides disjdasl
of the relationships between member engagement and the silehejlheadership strategies.
The best practices guide for member engagement then lists tiaa@gies of each highvel

leadership strategy and provides examples and/or a plescrof the sukstrategies.

In order to build strong, trusting relationships the researcher suggests that chamber
| eaders follow Crane’s (2018) holistic stakeh
connecting with members. As previously discuséed,ane’ s (2018) model i nc

ability, displaying integrity, showing benevolence, ensuring responsiveness, taking voluntary
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action, and being transparent (discussed later in this section). Chamberdaabderk ability

by investing in profesenal development that ensures their effective use of current best practices
and strategied.eaders display integritgy being fair to all members, delivering on promises,
leading by example, and having strong morals. Chamber leaders can show beneyolence b
sincerely caring about members and being committed to their success. As for taking voluntary
action, chamber | eaders can accomplisds this b
shown in this studymembersappreciateand do not forgeWith regads to ensuring

responsiveness, chamber leaders should consistently seek feedback from members using
announcements at meetings, emails, phone calls, and sutVeysber leaders camovidethe
surveysat a variety of timessuch as after events and pragsa once a year, and/or during
membership renewals. Finally, chamber leaders ought to prioritize making personal connections
with membersChamber leaders catcomplishthis by actively networking with members at

events, sending personalized emails, agrdgnally contacting members by telephone.

The study’ s findings seshvauefromhhaitmemberashipbde r me m
if they receive that valye¢heir engagemenncreasesand they renew membership. Chamber
leaders can provide value by ensgritumerous cost savings benefits, connections/networking
opportunities, member visibility, varied and quality learning program, community impact,
flexible organizational approaches, specialized interaction opportunities, and informational
resources. Costsings benefits can include relationships with a wide variety of vendors that
offer group discounts for needed business services and goods such as utilities/energy, shipping,
insurance, office supplies and more. Chamber leaders should consistently ategsiigntial
cost savings partnerships. With regards to facilitating connections/networking, chamber leaders

must continuously provide opportunities for members to connect with one another. Options for
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networking include events such as morning coffees;Hwand learns, and afteours events. The
literature also mentions the value of offering specialized interaction opportunities for members

such as young pr of es s i o nraddditignrtoopropdng retwdrkingo me n’ s
focused events, memisealso value a variety of quality learning programs. Chamber leaders
should carefully choose higduality and regionally known speakers who will effectively address
topics of interest to members. When scheduling events/programs and determining delivery
formats, chamber leaders must remember that members like having options; therefore chamber
leaders shouldxpress flexibilityand consider different times, days of the week, anuknson

and virtual formats. Recognizing that members seek visibility for businesses, chamber

leaders ought to provide numerous visibility opportuniegh as ribbon cuttings, website

listings, member spotlights, and various social media promotional posts. Chamber leaders also
must serve as an information resource for members and share pertinent betiteds

information with members. Pertinent infoation could include regulatory updates, workforce
development resources, local government updates etc. Finally, chamber leaders provide value to
members by positively impacting the local community. Therefdramber members will likely

appreciate and vaé all actions of chamber leaders that address the economic and workforce

development of the community.

Numerous engaged memberiso participated in this study expressed the importance of a
welcoming and communitipased culture in the chambers. Chambadérs can accomplish this
by providing an inclusive, opeminded, and welcoming environment; displaying positivity; and
encouraging camaraderie, teamwork, and collaboration. Chambers leaders must prioritize

welcoming new members at events and programpand vi de t hem wi t h an al

can introduce them to others in the chamber. Chamber leaders can also-benmjeshto new
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approaches and welcome and appreciate member differences at the chamber. Differences could
include demographic differencestlalso value differences. With regards to positivity, chamber
leaders can look towards the future with optimism despite the presence of continuous challenges
and impart positivity in all actions. Finallhe researcher advisesamber leaders to suppdret
bonding of team members at the chamber (both staff and volunteers), so that all stakeholders
recognizecamaraderie, teamwork, and collaborataschamber priorities. Taking these steps

will support the creation and continuation of a welcoming and camtyrbased culture.

With regards to strategic planning, the researcher recommends that chamber leaders
facilitate the creation of strategic plans at least every three years and then keep the plans at the
forefront of all decisiormaking. When creating siiegic plans, chamber leaders should include
numerous stakeholdeiacluding board members, staff, and members. The key components of
the strategic plan include mission and vision statements, and measurable goals with
accompanying strategiebhe researar recommends havingspecific member engagement and
retention goalas that keeps an organizational focus on these critical components. The researcher
also recommends that chamber leaders create member engagement metrics similar to Chamber
B’ s a ndlecttdatanmorder to effectivelymeasurgéhose metricsPotential member
engagement metrics include number of onboarded new membersnpostrd communication
activity, member retention, members participating in affinity programs, program attendance,
social media/web impressions, social media followers, completed spotlights and/or ribbon
cuttings, newsletter/communications open and click through rates, volunteer counts and activity,

and paid member advertising/sponsorships.

