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U.S. CHAMBER OF COMMERCE




Accreditation Overview

Welcome

Welcome to the U.S. Chamber of Commerce Accreditation application program. We are excited that you are
interested in standing out from the crowd and moving ahead. We want to help your through the Accreditation
process by explaining our procedures, walking you through the steps to complete the materials, and clarifying
what you can expect from us.

The Accreditation Application is divided into nine sections with a complete set of instructions at the beginning
of each one. If you have already completed a section and you are familiar with the instructions, click on the
Governance Overview icon in the Bookmark Section to the left of your screen. Otherwise, the background and
instructions should be reviewed in detail starting with the Accreditation Overview, below.

Accreditation History

In 1964, the U.S. Chamber of Commerce began offering its Accreditation Program to state and local chambers
of commerce nationwide. The program was designed to provide a continuous self-analysis of an organization’s
growth and development, with an opportunity for the organization to reassess its objectives and resources,
program of work, procedures, and achievements. Since the Accreditation program’s launch, more than 750
chambers have met the required organizational standards and have earned the title “Accredited.”

Accreditation means that a local or state chamber of commerce has been recognized by the U.S. Chamber of
Commerce for having sound programs and organizational procedures and for continually creating and
maintaining positive change in the community.

The U.S. Chamber Accreditation program establishes criteria for judging the quality of performance for state
and local chambers of commerce, determines the extent to which organizations meet these criteria, and issues
a public announcement that organizations are found to be of superior quality.

The U.S. Chamber understands that state and local chambers are diverse and have unique programs of work,
operations, merit, dues structure, and program policies. As a result, the Accreditation program has separated
the state chamber Accreditation process from the local chamber Accreditation process. Distinct applications
have been created to recognize these differences.

Accreditation does not mean that an organization is perfect in every respect. Competent examiners
acknowledge the quality of an organization and make recommendations where there are areas of deficiency
and recognize chambers for areas of special distinction.

Effective chambers of commerce operate above and beyond minimum standards. As each chamber prepares
its Accreditation application, it seeks ways of improving its performance in the community. These criteria or
standards become a tool for management control and self-discipline.



Mission

The mission of the Accreditation program is to establish a standard of organizational competency and an
objective set of criteria for assessment. The achievement of standards by state and local chambers as
determined by an examining committee will be recognized with Accreditation by the U.S. Chamber of

Commerce.

Procedures to Apply

Make Sure Your Chamber is Entered into the Accreditation Database

We want to make sure you are properly entered in our database. If you have not yet entered your contact
information, click here http://www.uschamber.com/chambers/accreditation/intent.htm and follow the steps.
Upon receipt, U.S. Chamber staff will enter the information into a database, allowing the applicant chamber to
receive updates about the Accreditation process and invitations to conference calls discussing the application

process. Do not send the program fee at this time.

If clicking the link doesn’t work, make sure your computer is set up to access the Internet and try again. If you still
experience difficulty, call Mathew Wasserburger at (202) 463-5821.



Access the Application Documents

There are nine sections of the Accreditation application:

. Governance

. Finance

. Human Resources and Staff
. Government Affairs

. Program Development

. Technology

. Communication

. Facilities

. Benchmarking
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Copies of all nine sections of the Accreditation application can be found on our Web site at
http://www.uschamber.com/chambers/accreditation/app.htm

These files can be completed by one person at the chamber or distributed to other chamber staff or volunteers
to assist in the ultimate completion of the application.

To assist in distributing the files, chamber staff or volunteers may go directly to the web site to download the
sections of interest to them.

No matter how many staff members or volunteers are working on the application, the chamber’s designated
staff contact person should be the only one to communicate with the U.S. Chamber staff.

Review the Application

Review the application in its entirety — all nine sections — to determine whether the chamber is prepared to
begin the Accreditation process. Use the glossary at the end of the each file to familiarize yourself with the
language of the application. Glossary items can also be accessed by clicking on highlighted text. In the
glossary a link is provided to return to the highlighted text.

Complete the Application Documents

Each applicant chamber is required to complete all nine sections of the Accreditation application.

Each of the application’s nine sections is a self-contained document including:

« Application instructions and overview

» Section’s standards as defined by the U.S. Chamber

« Alist of minimum qualifications to achieve Accreditation for that section
» A checklist of attachments

« A digital application from

The digital application form is divided into two categories; the minimum requirements which must be met for
the chamber to be Accredited, and the additional criteria which will be evaluated to determine the star ranking
of an Accredited chamber.



Complete the Conclusion and Signature Page

The Conclusion and Signature Page can be found on our Web site
http://www.uschamber.com/chambers/accreditation/app.htm. The U.S. Chamber requires that these pages
be completed digitally, then printed and signed by the Chief Paid Executive and Chief Elected Officer.

