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Save the date!

2012 Annual Meeting

February 8-10, 2012
The Westin Mission Hills Resort and Spa
Rancho Mirage, CA

INSTITUTE

Get exposure for your organization!
Sponsorship opportunities are available to fit every budget.

Contact Jennifer Miller for details
P: 215.564.3484 ext.2249 E:jmiller@amcinstitute.org
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The AMC Model

Betsy Wintringer, Brian Riggs, Bob McLean

The AMC Landscape

In the past 20 years, the industry has
grown by 150%.

500 management companies worldwide,
representing 7,600+ organizations.

66 AMCs accredited by AMCI

Many opportunities for AMCs and
Associate members to work together.
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The AMC Model

AMC’s provide full-service management and
outsourced services—from executive
leadership & marketing to meeting planning
& advocacy, and more!

AMCs serve:
Trade associations, professional societies,
foundations, philanthropic organizations

Local, state, national, and international
associations.
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The AMC Model

Management companies provide access to

Skilled professionals
Scalable services

Latest technology

Leveraged buying power
Shared best practices
Vetted service partners
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Organizational Structure

ORGANIZATION STRUCTURE AT AMC

What we look for in a Partner

Do our values, missions, culture align?

Personal Referrals/recommemdations

Sharing of best practices

Active in association community
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Opportunities to Work Together

Delivering quality services to help
advance client missions

Business referrals

Educational partners

Social responsibility initiatives
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Ten Tips

Explain the Value

Make it Easy to Share Your Info
Do Your Homework

AMC’s Third Party?

Check Your List Twice
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Ten Tips (cont.)

Be Willing to Educate - be an info source
Communicate on Their Schedule

Ask for the Referral

Join/Stay In the AMC Institute

Offer the Referral
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When and How to Refer to an AMC

Red flags to look/listen for

What to do when you see/hear them

&
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Resources

Facts About AMCs

Resource ReV]eW Scope of AMC Services
amCinStitUte.Org EBackarounder on AMCs
Submit an RFP
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Panelists

Betsy Wintringer

Director of Marketing, Association Management Ctr
Phone: 847-375-3677

E-mail: bwintringer@connect2amc.com

Bob McLean, CAE

President, REM Association Services
Phone: 703-416-0010

Email: bmclean@remservices.biz

Brian Riggs

Manager, Business Development and Outreach
Association Headquarters, Inc.

Phone: (856)380-6832

E-mail: brigss@ahint.com

Josh Gold, CAE, CMP

Senior Sales Manager, Disney Destinations
Phone: 407-566-4858

Email: josh.gold.disney.com

INSTITUTE

Gary Baker
National Sales Manager, Mohegan Sun
Phone: 860-862-5309

Email: gbaker@mohegansun.com

Donna Kelley

Marriott Global Sales

Phone: 215-428-0510

Email: donna.kelley@marriott.com

Paul Wehking

V. P. of Strategic Accounts, Omnipress
Phone: 608-246-2600

Email: pwehking@omnipress.com

Image Credits

The Who: http://www.alwaysontherun.net/who.htm

Stop light: http://theexperiencejunkie.com/2010/08/the-green-light-walk/

Red Flag: http://www.securities-administrators.ca/investort

aspx?id=736

AMC Institute screen shots: AMC Institute http://www.amcinstitute.org/
Homework slide: http://www.wallpapermenu.com/download/do-your-homework-

wallpapers_3639_1280.html
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For the AMC Supplier: Ten Tips for More Effective Selling to AMCs

By: Josh Gold, CAE, CMP — Senior Sales Manager, Disney Destinations

So your boss just read an article about the ever-expanding Association Management Company industry and
suggests you concentrate your sales and marketing efforts on this growing market. Great! But before you pick
up the phone to make your first solicitation, there are several things to keep in mind if you really want to
successfully sell to the AMC market.

Explain the Extraordinary Value of AMC Business to Your Internal Partners. One of the major benefits of
working with AMCs is their potential to use your product or service over and over again. One association

client’s great experience with your company can often lead to opportunities to service the other clients on the
AMC’s roster. Conversely, a bad experience with you or your product could potentially close the door on your
ability to do business with any of the other associations managed by the AMC. It is essential that you inform
your value chain partners of the repeat-business potential that AMC clients represent — you may only have one
chance to make an impression that could lead to years and years of future business from the AMC’s other
association clients.

Determine How the AMC Shares Vendor Information Among Their Client Teams. Once the AMC has had one

client enjoy what you have to offer, how can you ensure that the other clients hear about it? Many AMCs hold
weekly or monthly roundtable meetings where all of the firm’s account executives (or meeting planners or
accounting professionals) discuss past successes and future projects. You want your product or service
mentioned (in a good way!) during those meetings. Ask your AMC contact to share the great experience he or
she had with you and your company. Some management companies might even be open to having you attend
one of these staff meetings and present to the group.