Once thg complete thestraegic plan, chamber leaders ought to review and discuss

progress updatemcluding key metricsat each board meetinGhamber leaders cdrest
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organizethis proces# the strategic plan lists deadlines, responsible parties, status, and notes for
each giategy.The researcher suggests the color coding of all status updasesfegies, which
would show completion, active progress, or minimal progress of strategies. In addigiorher
leaders can usan analysis of the member engagement key metricatégorize members as

having high, average, or low/at risk engagement. @haenber leaders compldtes analysis,

theycan strategically communicate with lesser engaged members.

Primarily regarding member volunteers, the researcher recommends thaecheaders
provide a wide variety of tastriented and emotieariented support. Potential taskiented
support includes offering introductions/orientations/training, creating specific guidelines,
supplying resources, and providing guidance from staffa other volunteer€hamber leaders
can offer formal or informahitroductions/orientations/training, and specific guidelines can
include written procedures and/or job descriptions for committees andadtaredvolunteer
opportunities. Chamber leade@n also supply necessary resources to member volyrseeis
as equipment, needed information, legal protection, and expense reimbursement. The last task
oriented supporinhcludesproviding guidance from staff and/or volunteers, wrahamber
leaders caaccomplish by giving a specific lead contact at the chamber for volunteer questions

and/or concerns.

The emotiororiented support options include connecting member skills with
complimentary opportunities, creating networking opportunities, providirdp&exk, showing
appreciation, connecting volunteers with mentors, presenting awards and recognition, and using
empowerment. When getting to know chamber members, chamber leaders can leskillthei
setsand connect them with volunteering opportunities that capitalize on and align with those

skill sets.In addition, chamber leaders should create networking opportunities for volunteers by
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hosting volunteespecific social events aradso byproviding feedtack to volunteers on their
performance. Volunteers will also benefit from being connected with organizational mentors
who can share their knowledge. The study findings also illustrate the importance of showing
appreciation to volunteers, which chamber &adcan accomplish by sending handwritten or
email thank you notes, mentioning volunteer names at events and in traditional and digital
communications, and providing complimentary meals and/or items. Finally, presenting
volunteers with formal awards thatopide visibility and empowering volunteers with decision

making abilities will support volunteer engagement.

The final researcher recommendations pertain to effective communication. Chamber
leaders should provide consistent, clear, and frequent coroationi thattonveysvalue;
customize messages; and host member onboardings. Providing consistent, clear, and frequent
communications includes using effective message design that considers ease of reading and
access, and using numerous communication chenhleé use of bolding, headlines, subject
lines, and active hyperlinks all contribute to providing a consistent and clear mé&ssage.
researcher also encourages chamber ledqdleise emails, phone calls, websites, text messaging,
event announcements, ldvritten notes, and social media channels such as Facebook,
Instagram, Twitter, YouTube, and LinkedIn. With regards to customization, chamber leaders can
use segmentation to target specific interests/needs, and/or industry clusters. In addition, chamber
leaders can use personal appeals when seeking volunteers and donations and personally complete
member visits to secure updated database information and encourage engagement. The final
effective communication practice includes completing-onene, irperson and virtual group

onboardings followed by periodautreachto members. Taking all of these steps will ensure that
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members have awarenaegschamber opportunities and that chamber leactamtinue to

effectively support member engagement.

Summaryof Application to Professional Practice
Member engagement andtimately, member retention does not occur by accident but
rather as a result of chamber leaders using effective leadership strategies. By =irtoingg,
trustingr el ati onships; providing support; offering
needs and motations; prioritizing strategic planning; building a welcoming and community
based culture; and effectively communicating chamber leadirpotentiallysupport and

strengthen member engagement and retention in their organizations.

Recommendations for kirther Study

An examination of the literature shows tkaholars rarely study the problems of
leadership challenges and the engagement of members in nonprofit associations. In addition,
researchers have done very little research in general on chambersroérce. Therefore, this
study sought to address this gap in the literature by developing a leadership model and best
practices guide for member engagement in chambers of commerce. Further research could take
place in other areas of the country, as ttuslyg only focused on Northeast Ohio. Additionally,
this study focused on suburban chambers of commerce with less than 750 members, so
researchrscould expanduture studieso include urban chambers of commerce with larger

membership amounts.

