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MEETINGS THAT REWARD EVERYONE.
EXPERIENCE THE BEST OF JACKSONVILLE.
Introducing a new hotel with a setting so perfect, it makes a meeting seem like a vacation. Situated
along the north bank of the St. Johns River, next to Jacksonville Landing Entertainment and Shopping
Complex, the 966-room Hyatt Regency Jacksonville was clearly designed with meetings in mind. Featuring
110,000 square feet of function space, including the city’s largest ballroom at 27,984
square feet. This is not your typical hotel story. This is the Hyatt Touch.TM Let us help
you book your next meeting, call 904-588-1234 or visit jacksonville.hyatt.com.
225 EAST COAST LINE DRIVE, JACKSONVILLE, FLORIDA 32202

Our high-tech meeting space comes with miles of no-tech space.

Let’s face facts. Your attendees won’t be wowed by our high-tech meeting rooms. They won’t ooh and aah
over a nifty banquet layout. What’ll knock your attendees’ socks off are the hundreds of ways to relax before,
during and after their meeting. Such as a kayak adventure, world-class golf,
or watching dolphins play in our historic river. To talk about your upcoming
meeting, call the Jacksonville & the Beaches Convention and Visitors
Bureau at 1-800-340-4444 or log on to visitjacksonville.com.

Meetings always involve compromise.
The place where you hold them shouldn’t.

At Kingsmill, you won’t compromise when you plan your
meeting. We offer 16,000 square feet of IACC-certified
conference space set on the backdrop of the historic James
River. Plus, over 400 all-new guestrooms. And you can meet
after the meeting at one of our championship golf courses
(including our newly renovated River Course), tennis courts,
European-style Spa, Sports Club and five restaurants and
lounges. It’s all the things you want without all the effort to
get them. All available with just one phone call .

WILLIAMSBURG,VIRGINIA

800.982.2892

kingsmill.com

©2005 Busch Entertainment Corporation. All rights reserved.
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E U R O P E A N - S T Y L E S PA

CHAMPIONSHIP GOLF COURSES



CONFERENCE CONCIERGE
F I N E & C A S UA L D I N I N G

Mercadien – The key to your
financial success
Compilations, reviews and audits • Tax preparation
Internal control review • Board training & retreat
facilitation • Technology consulting & support
Strategic planning • Asset management
Compensation & benefit planning

ccanroofexceed
that business meetings
your expectations.
State-of-the-Art Conference Facility • Elegant
Country Club Setting • Centrally Located • Award
Winning Cuisine • Nearby Hotels • Facilities for
5 to 600 guests • Highspeed Internet & Audio
Visual Accommodations

GOLF OUTINGS AVAILABLE

Contact Sherise Ritter, CPA for more information
P.O. Box 7648, Princeton, NJ 08543-7648
(609) 689-9700 • Fax (609) 689-9720
www.mercadien.com

For information or to plan your next
meeting, call our Conference Services
Department at 732-656-8921.
Forsgate Drive at Exit 8A, NJ Tpk.
Monroe Twp., NJ

www.forsgatecc.com
An RDC Golf Group Facility

“The Company With Vision”

General Exposition Contractor providing superior booth equipment and furnishings,
material handling, I&D labor, and cleaning services for Tradeshows. With our
experienced supervisory personnel, we are able to produce trade shows coast to
coast and maintain the highest level of quality.

Mark your Calendars
1/27/2006

5 Principals of Board
Development
Doubletree Executive
Meeting Center
10:00 a.m. - 2:30 p.m.
Sponsor: Brown Dog
Marketing

2/23/2006

CEO Roundtable
Location to be determined
10:00 a.m. - 1:00 p.m.
Sponsor: Legg Mason

www.Vistacs.com
EXECUTIVE OFFICE
6804 Delilah Road • P.O. Box 3000 • Pleasantville, NJ 08232-0036
Phone: (609) 485-2421 • Fax: (609) 485-2392

VISTA SOUTH
11098 Biscayne Boulevard • Suite 305
Miami, FL 33161
Phone: (305) 673-1123
Fax: (305) 673-8713
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2006: Think Strategically!
by William Schwab
President, New Jersey Society of Association Executives
President & CEO, Construction Financial Management Association

es, I’m back again as the
NJSAE president. Last fall,
the Nominations Committee approached me about taking a
second term. After much consideration, I agreed, in order to provide
continuity, stability and experienced
leadership during this transitional
phase of our organization.

Y

As we move ahead into
the New Year, I plan to
focus on two initiatives:
leadership development
and strategic planning.
I’m pleased to announce that
Paulette Pitrak, deputy executive
director, Northeast Spa & Pool
Association, will continue as vice
president. James Hardenberg, CAE,
CPA, director, New Jersey Society of
Certified Public Accountants Education Foundation, Inc., will continue
as treasurer. Dean D’Ambrosi, vice
president of membership, National
Association for Printing Leadership,
will continue as immediate past
president. Due to work commitments, Stu Cameron will not be able
6
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to continue as secretary, however
Jim Hardenberg has agreed to
become secretary. Thank you to
Paulette, Jim and Dean for committing to one more year in your
respective positions.
Last September, we held a Past
Presidents Breakfast with the purpose of discussing the past, present
and future direction of our organization. Past Presidents Phil Russo, Bob
Waller, Mike Darcy, Bill Foelsch and
Dean D’Ambrosi provided valuable
comments and insight. Several outcomes resulted from this discussion:
• The need for more CEO-level
management programs;
• The need for revising the bylaws in
order to provide more flexibility;
• The need to approach membership about serving in leadership
positions by distributing a candidate interest form; and
• The need for a Membership Survey in order to provide better
education programs and membership services.
Special thanks to The Palace at
Somerset Park for hosting this
important breakfast meeting.
As a follow-up, we have scheduled a CEO program in January on
“Five Principles of Board Develop-