Prepare the Application Materials for Delivery

Copy the nine pdf files and the conclusion page and signature page to a CD or USB drive. Print and sign the
completed Conclusion and Signature Pages, and enclose the payment form with a signed check or credit card
information for $699 for U.S. Chamber members; $1,199 for non members.

Mail the Application Materials to the U.S. Chamber

The application materials should be put into an envelope with the completed Conclusion and Signature Pages
and the payment and mailed to:

U.S. Chamber of Commerce
c/o Political Affairs and Federation Relations, Accreditation
1615 H Street, NW
Washington, DC 20062-2000



U.S. Chamber of Commerce Review Process

Review

Once the completed application and program fee have been received, U.S. Chamber staff will review the
chamber’s submission for minimum requirements. Due to the volume of applications received, we ask that you
please do not contact the U.S. Chamber to inquire about the status of the chamber’s application. In the event
that minimum requirements have not been met or there are missing materials, U.S. Chamber staff will contact
you.

An experienced Accreditation consultant will review the application and make recommendations. The
consultant may contact the applicant to ask questions that might arise during the review. Based on the
findings, a confidential report with recommendations will be prepared and sent to the Accrediting board, the
governing body of the Accreditation program made up of business and chamber executives. The Accrediting
board will review the recommendations and approve or disapprove the chamber’s Accreditation status.

Recommendations will be presented to the Accrediting board at the February, June, and November board
meetings. The day following the Accrediting board meeting, the applicant will be notified about the chamber’s
Accreditation status.

Awards

All Accredited chambers must meet the minimum requirements for each section of the application. If the
applicant completed the additional criteria sections of the application, the Accreditation consultant will review
the additional material and designate the chamber as Accredited, Accredited with 3-Stars, Accredited with 4-
Stars, or Accredited with 5-Stars based on the number of additional criteria points scored in each sections of
the application. A chamber earning at least 70% of the total number of points will be awarded Accredited with
3-Stars; 80%, Accredited with 4-Stars; 90% or more, Accredited with 5-Stars.

Post Accreditation Materials

Upon receiving Accreditation, the chamber will receive a marketing kit with the following:

» Letter of congratulations from Tom Donohue, U.S. Chamber President and CEO
* Press release

» Certificate of achievement

*+ Recommendations for improvement

+ Sample newsletter articles and Web page blurbs

+ Camera-ready logos

* U.S. Chamber of Commerce resource guide

Each chamber receiving Accreditation will be acknowledged on the U.S. Chamber’s Web site.

Maintaining Accreditation

To maintain Accreditation, a chamber must submit an Accreditation application every five years. Chambers will
receive an email from U.S. Chamber staff during the fourth year of Accreditation. It will remind them of the
need to renew and provide links to the materials required for the renewal.



Confidentiality

The U.S. Chamber agrees to maintain the confidentiality of information received throughout this application
except in cases where (1) the information is or becomes publicly known from sources other than the
application itself (2) the information is received by the U.S. Chamber without restriction from a third party (3)
the information is independently developed by the U.S. Chamber, or (4) the information is disclosed by the
U.S. Chamber pursuant to judicial action.



Tech Support

Navigation

The Accreditation application uses bookmark navigation to assist the applicant in navigating the application.
Please note that the pages of this file are divided in two. The left-hand side presents “bookmarks” that can be
used to take you directly to specific pages in the document. Clicking on the triangle beside the bookmarks will
“open them up” and provide you with a more detailed set of bookmarks for the section.

If you have had no experience with this type of navigation, give it a try and become comfortable with it before
going on.

Completing Each Section

“Yes/No” Radio Buttons

Radio buttons — II1 — are used for “yes/no” questions. If you inadvertently click a “yes” button, you can
change your answer by clicking on the “no” button, and vice-versa. Radio buttons are also used to “check off”
items on a list. If you inadvertently click a “check off” button, you can change your answer by clicking it a
second time.

Short Answers

Space is provided to enter short answers. For example, the question, “In which government jurisdiction is the
chamber’s incorporation or charter filed?” should be answered like this:

Washington, D.C.

In some cases, the answer may exist in another file. It can be copied and pasted into the text box.

Where the answer is best provided by entering the entire file, the file can be attached, see below.

Attachments

In each section you are required to provide Attachments to support the application. Instructions for making
the Attachments follow. Note that you can terminate the process before it is complete by pressing the escape
key (ESC).

Digital files

If the attachment is a digital file in a common format (Microsoft Word, Excel, Powerpoint; Adobe Acrobat pdf,
etc.), the file can attached electronically. Each attachment has an “attachment area” that looks like this:

Attachment:

A reminder of the instructions to attach a file can be accessed by clicking the ? icon.



Steps for Making Attachments

1. Go to the menu at the top of the screen. It looks like this:

Adobe Reader File Edit WView Document Tools Window Help

2. Click on “Tools” and a drop-down menu will appear. It looks like this:

Comment & Markup [
Select & Zoom »
Measuring [
Typewriter »
Object Data [

Customize Toolbars...