This study sed quota sampling in order to ensure that perspectives from members of
different generations were includddowever, the research questions did not seek to understand

the differences in the perspectives between the generatieesffers an additionapportunity
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for future research. While this was a qualitative study, another significant research opportunity
exists using a quantitative approach that takes the best practices discovered in this study and
analyses their effectiveness according to chambersramerce leaders and engaged members in
numerous chambers of commerce across the United States. A further research opportunity
includes a study that seeks to identify the most effective type of culture in chambers of
commerce. This study helped to delserihe cultures of both case study organizationghget
studydid not seek to classify them using accepted cultural styles such as those discussed in
Groysberg et al. (2018Jherefore, future research could focus on studying and classifying
organizational cultures in chambers of commerce with above average retention rates. Finally, this
study developed a leadership model for member engagemetitelsitidydid not investigate

the most effective leadership style for engaging members in chambers of commerce. A
guantitative research study could analyze the most effective leadership style in chambers of
commercethe potentiatesearch could addressrvant, transformational, aetfitic, and ethical

leadershipstyles

Reflections

Prior to my father’'s passing many years ag
quote attributed to Calvin Coolidge:

“Nothing in the world can take the place of persistence. Talent wilhotiting is more
common than unsuccessful men with talent. Genius will not; unrewarded genius is almost
a proverb. Education will not; the world is full of educated derelicts. Persistence and

determination alone are omnipotént.
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After his passing, my motheifted me numerous framed versions of this quote that my father

had displayed in their home and at his office. | continued his tradition and hung this quote in my
home office and in my faculty office at workhe quotenas been a constant reminder thauist

persist through any challenge. The last four years have been perhaps the most challenging of my
life. | started this program with a consuming fulltime job, two young children, an elderly mother,
and a husband who was traveling three weeks a montvoftir | questioned my ability to add a

doctor al program to my plate”, but | kept re

chance.

The chance | took at Liberty immersed me in engaging material that ended up occurring
at a perfect time in my lifd enjoyed hearing the perspectives of colleagues around the globe on
numerous business topjed | appreciated the high level of support that | received from each of
my professors. | then had the wonderful opportunity to build upon my passion forexisawhb
commerce and spend a year immersed in discovering ways that chamber of commerce leaders
can strengthen their member engagement approaches. | particularly liked looking at this project
from a Christian worldview and integrating my findings with thelBl e s wor d. Despi |
pandemic and unrelenting work and personal challenges, including a major back surgery and two
years of recovery, | persisted. Now | look at this experience as one of the best personal and

professional gifts | have been given.

Personal & Professional Growth

Despite all of my previous education, years of work experience, antigvitays had
personal doubts in my mind as to whether I could finish this degree. | realize now that | should
have never doubted. God does not doubt! He knows thatsaes creatiojcan complete

anything we seek to accomplish. We simply need to comungelvesand that is what | did
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committed to staying up late and waking up early. | committed to maintaining a balance in my

|l ife so that | never felt |ike | was missing
patient and to trustindné Liberty process. | committed to being flexible and epémded as |
approached learning new concepts in each class. And most importantly, | committed to trusting

that God would not lead me to an opportunity that | could not achieve.

With regards to pressional growth, the coursework that | completed at Liberty provided
me with additional knowledge and tools that | have used in my work with Small Business
Development Center clients and business management students. What | have learned at Liberty
will seve asthe gift that keeps on giving because | will work to consistently share that
knowledge with my clients and students moving forward. | also plan on developirgostno
training program that | can deliver to chambers of commerce across the Unie=tvBtia the
hopes of playing a small role in supporting small businesses nationwide. Finally, thanks to
Keller's (2012) book, which I read numerous
appreciate thatcompletemy work at home and atlsod in service to God and my neighbor. |
commit to using each of my abiliti@s order to provide thgreatest service to others. Thanks to
the Liberty community, | now have additional skills and abilities to offer than | did four years

ago.

Biblical Perspective

As previously mentioned in Section 1, man serves the role on earth of being both a
builder and gardener; the gardener sees the potential in the world and creatively rearranges what
God has made, while the builder ensures a strong foundatigedrs to come (Keller, 2012).
Keller (2012) also stresses that God created man so that he would build up the human

community by serving his neighbor. Scripture
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but to serve, and to give his life as agam for manyEnglish Standard Bible, 200Matthew
20:28).Chamber of commerce leaders indeed play the role of gardeners, builders, and

community servants as they tirelessly work to support their member businesses and their
communities. By using the leaship model developed in this study, chamber of commerce

leaders will further strengthen their ability to serve as community gardeners, builders, and
servants. The components of this study’s | ead
Christian waldview, whichthebelow paragraphdiscussIn fact, each of the six leadership

model components have a foundation in the Bible.