ment,” which covers sound structure
(nominating process), measurable
expectations, continuous education,
staff support and objective evaluation. In February, we will have a
CEO Roundtable, so invited CEOs
only will be able to interact with
their peers for open discussion about
association management.
A committee is in the midst of
revising our bylaws, and Bob Waller
agreed to draft changes for the committee’s review. In addition, we disseminated candidate interest forms
and membership surveys to the
entire membership.
As we move ahead into the New
Year, I plan to focus on two initiatives: leadership development and
strategic planning. Using the Construction Financial Management
Association’s model, we will develop
a path for our volunteers to follow
as they move forward to assume
board positions. I also want to
engage both board members and
past presidents in a strategic planning session to develop a vision for
NJSAE.
I’m excited about serving once
again as NJSAE president and look
forward to working with our new
team as we “think strategically!” ■

Resolve To Become Involved!
by Marcie Horowitz
Executive Director, New Jersey Society of Association Executives

e always begin the New
Year with a fresh perspective and long list of
personal and professional resolutions. We’d like for you to include
NJSAE on your resolution list, so
that you will receive the full membership benefits we have to offer.

W

Resolutions for
Professional/Affiliate
Members:
• Register for cutting-edge education programs to increase your
knowledge, skills and expertise.
• Log on to the ListServ Group for
NJSAE members to find out pertinent information about your
pressing questions.
• Participate in CEO Roundtables
and connect with your peers by
exchanging ideas, experiences,
successes and challenges.
• Obtain current information
about job openings by visiting
www.njsae.org and advertise job
opportunities using ASAE’s
www.CareerHeadquarters.org
job listings.
• Read about new products and
services, current legislation and
industry trends in the quarterly
Pace magazine.

• Use the fax blasting services of
Softek, which provides low rates
for NJSAE members.
• Recognize your colleagues or
organizations for outstanding
accomplishments by participating
in the Annual Awards Program.
• Contact us about available CAE
resources so you can pursue your
certification.
• Keep the Membership Directory
handy for immediate access to
leaders at the state’s major associations as well as industry vendors.
• Have fun and attend our summer
Annual Golf Outing.
• Attend the Annual Conference &
Exhibition and participate in the
sessions, meet your colleagues, join
in the installation of officers,
applaud the new award winners
and visit vendors in the exhibit hall.
• Renew your energy and enthusiasm
for your profession and career.
Resolutions for Associate
Members:
• Meet with decision makers of
NJSAE member associations.
• Attend meetings and events in
order to understand the trends
and challenges of association
management.

• Exhibit at the Annual Conference
& Exhibition where you can
showcase your products and services to the association market.
• Become a resource for members
to turn to for assistance in your
area of expertise.
• Sponsor education meetings that
provide you with a forum for
marketing your products/services
and directly interacting with
association executives.
• Use networking opportunities to
socialize and form relationships
with association executives.
• Join members at the Annual Golf
Outing and take part in the
numerous golf sponsorship
opportunities.
• Take a more active role in NJSAE
by volunteering to serve on a
committee.
• Advertise in Pace Magazine in
order to provide more visibility to
your company.
• Reach out to this all-important
business segment, where association activities create millions of
dollars in revenue annually for
meeting facilities and service
providers.
In 2006 . . . resolve to become
involved!
■
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Building
Stronger Boards

Through Strategic Planning
by Jane Silverman

onprofits are increasingly
coming to understand that
strategic planning is as
much about the people doing the
planning as the plan itself. Thus
strategic planning can be a formidable tool for board development.
Why is this? Consider the three
main responsibilities of any nonprofit board:
1. To set the strategic direction for
the organization
2. To provide oversight and monitor
organizational performance
3. To ensure necessary resources
A strategic plan provides the
framework for all three of these
tasks, but many nonprofit boards are
not equally good at all three. A well
thought out strategic planning

N

8

PACE Winter, 2006

process can help a board develop
important muscle in addressing each
of these responsibilities and hence
move a board along the path to
doing its job better.
When done successfully, strategic
planning can help build a strong
sense of teamwork between board
and staff. In any organization, there
is a tension between the board’s role
in governance and the staff ’s role in
management. In reality, both are
essential for a successful organization. Board and staff need to work
hand-in-hand.
Nowhere is this truer than in the
strategic planning process. While
the board has the ultimate oversight
of any strategic plan, the staff has
the primary responsibility for making the plan happen. When the two
work as a team, an organization

grows and thrives. When they don’t,
the organization flounders. Both the
strategic plan and its implementation provide the venue to build a
strong team of board and staff.
How many of us are involved in
organizations where a core group of
board members do most of the
work? Or sit on boards where attendance at board meetings is declining
because the meetings are taken up
with dreary committee reports and
rarely discuss the important issues?
How many of us are involved in
organizations that have an “in”
group who has all the information,
with the rest of the board on the
periphery? How many of us are
involved in organizations where people are unwilling to take on leadership roles and where recruitment for
new board members is difficult?