3. Drag the cursor over the words “Comment & Markup” to show the next drop-down menu. It looks like
this:

v Sticky Note
[®] Text Edits >
Stamps >
2] Highlight Text Tool
] Underline Text Tool
\ # Cross Qut Text Tool
/2 Attach a File as a Comment
i~ Record Audio Comment
& Paste Clipboard Image as Stamp Tool
Eh, Callout Tool
[Z] Text Box Tool
> Cloud Tool
* Arrow Tool
/" Line Tool
[1 Rectangle Tool
O oOval Toaol
¢* Polygon Line Tool
< Polygon Tool
7 Pencil Tool
& Pencil Eraser Tool
: Show >

Show Comment & Markun Toolbar

4. Click on the line “Attach a File as a Comment.” The arrow points to it. Click anywhere in the “Attachment
Area” to trigger your computer’s operating system to open.

5. Find the file you want to attach and click on it.



6. Click on the “Select” button at the bottom of the window in your operating system and a new window will
appear that looks like this:

| Appearance General | Review History

Icon Color: |
i Graph Opacity:
§

¥ Attachment

&

T Locked ] Make Properties Default (" Cancel f 0K ‘

7. Click on the “Paperclip” icon, and click the “OK” button.

A “Paperclip” will appear in the “Attachment Area.” Clicking on this icon will open the file you have attached. If
you want to unattach the file, select the icon with your cursor and hit the delete key.

Printed Files

If your document is in printed form and no digital copy is available, it can be converted to a pdf file by having
it scanned. Converting printed files to digital format is the best way to deal with these attachments.

If you cannot have the file scanned, you can send it to the U.S. Chamber of Commerce in its printed form. The
U.S. Chamber will have it scanned at attached to your application document for a fee of $1.00 a page.

Essays

Space is provided to enter essays. They must be as thorough as possible and the space will expand to
accommodate essays of up to 1,000 words. Each essay response must be as thorough as possible.

The space can accommodate text only. If your essay already exists in a digital format, you can save time by
including it as an attachment. If you would like to include tables, charts, or graphs in this section as a way to
better clarify or enhance the essays, you can put them into a digital format and attach the file.



Frequently Asked Questions (FAQS)

Q

We have documents that we think the U.S. Chamber of Commerce should review but there is no place for
them to be attached in any of the sections.

An area has been provided at the end of Section Nine — Benchmarking — where additional attachments
can be made. Please note that the U.S. Chamber of Commerce will review these items but may not
include them in the basic scoring of the application. However, if the material is noteworthy or exemplifies
an industry best practice, it may be eligible to receive discretionary points that may affect the chamber’s
star rating.

There are places where we would like to add a comment but there is no text box available.

Generally speaking, text boxes are made available where additional information is needed to determine
the chamber’s level of compliance. However, if an applicant would like to insert more information, the
applicants can always use Adobe Acrobat Reader’s “Sticky Note” feature to insert a comment anywhere in
the application forms. To access this feature click on the Tools menu at the top of your screen and slide
the cursor down to “Comment and Markup.” A list of features will appear with “Sticky Note” at the top.
Click on the “Sticky Note” icon then move your cursor to the place in the document where you would like
to make a comment. Click again and the “Sticky Note” will appear. Write your comment in the space
provided then click anywhere in the document to continue.

Completing the forms is time-consuming. Will we have to redo everything when it is time to renew our
accreditation?

The set of nine pdf files should be kept in a safe place, with backup copies available elsewhere. At
renewal, use the original set of pdf files, make changes only and save them under a new name, e.g.
Section One — Governance 20??. This new set of files is then sent to the U.S. Chamber of Commerce for
review. No need to completely redo the forms.

We have very large files on separate media and cannot attach them to a pdf file.

These files can be submitted on separate media (CDs, DVDs, USB drives, etc.) and enclosed in the same
envelope used to send the nine sections to the U.S. Chamber of Commerce and the Accreditation fee. A
note should be included to indicate what the files are and the section of the application forms to which

they apply.



Q Can more than one person be involved in completing the forms? How would this be done?

A

While it is best for one person to coordinate the process and serve as the communicator with the U.S.
Chamber of Commerce, many chambers will want to involve more than one person. Chambers will often
distribute the pdf file for certain sections to specialists who are responsible for completing them. For
example, Section Two — Finance may be given to the CFO who completes it and sends it back to the
person coordinating the application for the chamber.



7. Communications and Marketing

Standard

An Accredited chamber has identified target audiences within its membership and has devised a clear
and strategic plan to communicate with them. Additionally, the chamber has developed a marketing plan
to highlight chamber activities to the public and create awareness of the chamber’s local mission.