Leadersshould modetheir trusting relationships with othessn man’ s r el at i ons
God. The Bible instructs us to “Trust in the
f ai t hfEnglishsSarsddrd Rible, 200Psalm 37:3 As discovered in this study, leaders
build strong, trusting relationshipshen they display integrity, show care, listen, and respond to
others. Scripture implores man to: “Look not
o t h ebEnglish Standard Bible, 200Philippians 2:4)Chamber of commerce leaders
accomplsh this when they express care for their members. Chamber leaders also actively listen
to their members as promoted in the scripture
including your heart to understandin@nglish Standard Bible, 200Proverbs2 2) and “ He
who has ear s t ¢Endlish &tandard Bible, 20DMatthew £14 5)As for the
i mportance of integrity, the Bible tell us th
crookedness of t he tEngkslkaStamdard Bibles 200Rroverbs bly8)s t h e m”
and “ Wh o eivietagritywalkslsecurely, but he who makes his ways crooked will be

f o u n d(Englisht Standard Bible, 200Proverbs 10:9)XChamber of commerce leaders can
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find inspiration in these verses as they work to build strong, trusting relationships with their

members.

The Bible also counsels man on the importance of providing support, meeting needs, and
serving others. Jesus set the ultimate example for howgl to serve others; scripture
mentions, “The greatest RaEnglishnStandard Ribles h a |l | be yo
2001 Matthew 23:11). Alspwe know thatGod will always meetna n ' s , as srpulire reads,

“My God will supply everoy hneed iofh eyso urns gd cocoyr
(English Standard Bible, 200Philippians, 4:19)Godworksthrough the chambers of

commerce to provide small businesses value th
the words of the Lord Jesus, howheéim| f sai d “ 1t i s more blessed
(English Standard Bible, 200Acts 20:35). Speaking of giving, God gave each man unique

gifts/skill sets that benefit others and chamber of commerce leaders can use their gifts to support
membersby t aying true to the scripture that state
what you have, for such sacrifices are pleasing td’ @glish Standard Bible, 200Hebrews

13:16).

Scripture also addresses the importance of having plans, whictbehaf commerce
leaders use to accomplish their mission, vision, and géafdish Standard Biblé€001)
Proverbs 29:18 states, “Where there is no pro
bl essed is he who keeps t he |J|agchamberdf tommece ndi ng
leaders felt that having a detailed strategic plan edabkm to stay focused and accomplish
their goals. In addition, |lsaiah 32:8 states,
things he stands.” Because they have plans, ¢

that they were moving ithe right direction and providing the best outcomes for their members.



MEMBER ENGAGEMENT IN CHAMBERS 234

With regards to creating a welcoming and commuhéged culture, scripture encourages
us all to “Welcome one another a&ngthri st wel c
StandardBible, 200lRomans 15:7and t o “Contri bute to the need:
s h ow h o sEnglish&tariddrd/Bible,(200Romans 12:13)Comments from chamber of
commerce leaders and engaged members in this study showed that they embraoetdlk.ap
In addition, as the findings of this study show, chamber of commerce members value the

camaraderie, collaboration, and teamwork in chambers, which scripture supports by stating:

“If the whole body were an eye, where would the sense of hearinlj te?whole body
were an ear, where would the sense of smelBot™ fact God has placed the parts in
the body, every one of them, just as he wanted them to be. If they were all one part,
where would the body be&%s it is, there are many parts, buiedoody(English Standard

Bible, 2001 1 Corinthians 12:1-20).”

Scripture also discusses the importance of positive thinking, which chamber of commerce

leaders and engaged members considezegvaluable in the chamber environments. According

to English Standardible( 2001) Phi l i ppians 4:8, “Finally, I
is honorable, whatever is just, whatever is pure, whatever is lovely, whatever is commendable, if

there is any excellentf there is anything worthy of praisstm k about t hese thing

Finally, the Bible addresses effective com
always filled with grace, seasoned with salt, that ye may know how ye ought to answer every
ma n English Standard Bible, 200Colossians 4:6)Chamber of commerce leaders take this
approach as they recognize that they need to effectively communicate with members that have

different expectations and needs. Additionally, chamber of commerce leaders seek to provide
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clear and consistent communication Scr i pture | auds the benefit o
unreliable messenger stumbles into Ehgisbubl e, b
Standard Bible, 20QProverbs 13:17). By prioritizing effective communication, chamber

leadershoor God, which i s i | IMayshe wads ef chy moantantdthee Bi b | €
meditation of my heatte pleasingtoyol Lor d, my r oc k(Emglslkd my r edee

Standard Bible, 20QPsalms 19:14).