Do Your Homework. Most AMCs have websites and many are active in other areas of social media (Twitter,

LinkedIn, Facebook and blogs). Do your homework and find out what associations the AMC manages (note that
some AMC client rosters change frequently, and not all AMCs list all clients on their websites). Are the
association’s clients mainly state-based, national, or international? Does the AMC concentrate on associations
within one industry (medical, technology, education)? If so, can you offer examples of other associations
within those industries that have had a good experience with your product or service?

Do Not Consider the AMC and Its Staff the “Third Party.” Resist the tendency to refer to the AMC's
association client as the “end user client” or the AMC as the “third party” when discussing your product or

service. AMC staff members are ultimately employed by the AMC itself, but in many cases they may identify
very strongly with the clients they service. Many times an AMC assigns its association client a full-time AMC
staff person (or several staff people) to service the account. AMC contacts may often refer to their client
association as “we” or “us,” just as an association management professional at a stand-alone association
would. Referencing the AMC as the association client’s “third party” might be considered offensive and is
certainly ill advised.
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You May Already Be Working with an AMC — And Not Even Know It! Because of the “identity crisis” explained

above, it is often impossible to discern which associations are stand-alone and which are AMC managed. Many
AMCs pride themselves on their ability to appear to their client associations’ memberships to be a stand-alone
headquarters for their particular association. They may have a separate phone line for each association client
(answered in the name of the association), AMC staff (most serving at least two different associations) may
have separate email addresses for each of the association clients they serve (jsmith@anna.org;

jsmith@acma.org; jsmith@fssa.org) as well as an address at the AMC (jsmith@goldmanagement.com). They

may carry multiple business cards — using the appropriate client’s card depending on the circumstance. Do not
assume the associations you are currently working with are stand-alone associations. A simple question such
as “Is this association managed by an AMC?” or “Are there additional associations managed from your
offices?” could reveal that you already have an AMC on your client list.

Be Willing to Educate. As noted earlier, AMC staff are often isolated to the dealings of their own clients and

may not always be exposed to available options and solutions. Be willing to share information that helps
educate such as white papers, 15 to 30 minute quick hitting webinars or updates and case studies where a
similar organization may have been helped. These efforts are sowing the seeds for future business

Communicate on Their Schedule. Find out when are the "busy" and "slower" times of the year for your AMC

contacts and the AMC as a whole and contact them accordingly. It should be no surprise that an AMC contact
is not receptive to a sales call in the midst of back-to-back conferences. Ask them when it is best to contact
them with new ideas, information, etc and they will be in a much better position to listen to you.

Join or Maintain Membership in the AMC Institute. It is the best single location offering access to the

principals and staff of over 160 Association Management Companies representing over 4,000 associations. This
is the best, most centralized networking opportunity available to you and your organization!

Ask for the Referral. If you have had a great experience with an AMC-managed association, ask your contact

(the AMC account executive or other staff member) to share that positive story with their colleagues. Solicit
their opinion regarding their other clients that might have a similar need for your product or service. Ask your
contact to be your “champion” within the AMC, and remember to show your appreciation for their support of
you and your company.

Offer the Referral. Finally, the single-greatest thing you can do for one of your AMC clients: help them find and

win new business. As you work with your stand-alone clients, be on the lookout for those associations that
might benefit from the services offered by an association management company. Perhaps it’'s the executive
director who mentions to you that they are looking to outsource a project (many full-service AMCs take on
project-based work as well). Maybe it’s the volunteer-run organization that you believe might be getting too
large and could be more effectively managed by an AMC. Whatever the case, your AMC clients will be eternally
grateful for any lead.

Josh Gold, CAE, CMP is senior sales manager for Disney Resort Destinations in Lake Buena Vista, Florida. Email:
josh.gold@disney.com

Associate Member Session — AMC Institute Community Meeting — St. Louis, August 8th

handout provided courtesy of QINMIMZEEE=SS



Notes



Start Making
Your Life a
Little Easier!

We provide new ways and practical solutions
for collecting and distributing educational
meeting content:

Online collection of
abstracts/presentations

On-demand printing of materials

CD and flash drive creation

Training materials fulfillment

Online knowledge centers for meetings

Rob Bossingh ) N
b Bossngnam Online event communities

Account Manager

Jodi Ray
Senior Account Manager

Providing “Big Ideas” for Your
Educational Content

800-828-0305 :: omnipress.com