Minimum Qualifications

Maintains and uses a written communications and marketing plan with clear annual goals
Uses diverse forms of media to promote the chamber, its services, and events

Contacts members at least monthly

Uses the chamber’'s Web site to communicate chamber information

Communicates with members using mass-distribution e-mail (html-enabled preferred)
Complies with federal CAN-SPAM requirements

Writes press releases for media throughout the region or state

Minimum Requirement Attachment Checklist
O] A 7.1 Communications and marketing plan

Additional Criteria Attachment Checklist
(o] A 7.2 Style guide or graphic guidelines for chamber publications



Section 7. Communications Minimum Requirements

A. Marketing Strategies

Does the chamber have a communications and marketing plan? m] Yes [ ] No
Does the marketing plan include annual goals? m] Yes [ ] No
A 7.1 Include a copy of the communications and marketing plan'. Attachment : Eg

B. Marketing and Communications Material

Which of the following does the chamber have? Are these available online? How often are these items
produced?

Print Online Frequency
i.  Magazine (if applicable) o] O] Biweekly
ii.  Membership or electronic newsletter (O] (O] Biweekly
ii. Press releases or media advisories ] o] Monthly
iv.  Products and services marketing pieces (O] O] Daily
v.  Web site home page O] Daily
Are communications to members distributed at least monthly? m] Yes [ ] No

C. World Wide Web and Electronic Communications

Indicate which of the following is available on the chamber Web site? Check all that apply.
[0] Basic chamber information including telephone number and address

[0] Staff contact list

[0] Board and Committee roster

[0] Upcoming events

Does the chamber use member communication software for html-enabled mass- m] Yes [ ] No
distribution e-mails?

Is the chamber compliant with federal CAN-SPAM requirements? m] Yes [ ] No
Enter your website address in the space provided. www.oshkoshchamber.com

D. Media
Approximately how many press releases are sent annually? 14
Approximately how many media advisories" are sent annually? 1

How are press releases and media advisories distributed? (Check all that apply)

(o] Electronically [ ] Faxed [] Other

How broad is the distribution of press releases? (Check all that apply)

[2] Local [0] Regional [0] State [ ] National




October 2009

Oshkosh Chamber of Commerce

Communications & Marketing Plan

The Communications and Marketing Plan was developed to achieve the following goals:

· Increase membership retention & attract new members


· Improve the Chamber’s overall image among the membership and within the community

Increase Membership Retention & attract new members

Objectives: 


1. Improve communication and market programs and services to member.


2. Market programs and services to non-member businesses. 


Goal: To enhance membership value by providing programs and services that meet their needs while contributing to non-dues revenue of the Chamber.   


· Provide an array of membership services to include: Affinity Retail Programs, Phone – Local & Long Distance and Cellular, Natural Gas, Seminars, Forums and Workshops, Fluorescent Tube Recycling, Office Supply Rebate Program, NationJob, Chamber Gift Certificate Program


· Provide networking opportunities to include: Business After Hours, Golf Outing, Annual Meeting, Sales Club, Mailing Labels, Manufacturers Council, Human Resource Council, Business Expo, Information booths (EAA), Business Links on Website, Member 2 Member Email Program, Sponsor the Annual Economic Outlook Breakfast


· Produce a variety of communication vehicles: NewsWave, Member Matters, Community Profile & Membership Directory, Chamber Website, City Maps, Annual Report, Monday Morning Memo, Oshkosh This Week, Profiles of Oshkosh, Chamber webpage advertising


· Sponsor and organize community events: Waterfest, Oshkosh Holiday Parade, Live At Lunch


Goal: To increase the number of Chamber members using our services and programs.


· Increase membership level to 1100 members.


· Conduct an annual membership campaign.


· Conduct the annual Operation Thank You Program.  


· Implement business member and volunteer recognition program. 


Tactic: Produce various member publications to promote events, services and programs and to educate members of issues of importance


Resources: Staff time, cost of printed material


Timeline: On-going


Responsibility: Kelli Karpinski


Tactic:  Develop testimonials, possibly with photos, of members who participate in our affinity programs (i.e. health insurance, telephone service) and representatives in each sector (service, retail and industry) for use in newsletter/email promotions, invoice stuffers and other marketing initiatives.


Resources:  Staff time


Timeline:  Develop through December 2009 with use immediately and ongoing


Responsibility:  Kelli Karpinski


Tactic:  Include information about events, programs and services in the thank you cards sent monthly to renewing members.


Resources: Staff time


Timeline: Immediately and ongoing


Responsibility:  Kelli Karpinski and Mark Halfen


Tactic:  Design the 2008 Annual Report of the Chamber to include more succinct information about what we have done for the community in the past year and how that affects businesses and residents, alike; staff information; expanded information about programs and services.