Summaryof Reflections

The process afompleting this degree and dissertation provided me with-ahié@ging
experience. Moving forward will share my recently acquired knowledge with both my Small
Business Development Center clients and my business management students. Additionlally, | wil
share the findings of my study with chambers of commerce nationwide with the goal of
strengthening their member engagement approaches. This process also deepened my
understanding of work as a service to Gaatl | found great satisfaction in seeing gt

study’s findings strongly aligned with a Chri

Summary of Section 3

This section provided an overview of the study and a presentation of the findings, which
included six main themes that the researcher used to create a leadershignudwbsit practices
guide for member engagement. The section also discussed the application of this study to
professional practice in chambers of commerce and the researcher suggested a series of
recommendations for strengthening member engagement. Hagalesr also suggested
recommendations for further study based on the findings of this study. Finally, this section
included reflections of the researcher regarding her personal and professional growth and the

relationship of the study findings to a Chiast worldview.
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Summary and Study Conclusios

The findings of this doctoraksearch study addressed the gap iritt@tureregarding
effectiveleadership strategies for engaging members in chambers of commrteedendings of
the studyshowthatchamber leaderstruggle with meeting the needsmémbers because they
vary bymemberand they alsencounter the challenges of lack of time and resouiftes.
findings also show thddy building, strong, trustingelationships; providing supportffering
valuabl e benefits that align with members’
building a welcoming and communityased culture; and effectively communicatiolgamber
leaders will potentially support and strengthen member emgagt and retention in their
organizationsBased on thetudyfindings the researcher developed a leadership model and best

practices guide for member engagement which chamber of commerce leaders catamse to

their member engagement strategies.
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Appendix A: Member Engagement Best Practices Chedist for Interviews

Leadership Model Components and BedPractices

Mentions
Strategy/Action

Build Strong, Trusting Relationships

Ability (skills to do the job, professional dev., investment in sk
etc.)

Integrity — principles and ethics

Benevolence- sincere care for others and their needs

Responsiveness to needacts to address needs

Voluntary action- motivated to danrequiredtems

Transparency provides clear and accurate information

Provide Support (pertains mainly to volunteers)

Taskoriented support

Introduction to roles/orientation

Specific guidelines- procedures and job description

Resources equipment, info, legal protection, expense
reimbursement etc.

Guidance from staff and/or volunteers

Emotionoriented support

Networking opportunigs— social events for volunteers

Feedback

Appreciation— notes, mention of name, complimentary items

Mentor support

Awards and recognition formal actions

Ensure alignment of benefits with needs and motivations

Formal feedbacknechanisms (after events, once a year, and
during membership renewals

Focus groups

Phone callsind individual emails

Numerous social media platforms

Networking face to face and virtual options

Specialized interaction opportunities (8o men’ s c o

Set organizational mission, vision, and goals

Mission

Vision

Goals

Strategic planning process

Member engagement goals and plans

Engagement ladder
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Leadership Model Components and Best Practices Mentions
Strategy/Action

Build culture of community and belongingness

Core values

Effective, frequent communication

Model behaviors

Symbol use

Ceremonies (ex. annual lunch)

Socialization

Storytelling

Feedback surveys

Effectively communicate

New member orientation (event, guide, and/or videos)

Segment and customize communication/information

Use different channels

Social Media

Website

Private online communities

Emails/enewsletters
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Appendix B: Interview Guide for Chamber Leaders

Interview Date

Introductory Statement

Thank you for agreeing to participate in this interview today. The purpose of my research is to
discover effective strategies to engage chamber of commerce members, to develop a leadership
model for member engagement, and to identify best practices fagieggnembers in chamber

of commerce.

| will ask you a series of questions that pertain to the four components of member engagement in
nonprofit membershipased organizations. The questions are organized by each member
engagement component. The fonemker engagement components include commitment,
volunteering (giving of time), donations (giving of money), and participation.

Please note that | encourage you to repeat your answers to the interview questions throughout the
interview, if you think your ansers apply to multiple questions. This will allow me to
accurately answer my study’'s research questio
protect the confidentiality of the chamber of commerce and all study participants, including

yourself, pe ethical guidelines and professional standards of academic research.