All of these are signs of an uninvolved board. Organizations with
these characteristics are often in the
stages of maturity and decline where
leadership is no longer engaged by
the mission and support is wavering.
A strategic plan can set such an
organization on a more positive
course. This, however, has as much
to do with the reengagement of the
board around important issues as
with the plan itself.
Consider the following situation:
A national membership organization
has been running a deficit and losing members over a number of
years. At the same time, it still has
considerable influence as an advocate and a staff that is well-respected
because of their knowledge of the
issues. The board of this organization has gotten a reputation as a
“difficult” board. Meetings are poorly attended. The executive committee is viewed as a board within a
board and others feel outside the
decision-making process. Because
the organization is perpetually in
crisis mode, board members have
become more involved in management and second guess the staff at
every turn. There is a general feeling
of disengagement even as board
members recognize that the organization is at a crisis point.
With new leadership, the board
decides that it needs a strategic plan
to set it on a course to turn the organization around. Should a small
group undertake the planning
process and present it to the full
board? Should they try to do it on
their own or bring in a consultant?
How much should the staff be
involved?
The board hires a consultant who
advises them that the planning
effort will have the best chance for
success if it fully engages all board
members and senior staff. After a
retreat to launch the process and
identify the critical issues that will
frame the plan, the board divides

into small task forces around each of
the issues. Every member of the
board is assigned to a task force.
Senior staff is also assigned to task
forces both as resources and as
participants.
During the planning process, the
task forces replace most of the
standing committees. Over the
course of three meetings, the task
forces refine goals for their issue area
and then set strategies. When board
members cannot attend their task
force, they are teleconferenced in.
The task forces use e-mail to work
between meetings, review drafts and
keep everyone informed. A steering
committee composed of the board
president and the chairs of the task
forces coordinates the work and
keeps the process on track.
While this board does not achieve
100% participation (boards rarely
do), the participation is nevertheless
significantly higher than in the past.
New voices are heard and issues that
people are often reticent to talk
about are put on the table. When
there are overlaps and conflicts
between the task forces, the steering
committee helps to resolve them.
As the board goes through this
process, it is doing the most important work of an association or nonprofit board—setting the direction
for the future, putting in place
benchmarks and managing resources.
In addition, board members are
developing a much deeper knowledge about the organization of
which they are the stewards.
The result is a very different
board from the one that began the
process. It is a well-informed board
that is reengaged in the organization, ready to tackle the key issues
and much better equipped to work
constructively with staff. The board
is transformed in other ways, too.
Most of the standing committees are
eliminated and replaced with task
forces and working groups around
the strategic issues identified in the

plan. Some of these will be shortlived as their tasks are accomplished.
Most importantly, the board has a
much more flexible structure that is
responsive to emerging challenges.
Meetings are different as well.
Time is no longer taken up by committee reports. Routine issues are
handled by a consent agenda. Board
meetings now focus on one or two
strategic issues and end with decisions having been reached. The
board adopts a set of metrics, a
“dashboard” to monitor organizational performance. Each meeting
begins with a look at the dashboard
which often sets the agenda for the
discussion.
The board, in short, becomes a
forward-looking, problem-solving,
decision-making board as it moves
plan implementation forward. This
is the kind of board that engages its
members. The board has learned
how to be this type of governance
group as a result of the strategic
planning process.
All boards have their ups and
downs over the course of an organization’s life. Most organizations
today understand that strategic
planning is an important tool no
matter what the state of the organization. Too often, though, plans sit
on the shelf and nothing happens
with them. As a result, there is considerable cynicism about the strategic planning process itself. Organizations need to have fully engaged
board and staff working together to
ensure that plans take on a real life
that enriches the organization. The
strategic planning process itself can
create such a team.
■
Jane Silverman is president of Jane
Silverman and Associates, LLC, a
consulting firm that specializes in
strategic planning, governance and
organizational development for nonprofits and associations. She welcomes
your comments on this article, silvermanjane@msn.com.
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NJSAE/DVSAE
Conference & Exhibition

n December 6-7, NJSAE held its Annual
Conference & Exhibition at Tropicana
Casino and Resort in Atlantic City. For the
very first time, we partnered with DVSAE, association
executives from Philadelphia and the Delaware Valley.
Two hundred forty-eight participants successfully
joined in “Solving The Puzzle Together.”
Attendees had the opportunity to sample wonderful food and enjoy a chocolate fountain, and were
entertained by a Latin trio at a Cuban-themed networking reception. They also participated in eight indepth and cutting-edge educational sessions, such as
member retention, employee satisfaction issues, online
member services, speakers during a showcase presentation, developing a leadership path for volunteers, collecting relevant membership data, investment and
reserve policies and gaining control of your life.
Breakfast participants enjoyed the drum-beating
and engaging keynoter, Steve Donahue, who used his
odyssey in the Sahara Desert as a metaphor for life’s
journey. Attendees also learned about new products
and services from 65+ exhibitors in a “sold-out” trade
show. The accomplishments of the 2005 Board of
Directors were acknowledged and the winners of this

Conference Chair Paulette Pitrak expressing
her appreciation to the Planning Committee.

O

2006 Board of Directors (standing from left to right) Erica O’Grady;
Joe Fallon; Edwina Lee; April Coles, CMP; Dean D’Ambrosi;
Jim Hardenberg, CAE, CPA; Ray Saputelli, CAE; and
Brian Summers; (kneeling) Bill Schwab and Paulette Pitrak.
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Keynote Speaker Steve Donahue
engaging attendees to respond to
drum beats.

