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Association and Nonprofit Board
Members and Staff

Find information on selecting and
parinering with an Association
Management Company. Access free
reporis, tools and case studies.
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~Welcome to the AMC Institute '
-~

AMC Institute Members and Association
Management Company Owners and
Suppliers

Learn about the benefits of AMC Institute
membership to help market and grow
your business...conferences, events,
resources, reference materials and the
AMC Institute business referral program.
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AMC INSTITUTE E-NEWSLETTER
Winter Meeting Special Issue

President’s Message

It was great seeing all of you in San Antonio! Many thanks for the warm
welcome as President.

We saw a record number of attendees at this year's Annual Meeting, despite
Mother Nature's best efforts to keep many of us snowbound. A resounding
thank you to all who came out, for your support and commitment to AMC
Institute. Let's continue to grow meeting attendance this year, and keep an
active dialogue among all members.

In Texas, we heard a lot about the new economy and the shifting nonprofit landscape. AMCs are
seeing more and more opportunities to grow our business, especially in the outscurced
management arena. To capitalize on that trend, and continue to educate velunteer leaders on
the AMC advantage, my ‘presidential platform,’ if you will, is two-fold:

Growing Awareness
To date this fiscal yvear, AMC Institute has brought messaging on the AMC model to association
olunteer leaders and prospective customers like never before. In continued efforts to raise
awareness, the Institute and the Market Expansion Task Force has been hard at work:
¢ building and launching a customer website platform
* populating the site with resources on association management tips, topics and trends; and
* driving traffic to it via a new online ad campaign, targeting the association community and
specific industries where our members are seeing a spike in business.

To help champion ongoing efforts to enhance the website and spread the word about AMCs, I'm
excited to announce a special President’s Challenge. [Drum roll, please.)
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SCENARIO-PLANNING

Your association may have done SWOT analysis or scenario-planning exercises
fn the past But are you ready to take your scenarios to the next level?
A more advanced approach offers greater value in unsettled times.
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Are AMC-Managed Organizations Recession Resistant?

Are AMC-Managed
Organizations
Recession
Resistant?

By: Michael T. LoBue, CAE

INSTITUTE

Published by AMC lnstitute with quthor's permission.

Pagetofy

[ D e ———ry

I. Findings

There's no scarcity of news and reports about the
recession’s punishing impacts an associations. However,
none of these reparts distinguish between the two major
management madels used by associations: standalane
and AMC-managed. For purposes of this report, a
standalone organization employs its own staff, awns or
leases fts own office space and shoulders its own capital
casts sachyear

This study was modeled after a recent study reported in
‘Octaber 2005 by CED Update that found the number of
deficit mode in cal

2008 doubled since fust the year before. The study was
conducted to determine if the management model makes
a difference in terms of an association's performance.

sbsenvationswere very similar ta those found in
EO Update study. In this latest study, the two-year
average for 2006 and 2007 for standalone organizations
opersting at a loss was 30% slightly higher than the
24% observed in the CEO Update study. For 2008 the
percentage was 53% compared to 4%, as shawn in
the CEO pdate study. Looking at this from a deficit
tandalone organizations.

perspactive, more than haif

studied operated at a loss that year.

The second finding s for 3006 and 2007, 3% and 26%
raspactiely of the AMC-managed organizations studisd

operated at a loss for those two years. However, this
number rase ta only 34% in 2008, refecting virtually no
ehange due tothe difficult sconomie eonditions of the

current recession. Chart #1 displays the surplus data:

M S Ipdate, Chan #1 " Operating in

reported in the 2009 study an average of 24% of national Sl b Mbspemant ool
associations and prominent nonprofits opsrated at a = T
loss in 2006 and 2007, whereas more than 48% of these -

‘same organizations operated at a loss n 2008. Graham i

confirmad that the population studiad for this analysis i s

consisted exclusively of standalone erganizations. The im

8zta used in the CEO Update study were total expense .

and revenue data reported on 335 tax returns for each ! .

arganization for fscal year ending (FYE) December 31. §

The size of the organizatians in the CED Update study
ranged from ust under §2M in annual revenue to some of
the largest national assaciations in the LLS.

The CEO Update studywas repeated using a smaller

Clearly, this comparative study of standalone to AMC-
managed srganizations contains limitations. Random
pl i not used to select the two

sample of n onswithup to SsM
in annual revenue for FYE December 31 for the same

three-year period, and comparing their performance to
a sample of 113 AMC-managed organizations with up to

$5M in snnus! revenue. The otservations are strking

samples studied. Further, the profile of organizations
n the groups was not consistently matched by size,
however, 25 previously stated, they were all under §5M
in annual oparating revanue for fisealyear 2008 (one
study group 55

i twa respects. First, the direct]
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in 2006). Despite these limitations, the profiles of the
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IV. MEDIA COVERAGE
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VI. MEETINGS PREPARATION
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VIl. RFP ANALYSIS
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