Interview Questions
1 What is your role at the chamber?
1 How long have you been with the chamber?
1 What is your age?
1 What is your gender?
Member Commitment

1 What challenges and issuesydm encounter when working to build member
commitment and attachment to the chamber? (RQ1)

1 What actions do you take to build member commitment and attachment to the chamber?

(RQ2)

91 Do your actiongo build member commitment and attachment to the chamber impact
member retentiofRQ3)

o |If they do, how do they impact member retention? (RQ3)

1 Whichof your actions tduild member commitment and attachment are the most
effective? (RQ4)

o How do you know thiathey are effective? (RQ4)

1 What are the key leadership skills that you utilzencourage and increase member
commitmentin the chamber? (RQ2)
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Member Volunteerism
1 How do you attract members to volunteer for the chamber? (RQ2)

1 What challenges and issues do you encounter when working to encouragestaind
member volunteerism? (RQ1)

1 What actions do you take to encourage sustaithe retention of member volunteers at
the chamberfRQ2)

91 Do your actiondo encourag@nd sustairthe retention of member volunteers impact
member retention at the chamber? (RQ3)

o If they do, how do they impact member retention? (RQ3)

1 Whichof your actions t@ncourage@nd sustaiwvolunteer retention at the chamber are the
most effective? (RQ4)

o How doyou know that they are effective? (RQ4)

1 What are the key leadership skills that you utilzencourage and sustain member
volunteerismn the chamber? (RQ2)

Member Donations

1 What challenges and issues do you encounter when working to encourager esse
member donations? (RQ1)

1 What actions do you take to encourage iadeasenember donations to the chamber?

(RQ2)

1 Do your actiondo encourage and increase member donations to the chamber impact
member retention? (RQ3)

o If they do, how do they impact member retention? (RQ3)

1 Whichof youractionsto encourage and increase member donations are the most
effective? (RQ4)

o How do youknow that they are effective? (RQ4)

1 What are the key leadership skills that you utilzencourage and increase member
donationsn the chamber? (RQ2)

Member Participation

1 What challenges and issues do you encounter when working to encourage and increase
member participation in chamber events, programs, and benefits? (RQ1)

1 What actions do you take to encourage and increase member participation in chamber
offerings (events, etc.)? (RQ2)
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91 Do your actiondo encourage and increase participation in chamberioffs (events,
etc.) impact member retention? (RQ3)

o If they do, how do they impact member retention? (RQ3)

1 Whichof youractionsto encourage and increase participation in chamber offerings are
the most effective? (RQ4)

0 How do you know that they are ettere?

1 What are the key leadership skills that you utilzencourage and increase member
participationin the chamber? (RQ2)

Other

1 Please provide any documents pertaining to board meeting minutes and agendas for the
last two years, internaéports pertaining to member engagement, member survey reports
for the last two years, current strategic plan and associated reports, and meeting minutes
and agendas for membership and marketing if they apply to current member engagement
efforts.

1 Do you sggest any highly engaged chamber members who should serve as participants
in this study? If so, please provide their names and email addresses.

1 Is there anything that we have missed that you think is important to discuss regarding
member engagemeéht

Additi onal Clarifying and Probing Questions (if needed)

i Please tell me more about that.

1 Can you give me more details regarding that?

1 Please elaborate for me.

1 Why do you think that is the case?

T Did | correctly hear you when you said tha
1 Toclarifywhatyoy ust stated, do you mean that ..?

1 What is another way that you could say what you just said?

T I would |ike to paraphrase what you just s

Closing Statement

This interview is critical to the success of my research; therefore, tharfryealunteering

your time and for the thoughtfulness of your responses. | will transcribe this interview and
provide you with the opportunity to review it for accuracy. Please note that | will protect your
name when | have any discussions regardingstody. In addition, your name will be protected
in the data and the final study report. If you would like to add any information following this
interview that you think will be of help to my research, please contact me.
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Appendix C: Interview Guide for Engaged Chamber Members

Interview Date

Introductory Statement

Thank you for agreeing to participate in this interview today. The purpose of my research is to
discover effective strategies to engage chamber of commerce members, to develop a leadership
model for member engagement, and to identify best practices fagieggnembers in chamber

of commerce.

| will ask you a series of questions that pertain to the four components of member engagement in
nonprofit membershipased organizations. The questions are organized by each member
engagement component. The fonemker engagement components include commitment,
volunteering (giving of time), donations (giving of money), and participation.

Please note that | encourage you to repeat your answers to the interview questions throughout the
interview, if you think your ansers apply to multiple questions. This will allow me to
accurately answer my study’'s research questio
protect the confidentiality of the chamber of commerce and all study participants, including

yourself, pe ethical guidelines and professional standards of academic research.

Interview Questions
1 How long have you been a member at the chamber?
What is your age?
What is your gender?

1

1

1 What volunteer roles at the chamber have you held?

1 Please describe your leval commitment to the chamber.
1

Please describe your donation activities to the charRteaise note that donation
activities include the giving of any funds or anything of value to the chamber beyond
membership dues (including sponsorship dollars, raétas etc.).