President Bill Schwab presiding over Opening Session.

year’s Positive Impact Awards were applauded. Participants also had the
opportunity to meet the newly elected 2006 Board of Directors.
We appreciate the support from our Conference Sponsors: Platinum
Sponsor Atlantic City Convention & Visitors Authority; Host Sponsor
Tropicana Casino And Resort; Gold Sponsor Atlantic Exposition Services;
Silver Sponsors Rent-A-PC/All Service Computer Rental, J.H. Cohn,
Hermitage Press, and Madison Avenue Incorporated; Entertainment
Sponsor Destination A.C.!; PR Sponsor Mid-Atlantic Events Magazine;
Conference Bag Sponsor Brown Dog Marketing; and Friend Philadelphia
Convention & Visitors Bureau. Past President Sponsors included Michael
Darcy; Dean D’Ambrosi, National Association for Printing Leadership;
Bill Foelsch, NJ Recreation & Park Association; Margaret Timony, Drug,
Chemical and Associated Technologies Association; and Bob Waller, Association Headquarters.
Many thanks to the following companies who provided grand prize
drawings at the conclusion of the conference: Sheraton Atlantic City Convention Center Hotel; Wyndham Philadelphia; Ocean Place Resort &
Spa; The Communication Solutions Group; Foxwoods Resort Casino;
Lackawanna County CVB; Trump Taj Mahal; Tropicana Casino And
Resort and The Quarter’s Gourmet Restaurants-The Palm, Club Libre,
Carmine’s; Carion Hotel Cherry Hill; Detroit Metro CVB; and Softek.
Congratulations to the prize winners!
Don’t miss out on next year’s conference on December 5-6, 2006!

2005 NJSAE POSITIVE IMPACT AWARDS

P

resident Bill Schwab and Past President Dean D’Ambrosi presented awards to associations that have truly excelled this year.
Positive Impact Awards were given to those organizations that utilized original thinking to successfully implement a
project/activity that produced a positive impact on the organization, its membership and/or its vital communities.

National Association of Professional Pet Sitters
(NAPPS) - Managed by Association Headquarters
NAPPS developed a comprehensive plan, The Disaster Preparedness Plan, for pet
owners and pet sitters. The plan provides step-by-step instructions for
emergency management and was posted on their website. The response from
members has been overwhelming, and Florida-based members were able to
successfully utilize their plans. The next phase of the plan will be the
development of a national network. NAPPS was presented this award for
responding to their members’ needs and developing this wonderful initiative.
Bob Waller (center) accepting award from
President Bill Schwab (left) and Past President
Dean D’Ambrosi (right).

Chamber of Commerce - Southern New Jersey
The chamber developed a comprehensive report entitled “Meeting The
Challenge: Saving Taxpayer Dollars By Adopting Best Business Practices,”
which made 43 recommendations that would save state government from
$300-$350 million annually. State Treasurer McCormac acknowledged the
Chamber’s report as “the single best document by an outside entity that he
has seen during his tenure as treasurer.” The Chamber of Commerce Southern New Jersey was presented this award for this report, which will
hopefully have a significant positive impact on the taxpayers of New Jersey.

Debra DiLorenzo (center) receives award from
President Bill Schwab (left) and Past President
Dean D’Ambrosi (right).

Construction Financial Management
Association (CFMA)
CFMA has a premier leadership development program called “CFMA at Spring
Creek — The Annual Retreat for Incoming Chapter Presidents.” This leadership
development program is held for incoming chapter presidents near the Grand
Teton Mountains. These sessions encourage leadership skills, creativity and
enthusiasm. This program was featured in an August article in the New York
Times. CFMA was presented this award for this best practice, which has had a
significant impact on the association.
Mike Molaro (center) accepts award from President Bill
Schwab (left) and Past President Dean D’Ambrosi (right).

New Jersey State Association of Chiefs of Police
(NJSACOP)
NJSACOP has a unique, graduate-level training experience called “The
ANTIETAM Leadership Experience: A Staff Ride for Law Enforcement
Leaders.” It is a certified program that helps police commanders learn from the
past by analyzing the Civil War battle of Antietam through the eyes of those who
were there. This three-day experience helps professionals evolve their own
leadership and decision making skills. NJSACOP was presented this award for Mitch Sklar (center) displays award with President
Bill Schwab (left) and Past President Dean D’Ambrosi (right).
this exciting training and educational approach for law enforcement leaders.
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2005 NJSAE POSITIVE IMPACT AWARDS continued
The Wound, Ostomy and
Continence Nurses Society
(WOCN) - Managed by
Association Headquarters

Bob Waller expresses thanks for receiving award.

WOCN publishes an in-depth publication entitled
“The Professional Practice Manual,” which guides
nurses in developing and maintaining a professional
practice. The 250-page manual is meant to be a
resource as well as a tool to expand scope of practice.
This updated document is based on principles of
organizational leadership and management, and reflects
the increased utilization of technology in nursing
practice. WOCN was presented this award for
providing continuing education by publishing this
comprehensive manual for nurses.

Behind the scenes volunteers collating
conference handouts:
(left to right) Alan
Horowitz, NJSAE
President Bill Schwab,
Jennifer Crosier, DVSAE
President Marge
Baumbauer, DVSAE
Executive Director
Beth Goldstein, and
Conference Moderator
Dina O’Rourke.

Past President Mike Darcy getting ready to eat at the reception.

Participants at an education session.
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Wendy Shar Wenal at Tropicana Casino and Resort’s exhibit.

Emcee Chuck Leonard (right) announces raffle prize with Mike Stoeckle (left) and Joe
Fallon (center) from Hermitage Press.

Joanne Lombardi and Past Presidents Joe Simonetta and Bill Foelsch enjoying the
reception.

Mark Levin speaking about “Retention Wars.”

Walt Disney Parks and Resorts Josh Gold, Lynne Trombley and
Diana Voto posing at exhibit.

Latin trio entertains at reception.