Resources: $1,500 (include as part of November NewsWave); staff time


Timeline: Fall 2008


Responsibility:  Kelli Karpinski


Tactic:  Develop quarterly mailings to a specified list of non-members.  The postcard would give these businesses entrance to Business After Hours for one month at no charge and an offer of a complimentary copy of NewsWave.


Resources: Staff time; $1,500 for one mailing, extra copies of NewsWave and entrance to BAH


Timeline: First postcard complete by December


Responsibility:  Kelli Karpinski, Bruce Nelson


Tactic: Expand the role of the Ambassadors and other interested members to “friend raise” by visiting new businesses and delivering Chamber information.


Resources: Ambassador volunteer time; staff time


Timeline:  On-going


Responsibility:  Bruce Nelson, working with the Ambassador Committee


Tactic: Develop “Sponsor a Business” Membership Campaign Program 


Resources: Staff time


Timeline: January – May 2009


Responsibility: Bruce Nelson, Membership Committee, Board of Directors


Improve the Chamber’s overall image among the membership and within the community


Objectives:


1. Improve the community’s perception of the Oshkosh Chamber of Commerce.


2. Enhance the image of Oshkosh Chamber of Commerce.


3. Enhance the overall image of the community. 


Goal:  Develop and implement new collaborative approaches/strategies relating to


community branding/image/marketing in partnership with key stakeholders.

· Support the Community Visioning and Branding initiative.


· Continue to support our financial pledges for the UWO Sports Complex, Oshkosh      Family Aquatic Center, and UWO Academic Building projects.


Goal: To enhance the image of the Chamber within the community and among the membership


· Develop and implement the Chamber’s Communications/Marketing Plan.

· Publicize Chamber programs and events.

· Continue to promote, support and co-sponsor community events.

· Continue to use media avenues to promote the Chamber.

· Continue to “co-link” the Chamber’s website to other members’ sites.

· Publish a monthly column in the Oshkosh Northwestern.

Goal:  Implement a coordinated community marketing and promotion plan. 

· Continue to produce “Oshkosh This Week”.

· Promote economic development opportunities through ad placement in publications. 


· Produce and distribute the “Profiles of Oshkosh” magazine to local, regional and national site selectors, developer, and real estate firms.


Tactic: Through a community partnership, contract a consulting firm to conduct a Community Visioning and Branding Initiative. 

Resources: Staff time; $20,000


Timeline: October 2008 – December 2009


Responsibility: John Casper, Board of Directors


Tactic: Produce and disseminate Community Promotional material including website, video, Profile Magazine, Progress Report 

Resources: Staff time; cost for printed material, video, website

Timeline: On-going

Responsibility: Kelli Karpinski

Tactic: Implement various community communication programs, such Oshkosh This Week, Northwestern column

Resources: Staff time

Timeline: On-going

Responsibility: Kelli Karpinski

Tactic: Invest in, support and promote community events and capital projects.

Resources: $15,000

Timeline: On-going

Responsibility: John Casper, Board of Directors

mark
File Attachment
A 7.1 Communication & Marketing Plan.doc


Section 7. Communications Additional Criteria

A. Marketing Strategies

Does the communications and marketing plan include a strategy for each program and [®] Yes [ ] No
service?

List the targeted audiences mentioned in the marketing plan.

We recognize that the Chamber can not be to all things to all people. Consequently, we segment our customers
and develop and offer services and programs to fit specific needs. The following is a partial list of target
audiences:

e Riicinesceg with 2 tn 50 emnlavees far health inciirance

Does the communications and marketing plan include a strategy for targeted m] Yes []No
audiences?
Does the communications and marketing plan include benchmarks to determine the m] Yes [ ] No

success of marketing efforts?

Which methods are included in the communication and marketing plan? (Check all that apply)

[C] Direct mail [C] E-mail [O] Fax broadcasts

[C] Local newspaper [C] Magazines [O] Meetings

[C] Regional newspaper [C] Newsletters [0] Online advertising

[C] Online directory [O] Personal contact [0] Radio/PSA

[C] Signage o] TV [O] Web site

[ ] Yellow Pages [0] Other Restaurant placemats; Oshkosh Monopoly Game; City/County |

B. Marketing and Communications Materials

Does the chamber have a style guide or graphic guidelines for all chamber m] Yes [ ] No
publications?