1 Please describe yolavel of participation in chamber offerings such as events, programs,
benefits etcNote that benefits include healthcare, FedEx discounts etc.

Member Commitment
1 Why are you committed to the chamber?

1 What challenges and isss do you encounter that may negatively impact your
commitment and attachment to the chamber? (RQ1)

1 What actions do chamber leaders take to build and sustain your commitment and
attachment to the chamber? (RQ2)
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1 Do the actions of chamber leaderdtold and sustain your commitment and attachment
to the chamber impact your decision to renew chamber membership? (RQ3)

o If they do, how do they impact your decision to renew membership? (RQ3)

1 Which actions of chamber leaders are the most effective idibgiind sustaining your
member commitment and attachment to the chamber? (RQ4)

o0 Why are those actions the most effective in building and sustaining your member
commitment and attachment to the chamber (RQ4)

1 What key leadership skills do chamber leadergldysthat positively impact your
commitment and attachment to the chamber? (RQ2)

Member Volunteering
1 Please describe how you first got involved with volunteering for the chamber. (RQ2)
1 Why do you volunteer for the chamber?

1 What challenges and issues do pmeounter that may negatively impact your
volunteering with the chamber? (RQ1)

1 What actions do chamber leaders take to encourage and sustain your volunteering at the
chamber? (RQ2)

1 Do the actions of chamber leaders to encourage and sustain your vahgnédehie
chamber impact your decision to renew chamber memberdR(3)

o If they do, how do they impact your decision to renew membership? (RQ3)

1 Which actions of chamber leaders are the most effective in encouraging and sustaining
your volunteerism at the chamber? (RQ4)

o Why are those actions the most effective in encouraging and sustaining your
volunteerism at the chamber (RQ4)

1 What key leadership skills do chamber leaders display that positively impact your
volunteering in the chambe(RQ2)

Member Donations
1 Why do you donate to the chamber?

1 What challenges and/or issues do you encounter that may negatively impact your
donations to the chamber? (RQ1)

1 What actions do chamber leaders take to encourage and sustain your donations to the
chanber? (RQ2)

1 Do the actions of chamber leaders to encourage and sustain your donations to the
chamber impact your decision to renew chamber membership?



MEMBER ENGAGEMENT IN CHAMBERS 272

o If they do, how do they impact your decision to renew memberg$RIQ3)

Which actions of chamber leaders are the most effective in encouraging andrggistain
your donations to the chamber? (RQ4)

o Why are those actions the most effective in encouragingustdising your
donations to the chamber? (RQ4)

What key leadership skills do chamber leaders display that positively impact your
donations to the chamber? (RQ2)

Member Participation

Other

1
1

Why do you participate in chamber events, programs, and benefits?

What chdlenges and issues do you encounter that may negatively impact your
participation in chamber events, programs, and benefits etc.? (RQ1)

What actions do chamber leaders take to encourage and increase your participation in

chamber offerings (events, etc.RJ2)

Do the actions of chamber leaders to support and increase your participation in chamber

offerings(events, etc.) impact your decision to renew chamber membe(5Q)3)

o If they do, how to they impact your decision to renew membership? (RQ3)

Which chanber leaders actions are the most effective in encouraging and increasing your

participation in chamber offerings? (RQ4)

o0 Why are those actions the most effective in encouraging and increasing your
participation in chamber offerings? (RQ4)

What keyleadership skills do chamber leaders display that positively impact your
participation in chamber offerings? (RQ2)

Please discuss all of the reasons why you renew your chamber membership. (RQ3)

Is there anything that we have missed that you thiimkpertant to discuss regarding
member engagement?

Additional Clarifying and Probing Questions (if needed)

T

T
1
T
T

Please tell me more about that.
Can you give me more details regarding that?
Why do you think that is the case?

Did | correctly hearyouwhenyaiai d t hat ..?

To clarify what you just stated, do you

me
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1 What is another way that you could say what you just said?
T I would |ike to paraphrase what you just
Closing Statement

This interview is critical to the success of my research; therefore, thank you for volunteering
your time and for the thoughtfulness of your responses. | will transcribe this interview and
provide you with the opportunity to review it for accuracy. Pleexe that | will protect your

name when | have any discussions regarding this study. In addition, your name will be protected
in the data and the final study report. If you would like to add any information following this
interview that you think will be fahelp to my research, please contact me.
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Appendix D: Leadership Best Practices Guide for Member Engagement in Chambers of
Commerce

Leadership Best Practices Examples/Description

Build Strong, Trusting Relationships
1. Build ability Invest in professional development to
ensure effective use of current best
practices and strategies.