Attendees enjoying the chocolate fountain.
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The

Block’s
The
Limit
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ith the return of flush
times to the lodging
business, thanks in part
to increased meetings attendance,
hoteliers are now steadfastly holding
groups to their room blocks —
often charging attendees much higher transient rates once the blocks are
full.
The trend has been gaining
strength for a year and a half, but
has really blossomed in the past six
months, according to industry insiders. The situation most often occurs
in first-tier cities during times of
peak demand — say, midweek in
New York or Chicago during the
spring or fall, when groups are more
apt to meet and more transient business travelers are in town.
In a reverse of a few years ago,
planners are finding that the group
rates they negotiated back then are
now substantially cheaper than the
transient rate, sometimes by as
much as $100. Rates and occupancies are typically much higher at
full-service hotels in first-tier cities.
In New York during the first half of
this year, for example, the average
rate reached nearly $205 and occupancy stood at more than 80 percent, according to PKF Consulting.
Exacerbating the supply-demand
dynamic in first-tier cities is the fact
that many conventions are relocating from New Orleans through next
year as a result of Hurricane Katrina.
This embarrassment of riches —
too many attendees for the number
of blocked rooms — most often
affects association conventions of
about 2,500 or more people. Such
groups need to book large meetings
years in advance to secure not only
all the hotel rooms they need, but
also convention center space.
So a few years ago, when meeting
attendance was down and groups
were getting hit with big attrition
fees, planners cut back on their
blocks for many meetings scheduled
to take place now and in the next

W

year or two. This previously conservative approach to determining room
blocks, combined with newly
increasing attendance, means that
groups are often caught short on
rooms at the group rate.
For example, meetings with voluntary attendance at Hilton hotels
have exceeded their blocks by an
average of 10 percent since last year,
according to Steven Armitage,
Hilton’s senior vice president of
sales.

increase her block at cut-off for the
two dozen meetings she plans annually, but she said hotels resist more
frequently now and she doesn’t
always get her way.

For Small Meetings, Too
Occasionally, even small meetings, typically booked only a few
months in advance, can get caught
in the crunch.
For a group of fleet-management
franchisees that meet annually, Hannah Greenberg, director of conference services for Meeting Mavericks
in Voorhees, N.J., typically books 60
rooms for the second night, compared with the 75 she books for the
first night because, often, fewer people stay that last night.
But she also has negotiated contracts that allow her to increase her
block until cut-off and still receive
the group rate.
In Chicago last year, her hotel
accepted a handful of attendees who
exceeded the block at the group rate,
but about five others faced the
prospect of paying $100 more at the
transient rate. They opted to book
rooms at a hotel down the street at a
substantially lower rate.
This year in Washington, D.C.,
Greenberg had a hard time getting
14 extra rooms on the second night
at any rate. After confirming Greenberg’s rooming list, a hotel representative informed her that the hotel
was oversold and that she would
have to drop the extra room reservations. Greenberg prevailed only after
a series of testy exchanges with hotel
managers.
Greenberg said she often manages
to negotiate terms that allow her to

block. If the booking is

If the booking is more
than a year away, I
recommend being
conservative with the

in the next 12 months, I
recommend planning
for a small cushion in
the room block…
Attorney Affirmation
Two lawyers who typically represent groups in contract negotiations
said hotels are taking a tougher
stance this year, particularly in the
past few months.
“There are more times now when
the hotels are saying, ‘No, if your
block is filled, you’re going to pay a
higher rate for more rooms,’” said
John Foster, of Foster, Jensen &
Gulley in Atlanta.
Foster initially asks that hotels
allow attendees to reserve rooms at
the group rate as long as the hotel
has any rooms available. As a fallback position, he asks that hotels
accept attendee reservations after the
cut-off date at the group rate, up to
the number of rooms that were
available in the block at cut-off.
More often than not, Foster conceded, hotels in first-tier cities reject
his opening offer, but accept his fallback position.
The experience of James Goldberg, of Goldberg & Associates, in
Washington, D.C., parallels Foster’s.

“Previously, hotels had been
accepting reservations over the
blocks at the group rates, but this
year they’re saying that they’ll allow
groups only to fill their assigned
blocks, and no more, at the group
rate after cut-off,” said Goldberg.
He also noted, “If you’re doing a
multiple-property meeting, maybe
you don’t want the hotel to take
reservations over the block. You
don’t want to exceed the block in
one hotel and pay attrition fees at
another one where you’ve fallen
short.”
Hilton’s Armitage concurred that
the company’s hotels will most likely
allow groups to fill their blocks after
cut-off at the group rate, but getting
more rooms than originally blocked
could pose a problem.
“We’ll work with the customer as
long as we can to fill the block,” he
said. “But if a group signed a contract two to three years ago and six
months out wants more rooms, the
hotels will look at other customers
and decide whether they can provide
those extra rooms and at what price.
It’s not a given that groups can get
rooms at the last minute at the
group rate.”
By all accounts, the situation will
continue through next year, when
the hotel industry is expected to
enjoy another year of robust growth.
“I expect this easily to go into
2007,” said Foster, adding, “The
best strategy depends on how far out
planners are booking. If the booking
is more than a year away, I recommend being conservative with the
block. If the booking is in the next
12 months, I recommend planning
for a small cushion in the room
block on the premise that if the
group doesn’t need the rooms the
hotel won’t have any trouble
reselling them.”
■
Excerpted from the November 7,
2005, issue of Meeting News magazine, www.meetingnews.com.
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For Those
ne in 10 households in the
United States faces hunger,
according to Bread for the
World Institute, a Washington, D.C.based research and education organization dedicated to hunger-related
issues. Yet meetings take place every
day where well-prepared, balanced,
nutritious meals are thrown away.
A new company called Special E
has been launched with the goal of
making sure that excess is delivered to
those in need.
Special E’s founder and president,
Robert Kalt, discovered first-hand
what a difference donations can make
while producing events for Johnson
& Johnson.
“Quite often a lot of food was left
behind and thrown out,” he said.
“We also had beautiful centerpieces