A 7.2 If yes, include a copy of the style guide or graphic guidelines™. Attachment : g
Is the chamber’'s logo and stationery consistent with the image of the chamber? m] Yes [ ] No
Is the look of all programs and services consistent? m] Yes [ ] No

Is the marketing message of all products and services consistent? m] Yes [ ] No



Brand Standards

e

OsHkosH CHAMBER OF COMMERCE
Apvocacy  CoMMUNITY DEVELOPMENT  LEADERSHII





OSHKOSH CHAMBER OF COMMERCE

- g

Official Oshkosh Chamber of Commerce Colors

The official colors of the Oshkosh Chamber of Commerce are blue, black and white. The blue is best represented in print
production by the Pantone Matching System (PMS) colors:

. PMS 295 @ 50% (blue shaded) white

PMS 295 (blue) . black

NI R Ed el il PMS 295 coated, PMS 295 uncoated
[@YNQ C=100, M=57, Y=0, K=40

R=0, G=69, B=124

_ PMS 295 coated @ 50%, PMS 295 uncoated @ 50%
G ->0. 25, =0, K-20
IGH - -0, 512+ (@50%)






OSHKOSH CHAMBER OF COMMERCE

USE OF THE OSHKOSH CHAMBER LOGO
The Oshkosh Chamber of Commerce logo conveys a strong visual identity, distinguishing the Oshkosh Chamber from

other chambers or from government entities. The official logo will be used on all communications throughout the
Oshkosh Chamber (including Web and new media), preferably on the front.

DESIGN APPLICATIONS

The logo must be used in its full representation and not altered in any manner. Only the wave portion of the logo may be
separated and used at the discretion of the Chamber staff for Chamber publications only. Preferred application is a box no
smaller than 1.5” wide by .65” high. When scaling the logo, it must be proportioned in a unified manner. The Oshkosh
Chamber’s logo can be used with or without the “Advocacy ¢ Community Development e Leadership” tagline.

REPRODUCTION

The logo will usually appear in PMS 295 and black with the wave at 50% of the PMS 295. It is also acceptable in black,

a white reverse, or grayscale with the wave scaled to 50% black. The logo may be screened or tinted, embossed, foil
stamped, embroidered, silk screened or engraved. While the stacked logo is the preferred version, any of these logos may
also be used in the horizontal form as shown below.

CORRECT FORMS

@/ PMS 295 and black

OsHKosH CHAMBER 0F COMMERCE
Apvocacy  CovwuNiTy DEVELOPMENT  LEADERSHIP

Osiosn Ciwwngn oF Commence all white reversed

OsuKosH CHAMBER OF COMMERCE

Aowockcr. Comminety Dvetomment Leapensie horizontal

m‘ grayscale with

¢ Conmncr wave at 50% black

©

Oskosi Cram
Abvocacy e

@

OsHKoSH CHAMBER OF COMMERCE
Apvocacy  CommuniTY DEVELOPMENT  LEADERSHI

all black





OSHKOSH CHAMBER OF COMMERCE

Misuses of the Oshkosh Chamber of Commerce Logo

INCORRECT COLOR
The logo and wordmark should not be reproduced in unofficial colors.

DISTRACTING BACKGROUNDS
The logo and wordmark should not be reproduced on backgrounds that overpower, distract or have similar color values.

ALTERATIONS
The logos and wordmark should not be altered, angled, stylized, outlined or distorted.

ApWCacy  Communiry DeveropMeNt — LEADE





OSHKOSH CHAMBER OF COMMERCE

Writing Style

The Oshkosh Chamber of Commerce follows the Associated Press Style Guidelines.

Typefaces

The typeface is an important communication tool used in combination with logos. When the Oshkosh Chamber of
Commerce name is used in conjunction with its logo, the name should appear in the Fairfield LH 85 Heavy typeface. The
text is scaled vertically to 110% and horizontally to 88%.

Sample
OsHk0OSH CHAMBER OF COMMERCE 28 pt. type
Apvocacy ComMMUNITY DEVELOPMENT  LEADERSHIP 21 pt. type / 13 pt. leading

e

OsHK0SH CHAMBER OF COMMERCE
Apvocacy CoMMUNITY DEVELOPMENT  LEADERSHIP





OSHKOSH CHAMBER OF COMMERCE

Contact Information

Use of the logo is reserved for the Oshkosh Chamber of Commerce, its affiliates and its members. Reproduction of the
Oshkosh Chamber logo for commercial purposes must have the Oshkosh Chamber’s authorization. Only companies that
are members of the Oshkosh Chamber are permitted to produce items using Chamber trademarks.

For additional information, please contact:

Kelli Karpinski

Director of Marketing and Communications
(920) 303-2265, ext. 20
kelli@oshkoshchamber.com

Karen Boehm

Special Projects Coordinator
(920) 303-2265, ext. 16
karen@oshkoshchamber.com





mark
File Attachment
A 7.2 Style Guide manual.pdf


C. World Wide Web and Electronic Communications

Which of the following is available on the chamber Web site? (Check all that apply)
[C] Online membership directory

[C] Current chamber publications (e.g. annual report, newsletters, magazines)

a

b

C. [C] Policy issues and positions

d [0] Membership application

e [C] Press releases or “in the news” alerts

f. [C] Links to the U.S. Chamber of Commerce Web site

[C] Links to articles about the chamber

° @

[C] Links to business resources

[0] Archives of past chamber publications

j- [] Members-only section with username and password

K. [ ] Referral section (i.e., where someone can refer a colleague or business)
l. [ ] Intranet message board or listserv for the chamber's members

m. [2] Online information request form

n. [0] Board documents (e.g. bylaws and committee structures)

Are Web statistics (e.g. the number of hits on the chamber’s overall site) tracked?