2. Display ntegrity Lead by example, have morals, display
fairness, and keep promises.

3. Show lenevolence Show caring behavior armbmmitment
to members.

4. Ensure@sponsiveness Listen and responds to member needs

Seek feedback using:

1 Announcements at meetings

1 Surveys

I Emails

1 Phone calls
Leaders can provide survegfier events,
once a year, and during membership

renewals.
5. Take wluntary action Performunrequiredtemgactions
6. Be tansparen Provideclear and accurate information

(see #1 sulstrategy under Effectively
Communicate).

Provide Support (pertains mainly to
volunteers)
Taskoriented support
1. Offer ntroductiors/orientations/training Provide:
1 Introductions/orientations/trainin
to all volunteers.
2. Create gecific guidelines Provide:
1 Procedures
1 Job descriptions (includes
committee work and staralone
volunteer opportunities)
3. Supply esources Provide:
1 Necessary equipment
1 Information
1 Legal protection
1 Expense reimbursement
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Leadership Best Practices

Examples/Description

Provide Support (pertains mainly to
volunteers)- continued

4. Provide gidance from staff and/or volunteers

Provide a contact for volunteer questio
and/or concerns.

Emotionoriented support

1. Connect member skills with opportunities

Discover member skills and connect
memberswith opportunities that
capitalize on those skKills.

2. Create atworking opportunities

Hostsocial events for volunteers

3. Provide éedback

Provide feedback to volunteers on thei
performance

4. Show @preciation

Thank volunteers (and donors) kit
1 Handwritten or email notes
1 Name mentions at events and ir|
traditional and digital
communications
1 Complimentary meals/items

5. Connect with rantor support

Provide organizational mentors for new
volunteers.

6. Presentwaards and recognition

Recognize volunteers with formal awar]
that provide visibility.

7. Use empowerment

Empower volunteers to make decisions
and take ownership of opportunities.

Offer valuable benefitsthat align with
me mb eneesldand motivations

1. Provide value tsmembers

Offer:
1 Cost savings
1 Connections/networking
1 Visibility (examples-ribbon
cuttings and member spotlights
1 Varied and quality learning
programs
Community impact
Flexible scheduling of events
Face to face and virtual program
opportunities
Tiered dues
Informational resources

= =4 =4

= =4
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Leadership Best Practices

Examples/Description

Offer valuable benefitsthat align with
me mb eneesldand motivations Continued

1. Provide value to membersontinued

Offer:
1 Specializednteraction
opportunities
council and young professionals

groups)

2. Use creativity

Applies to provision of cost benefits,
programs, and events etc.

Prioritize strategic planning

1. Set nission

Promote in memberommunications.

2. Set ¥sion

Promote in member communications.

3. Develop measurableagls

Complete at annual board member
retreat. Promote in communications an
discuss at all board meetings.

4. Collect data and measure results

Develop member engagentanetrics,
track data, and create reports for use ir
member engagement outreach efforts.

Build awelcoming and communitybased
culture

1. Provide inclusive, open minded, and welcom
environment

Welcome new members at meetings a
providethenwi t h an “ amb
openminded to new approaches.
Welcome differences.

2. Display positivity

Look towards the future with optimism
and impart positivity in all actions.

3. Encourage camaraderie, teamwork, and
collaboration

Support bonding aleam members.

Effectively communicate

1. Provide consistent, clear, and frequent
communication that cveysvalue

Use effective message design that
considers ease of reading and access:
1 Bolding
1 Headlines
1 Subject lines
1 Active hyperlinks
Usenumerous communications channg
1 Social media- Facebook,
Instagram, Twitter, YouTube, an
LinkedIn
1 Email (including newsletters)
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Leadership Best Practices Examples/Description

Effectively communicate- Continued

1. Provide consistent, clear, aindquent Use numerous communications chann
communication that eoveysvalue- continued 1 Phone
1 Website

1 Text messages

1 Event announcements

1 Handwritten notes

2. Customize messages Use segmentation to target specific
interests/needs, and/or industry cluste
Use personal appeals when seeking
volunteers and donations.

Make member visits to secure updated
database information and encourage
engagement.

3. Host member onboardings Complete on@n-one onboardings.
Follow up onboardings with periodic
reach ots throughout the year.

Offer in person and/or virtual group
onboardings at least twice a year.
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Appendix E: Leadership Model for Member Engagement in Chambers of Commerce

Build Strong, Trusting
Relationships

Provide Support

A 4

Offer Valuable Benefits

Member Engagement
-Commitment
-Giving of Money
-Giving of Time
-Partcipation

Effectively Communicate

that Al ign

Needs and Motivations .\

Prioritize Strategic
Planning

Build a Welcoming and
CommunityBased Culture
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