O

in Need

that ended up being thrown out, so
we started delivering them to hospitals, especially to children. They
were very well received, and everyone walked away feeling good.”
Unlike some other charity efforts,
this one is for-profit. Special E is
building a network of partners,
including caterers, venues and
florists, that will pay a fee to be a
part of the network in the interest of
public relations and generating business. Planners can use Special E to
make donations through sites or services outside of the network, but
generally there is a charge for doing
so; donations can be made for free
when booking through Special E.
For centerpieces and other floral
arrangements, “We’ll get in touch
with a floral-design company and let

them know that the planner would
prefer they be delivered to a local hospital or nursing home,” Kalt added.
Special E also welcomes hotel
amenities, paper products and clothing. “I produced one event where we
had 5,000 shirts made with the
wrong logo that were of absolutely no
use to us, and that happens every
day,” Kalt said.
Based in central New Jersey, the
firm aims to have satellite offices soon
in Boston, Washington, Chicago,
Miami, Dallas, Los Angeles, San
Francisco and Toronto.
■
For more information: 888-4481930 or www.aspeciale.com. Excerpted
from the November 21, 2005, issue of
“Meeting News” magazine, www.
meetingnews.com.

W

hether you’re hosting an intimate dinner for 4,000,
an expo for 10,000 or an event on a grander
scale, success starts at the Garden State
Convention & Exhibit Center. FEATURING NEW JERSEY’S
MOST EXPANSIVE AND VERSATILE COLLECTION OF EXHIBIT, HOTEL
AND MEETING SPACE, the center has been home to some of
the most acclaimed events in the region. Perhaps that is
why we have more repeat business than any other facility
in the state.
CONVENIENTLY LOCATED just 20 minutes from Newark
International Airport, the Garden State Convention &
Exhibit Center is in the heart of New Jersey. We offer
approximately 70,000 square feet of exhibit space as well
as 50,000 square feet of additional meeting space. With
more than 1,500 hotel rooms within walking distance,
there’s always room at the Garden State Convention &
Exhibit Center.
IF YOUR EVENT IS IN NEW JERSEY, IT’S GOT TO BE AT THE
GARDEN STATE CONVENTION & EXHIBIT CENTER, SOMERSET.
For more information on dates and rates, call today.
Tel. (732) 469-4000 • Fax (732) 563-4500
50 Atrium Drive • Somerset, NJ 08873
Visit us on the Web: http://www.gsec.com
or e-mail us at sales@gsec.com
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Things Hap
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The Victorian Manor can provide you and your event a variety of
customizable packages, that can be held in any one of our nine meeting
rooms. All our rooms are fully capable to batch into the internet, and have
parabolic lighting. Plus, your every need will be taken care of by your
personal captain assigned to your event. The Victorian Manor is also
centrally located in the heart of New Jersey, making us easily accessible no
matter where you are coming from in New Jersey or New York. Please call one
of our representatives today, and see the difference we can make for you and
your event.

2863 Woodbridge Ave., Edison, NJ 08837
E-mail: banquet@victorian-manor.com
732-549-2859

by Jeffrey S. Tenenbaum, Esq. and
Ronald M. Jacobs, Esq.
Venable LLP, Washington, D.C.

n October 7, 2005, California enacted a new law
(CA Senate Bill No. 833,
as amended) that will have a significant – and potentially adverse – effect
on associations nationwide that send
faxes. The California law, which
applies to all faxes sent to or from
California, makes it a crime to send
any “unsolicited advertisements” by
fax without the recipient’s “prior
express invitation or permission.”
This is what is commonly referred to
as an “opt-in” law. It takes effect on
January 1, 2006.
The new law eliminates the “established business relationship” exemption for sending unsolicited faxes that
Congress carefully crafted just this
year (which preserved the Federal
Communications Commission’s longstanding interpretation of the TCPA).
Consequently, it directly conflicts
with the fax provisions of the federal
Telephone Consumer Protection Act of
1991 (“TCPA”) and the federal Junk
Fax Prevention Act of 2005 (“JFPA”),
which amended the TCPA. (For an
article on the application of the
TCPA and JFPA to associations, see
http://www.venable.com/publications.cf
m?action=view&publication_id=1318
&publication_type_id=2&practice_id=
212.) Fortunately for trade and professional membership associations
(but not other types of nonprofits),
there is an exemption in the California law that negates some – but clearly not all – of the potential negative
impact.
An unsolicited advertisement is
defined much like it is under the
TCPA to mean “any material advertising the commercial availability or
quality of any property, goods, or services.” The law does not specify how
express invitation or permission must
be obtained (notably, it is not
required to be in writing) and express

O

California Tries
to Play by Its
Own Fax Rules:

The Impact on Associations
invitation “may be obtained for a specific or unlimited number of advertisements and may be obtained for a
specific or unlimited period of time.”
In other words, a person may request
one fax advertisement without consenting to receive future such faxes
from the sender.
The California law includes an
exemption that is very important for
tax-exempt trade and professional
membership associations. It exempts
from the law’s requirements faxes sent
“by or on behalf of a professional or
trade association [but not other types
of tax-exempt nonprofit organizations
such as charities or educational organizations] that is a tax-exempt nonprofit organization and in furtherance
of the association’s tax-exempt purpose to a member of the association,”
so long as three conditions are met.
First, the member must have voluntarily provided its/his/her fax number to the association. In this regard,

if a member company representative
provides consent to a trade association
(of which the company is a member)
to send fax advertisements to one or
more company fax numbers, it is
advisable to obtain a representation
from the individual that he/she has
the authority to provide such consent
on behalf of the company, and, if
applicable, on behalf of multiple fax
numbers at the company.
Second, the primary purpose of
the fax must not be “advertising the
commercial availability or quality of
any property, goods, or services of one
or more third parties.” Thus, unless
applicable express consent has been
received (such as via the membership
application or renewal form), any
faxes to association members that
include promotions for co-branded
products or products or services
offered by endorsed affinity providers,
for-profit subsidiaries and possibly
even related foundations or chapters,
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must have a primary purpose other
than those advertisements. (It is
unclear whether, even if express consent is provided to an association by
its members, that consent would
extend to affiliated entities such as
related foundations, for-profit subsidiaries and chapters; thus, any consent obtained from members generally should be crafted broadly to cover
all such affiliates.) Note that this second prong of the exception does not
limit faxes sent by the association to