Are Web statistics (e.g. the number of hits on each individual page of the chamber’s
Web site) tracked?

Does the chamber have an e-mail address for general chamber inquiries (e.g.,
info@thischamber.com)?

a. Ifyes, is it monitored and responded to daily?

Do all employee e-mail addresses include the chamber’s Web address rather than an
AOL, Hotmail, or other public addresses (e.g., jsmith@usachamber.com)?

Does the chamber track the “open” rate of sent chamber electronic communications?
Where is the chamber’'s Web site address listed? (check all that apply)

[0] All chamber mailings (e.g. newsletters, brochures, annual reports, etc.)

[C] Business cards

[O] Letterhead

[O] Meeting registration forms

[C] Member application

[] All novelty products (pens, mugs, T-shirts, etc.)

[C] Bottom of all e-mail sighatures

m] Yes [ ] No
m] Yes [ ] No

m] Yes [ ] No

m] Yes [ ] No
m] Yes [ ] No

[ ] Yes [m] No



D. Media

Is there a staff person responsible for working with the media?

a. Ifyes, please list staff name and title

m] Yes [ ] No

Kelli Karpinski, Director of Marketing and Communications

Has staff and leadership received media training?

a. Ifyes, please list the name and title of each staff member.

m] Yes [ ] No

Kelli Karpinski, Director of Marketing and Communications
John Casper, President & CEO

How many op-eds written by the chamber are published annually?
In the last year, how many articles about the chamber or the chamber’s staff have
been featured in the media?

E. Member Communication

What is the members’ preferred method of communication? (check only one)
[ ] Telephone [m] E-mail [ ] Malil

Does the chamber have the technology and resources to only communicate with
members via their preferred method?

12
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m] Yes [ ] No




Supplementary Information

Applicants can use this page to enter or attach supplementary information not required
by the application.

Please note that the U.S. Chamber of Commerce will review the material, but does not
score supplementary information either as a part of the application process or as a basis
for designating the chamber as Accredited, Accredited with 3-Stars, Accredited with 4-
Stars, or Accredited with 5-Stars.

Supplementary information may be awarded up to five discretionary points as deemed
by the Accreditation consultant for exceptional policies or best practices.

Comments can be entered in the space below.

Additional documents can be attached here : ﬂ




Section 7. Communication and Marketing

A. Marketing Strategies

1. We have a marketing plan. The plan outlines specific communications and marketing tactics that will be implemented for all Chamber events, programs, services and activities.


2. The plan provides the strategies for those programs, along with the schedule of marketing activities. Most of our programs and services are marketed directly to the membership and non-members. These direct marketing activities are scheduled in advance as part of our promotional calendar. Other programs are marketed and promoted on a continual basis. The Marketing Plan has defined revenue goals (i.e. numbers) to which the marketing plan is tied.  The basic goals of the Plan are two: 1) attract and retain membership and 2) improve the Chamber’s overall image among the membership and within the community. Both of these have direct revenue budget implications.  


B. Marketing and Communications Material


1.The Chamber produces the following:


i. NewsWave Magazine – a 32-page four-color, glossy bi-monthly (odd month)     publication. Available online.


ii. Member Matters newsletter – two-color, tri-fold bi-monthly (even month) publication. Available online.


iii. Press releases – are developed as needed. These are sent to our entire media list and are posted on the Chamber’s website under current news.


iv. Product and services marketing pieces – all are developed in a printed form and posted in the appropriate area on the website.


v. Website home page – the website is reviewed on a regular basis and adjusted for content as needed. The chamber’s website was redesigned in 2008. This occurs every 3 – 5 years.

2. The Chamber, as planned and formally, communicates at least twice per week. The weekly communications are electronic. Each member receives the weekly Monday Memo that highlights Chamber activities, events or other pertain information for the respective week. On Friday, each member receives a Member 2 Member email that promotes specific member businesses. Members also receive monthly communications - NewsWave and Members Matters. 


C. World Wide Web and Electronic Communications


1. The Chamber has all of the noted items on its website. This has been one of our strategies to consistently remind our members of the Chamber’s website and to drive them to use it for event registration, on-line payments, etc.


2. We use Steve Boyle & Associates’ Member Partner Pro software to send mass emails to our membership each Monday and Friday.  The software has HTML capabilities.

3. An opt out provision is standard language on the bottom of all chamber mass emails. 

D. Media


1. We have dramatically decreased the amount of News Releases sent because the media we really care about already are on our blast emails and take “news” from these and other publications. Most of our events are included in the Sunday Business section of the Oshkosh Northwestern newspaper. These events are also broadcast 3 times weekly during our Oshkosh This Week radio segment on WOSH Radio. About 14 news releases were sent this past year. 