members that merely promote the
association’s products or services (if in
furtherance of the association’s purpose); for example, a fax to members
that solely promotes the association’s
annual conference would still fit within this exemption.
Third, the member must not have
requested that the association stop
sending faxes containing the unsolicited advertisements of third parties.
Note that while the California law
does not require the inclusion of opt-

out notices, the JFPA does, and such
opt-out notices must provide the
recipient with the ability to opt-out of
receiving all future unsolicited fax
advertisements, not just those advertising the products or services of third
parties. Just as has been recommended for opt-out notices under the federal CAN-SPAM Act regulating e-mail
(see http://www.venable.com/publications.cfm?action=view&publication_id
=1172&publication_type_id=2&practice_id=212), associations should be
careful to not utilize unnecessarily
broad opt-out notices that, if exercised, would require the association to
limit the transmission of faxes that
may not constitute “advertisements”
and are not regulated by either the
federal or California laws, such as
newsletters or legislative updates.
Like the federal law, the California
law requires all faxes sent to or from
the state to contain certain identifying
information on either the first page or
in the top or bottom margin of each
page sent (i.e., date and time sent,
and name and telephone or fax number of the sender (not the broadcast
fax company, if one is used)).
Finally, in addition to possible
injunctive relief, the new law imposes
damages of up to $500 per violation,
which a court may increase up to
$1,500 per violation if it finds the
violation to be willful or knowing.
The law makes clear that these damages are in addition to the $500 per
violation available under the TCPA.
Notably, like the TCPA, the California law contains a private right of
action, allowing recipients of illegal
faxes to sue the sender for damages.
As with the TCPA, this provides
the law with some real enforcement “teeth” that heighten the importance of compliance for all affected
associations.
■
For more information, contact the
authors at 202/344-8138 / jstenenbaum@venable.com, or at 202/3448215 / rmjacobs@venable.com.
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Toxic Restraint
A vice president of a Fortune
500 company shared with me
how she carefully crafts a message about herself within her
workplace. She spends a lot of
energy controlling exactly what
she wants them to know. Five
years ago, her disabled husband
died. Only two people within her
inner circle knew about the
facts, but did not know her feelings. She warns, “You must be
cautious — there is a dividing
line of secrecy. You do not want
to be perceived as weak because
it will be used against you. Once
an employer smells weakness
that is how they will always perceive you; they will never focus
on your competencies. If you tell
too much, the respect disappears. My advice: Act out a part
every day.”

Carrying
The Yoke:

Demonstrating Compassion At Work
yoke is a smooth concave
shape made to fit around
the back and neck of oxen
or other draft animals, and is
designed so the animals do not touch
each other and the weight of the load
is equally distributed.
Today when we hear the word
yoke it is most often used to describe
a person carrying a very heavy emotional load, or one who is filled with
anguish. All of us know someone
within our workplace or professional
associations who is carrying a heavy
emotional load.
There are tens of thousands of us
who are dealing with or have dealt
with personal issues and tragedies
throughout our lifetime. Whether it’s
becoming a caretaker for a parent, the
death of a child, diagnosis of a severe
illness, a relationship breakup, financial
problems, a job loss or legal issues,
there are many of our colleagues who
are hurting and/or grieving.

A

Many employees have family or
friends to share the load, but what
about at work? Employees spend
eight hours a day, five days a week in
the business world and are taught not
to share personal issues or care for
others for fear of being perceived as
weak or becoming distracted from the
work.
With no yoke to rely on, how does
one continue to be effective at work?
Does the suppression of feelings
impact the work environment?
Absolutely. (See the Toxic Restraint
sidebar.) A demonstration of compassion within the workplace becomes
the yoke for employees.
Many workplace cultures place
extreme pressure on employees to be a
consistent producer and to ignore
anything personal and emotional in
the office. It is unrealistic for managers and leaders to ask employees
who are dealing with tragedies and
crises to leave their emotions at home.

The suffering and pain does not
disappear.
The authors of “Leading in Times
of Trauma” conducted three years of
research at the CompassionLab, a
joint project between the University
of Michigan Business School and the
University of British Columbia, and
demonstrated that it is universally
natural for humans to show compassion. But organizations either restrain
compassion or create a culture of
demonstrating compassion. The
researchers clearly proved that expressions of compassion do heal.
A compassionate work environment allows employees to not use up
their energy trying to hide their pain
from others. Compassion is a critical
component within the workplace
because it maintains a high performance in others, lessens the immediate suffering of those directly affected
by the trauma and increases company
loyalty.
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The researchers also identified
three leadership skills and company
practices that are critical in the workplace during times of suffering:
• Communicate some form of expression publicly and immediately.
• Personal involvement of leadership
is critical.
• Ask the employees for help in
expressing some form of compassion.
In “Toxic Emotions at Work,”
Peter J. Frost writes that managers
must adopt compassion to avoid the

Newark Gateway at Penn Station

Gateway Center, Raymond Blvd.
Newark, New Jersey 07102
Tel.: 973.622.5000 • Fax: 973.622.2644

253 Guest Rooms • Business Services Center
Complimentary Airport Transportation
Bentley’s Fine Dining • Market Street Bar & Grill
9,624 Sq. Ft. of Meeting Space