2. We use press releases in lieu of “media advisories” to alert the media of upcoming events or news items. Additionally, all local media receive all member communications, including our NewsWave, Member Matters, Monday Memo. Most of the news and publicity is generated from those sources.


3. All releases are sent by email. We have a very complete media contact list which enables us to reach the correct person. The Chamber’s Member Matter, NewsWave, and other communications have also been a source to the news media for story ideas.


4. Our media list includes all local, regional and the state print and electronic media.


Section 7. Communications Additional Criteria


A. Marketing Strategies


1. Our communications and marketing plan include broad strategies and tactics for our programs and activities. Each is based on a specific goal and objective that is directly tied back to each program and activity outlined in the Chamber’s annual program of work.


2.  Listed in the application.

3. Broad strategies and tactics are identified in the communications and marketing plan for targeted audiences.


4. Success of the communications and marketing plan is measured based on program outcomes defined in the annual program of work. Those measurements include: membership sales and retention: attendance at events: participation in affinity programs: net income sales goals. The Chamber has consistently met program goals the last five years. Our membership goal was to maintain the level of membership at 1100 members which we have maintained, with the exception of this year due primarily to the recession. Overall, affinity programs met goal expectations from a revenue generation perspective. With the economy being sluggish, our program/service goal was to maintain the level of participation. 

B. Marketing and Communications Materials


1. The Chamber has developed a style guide and graphics guideline for recommended use of the Chamber’s logo and for publications.


 A. 7.2 Attached is the style guide and graphics guideline.

2. The look of all marketing piece, logo and letterhead, is consistent. All marketing piece contain our positioning statement, “Advocacy – Community Development – Leadership.” Consistency in our marketing is one of our lead marketing strategies and a means to position the Chamber brand. This was implemented after the redesign of our logo and image campaign. 


3. Again, consistency in our marketing was one of our lead marketing strategies and a means to position the Chamber brand. This was implemented after the redesign of our logo and image campaign.


4. All marketing piece contain the Chamber’s logo, along with the positioning statement. 


C. World Wide Web and Electronic Communications


1. All of the items below are available on the chamber website, with the exception of items j – n. 


2. The Chamber uses Advanced Web Statistics 6.8 tracking system to measure website statistics. In the past year, the Chamber website had 914,964 hits. 199,836 pages were viewed, by 28,356 unique visitors. 

3. The tracking system doesn’t track all website pages. The following outlines the most viewed pages and the number of annual hits per specific website page:


Home page: 56,028


Explore City/Region: 4,512


About Us: 4,512


Events: 6,684


Economic Development: 3,864


4. The general information email address for the chamber is info@oshkoshchamber.com. Our staff receptionist monitors this address daily. Messages received are either forwarded to the appropriate chamber staff member or are directly responded to by our receptionist. 


5.  All staff email addresses have their first name followed by oshkoshchamber.com. For instance, john@oshkoshchamber.com. 

6. We do not track the open rate of sent chamber electronic communications due to the lack of technology to do so.


D. Media


1. The Director of Marketing and Communications is responsible for being the primary point person to the media, writing and sending news releases, doing follow-ups to those releases, and arranging media sponsorships of events. However, the responsible staff member will be listed on press releases as the contact person and consequently be interviewed on the subject matter. 


2. The Director of Marketing and communications has a bachelors degree in journalism. She is a former journalist who worked for several years for a number of newspapers in Wisconsin. 

3. The Chamber’s President is given op-ed space once per month in the Sunday edition of the Oshkosh Northwestern newspaper. 

4. Approximately 30 articles appeared about the Chamber during the past year in local newspapers.


E. Member Communications

1. While we use a variety and all of the communications methods listed, we believe email is the preferred method.


2. The Chamber has the resources and technology to communicate with our members through a variety of means including: telephone, mail, publications, website and face-to-face and group meetings. 

mark
File Attachment
COMMUNICATION & MARKETING.doc


' Communications and marketing plan: The Accrediting Board requires that the application create a
thorough communications and marketing plan. The communications and marketing plan is a document
that details the chamber’s strategy to communicate with members and advertise the chamber’s
programs, products, and services. For sample communications and marketing plans, refer to the best
practices Web page at http://www.uschamber.com/chambers/accreditation/best practices.htm

Return to Page 11

" Media advisories: Are used to alert the media about an upcoming event or news story. Media
advisories may lead to the media being present to report on a chamber event. Media advisories are not
as detailed as press releases, which are used to communicate the entire news story.

Return to Page 11

i Style guide or graphic guidelines: Outlines the standards for design and/or writing for a chamber
and its publications. For style or graphic guidelines, refer to the best practices Web page at
http://www.uschamber.com/chambers/accreditation/best practices.htm Return to Page 12
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