Get the

debilitating effects of pain on performance. Pain may be caused by an
abusive boss to a sudden death. When
suffering is recognized, it becomes a
positive force for change. Research
shows that if pain is ignored, the bottom line suffers. Humans require
humane responses even though the
world of business is harsh. Many leaders rate poorly at this skill.
In “What Good Is Compassion at
Work?” the researchers have the following suggestions to help the healing
process begin:
• Create an environment where
everyone can express how they feel
(i.e., questions about well-being,
words, gestures, listening, hugs,
giving tangible materials such as
money, flowers or food).
• Create an environment in which
those who experience or witness
pain can find ways to alleviate their
own and others’ suffering (i.e.,
people offering or giving freely of
their time, stepping in to help with
a project, offering work schedule
flexibility).
Colleagues do not want to burden
others at work, but sorrow and emotional trauma are a big part of every
human life. Sorrows do pass, but
while managing pain, most employees
want to express themselves, get over

Beautiful, Newly Renovated Atrium Lobby
24,000 Sq. Ft. Meeting/Banquet Space
Meetings up to 1000 People
213 Deluxe Sleeping Rooms and 98 Two Room Suites
Complimentary High Speed Wireless Access
Clarion Hotel & Convention Center Atlantic City West
6821 Black Horse Pike, Atlantic City West, EHT, New Jersey 08234

BY CHOICE HOTELS

Tel.: 609.272.0200 • Fax: 609.646.3703 • 800.782.9237
www.clarionacwest.com • E-mail: sherrywhiteside@comcast.net

& Convention Center
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Michele C. Wierzgac, MS, CMM, is
a sought-after speaker, trainer, consultant, and board retreat facilitator. Her
topics cover a broad range of business
issues including marketing, brand management, communications, new business
markets and trends for numerous organizations and industries. She has been
recognized on a number of occasions for
her “forward thinking” abilities. Wierzgac founded Michele & Company in
1996 after a career in college administration. She welcomes you to contact her
at michele@micheleandco.com or
708.598.6600.

most from work - and play!

Located just 5 miles from Casinos, Beaches & Boardwalks
•
•
•
•
•

it, and have their bosses and colleagues back off for just a while.
Compassion is listening intently
instead of making the judgment,
“What’s wrong with him today?” The
workforce needs listeners. Listening to
our colleagues only strengthens our
relationships and our business partnerships. It is only human nature to
show a little human kindness. The
sufferers do not want advice — they
want to be understood. Here is a
challenge: Ask someone you know
how they are doing, and really listen.
One thing we know for sure: Genuine compassion and empathy heals
every hurting human soul and lightens their yoke.
■
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NEW MEMBERS
Marty Bear
Professional Marketing Services Inc.
Pauline Berke
Prime Hospitality LLC

Toni Goss
The Equinox Resort & Spa

Jayne Bierman
The Crystal Plaza
Loretta Bruno
Association Associates, Inc.
Tamara Castadot
Marriott Conference Hotels
Alexandra Cook
Wyndham Newark Hotel
Steve Crociata
CTC Communications

Gwen DeYoung
Professional Management
Assoc. LLC

Debra Harwell
New Jersey State Nurses Association
John Holub
New Jersey Retail Merchants
Association
Laura Krueger
Westin Governor Morris Hotel
Barbara Loftus
University Inn & Conference
Center at Rutgers

Margot MacPherson
Ocean Place Resort & Spa
Mike Riordan
(C) Systems, LLC
Debbie Schmidt
Sheet Metal Contractors Association
of So. & Central NJ
John Stephens
Garden State Exhibit Center
Wendy Tarica
Hyatt Regency Jersey City
Robert Wilson
Bagmasters Factory Direct

Nadine Stoddart
Senior Sales Manager
Hyatt Regency New Brunswick
Two Albany Street
New Brunswick, NJ 08901 USA
R E G E N C Y
NEW BRUNSWICK

732.867.2258 - Direct
732.873.1234 - Hotel
732.867.2264 - Fax
nstoddart@hyatt.com
www.hyattregencynewbrunswick.com

Collaboration|Communication
Relationship Management
Membership|Fundraising
eCommerce

510 Thornall St, Suite 310
Edison,NJ 08837-2230
w w w. c s y s t e m s l l c . n e t
(732) 548-6100
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IDENTITY THEFT
–DON’T BE A VICTIM!

by Herbert W. Brownett
ou may have read or heard a
story of someone who is a
victim of “identity theft.”
An identity thief steals your identity
and uses it to get credit cards and
take out loans, leaving a trail of debts
in your name. Victims usually don’t
find out that their identity has been
stolen until they receive a collection
notice or are turned down for credit.
While the direct financial exposure
for debts is limited, it may take
countless hours of personal time and
thousands of dollars in legal fees to
clear your name.

Y

How To Protect
Yourself
Your first line of defense is to protect your personal information. This
includes your Social Security number, bank account numbers, existing
credit account numbers (credit cards,
mortgage, auto loans, etc.) and
address.
In order to protect your personal
data, experts recommend the following:
• Do not carry your Social Security
card or check book with you or
leave them where others can see
them.
• If you are asked for your Social
Security number, ask back “Why
22
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is it needed?” Many times, if
challenged, businesses will not
require it or will require only the
final four digits.
• Pay as many of your bills as possible with direct debit or automatic
charges to a credit card. Utilize
bank checks as little as possible, as
they show your bank account
number. If you do use checks, do
not have your address on checks
or show full credit account numbers in the memo section on your
check. The last four digits of an
account number is usually sufficient. Just remember, a number of
people handle your check as it is
processed.
• Don’t use your mother’s real
maiden name or your real city of
birth as account identifiers; make
up something. Add passwords to
all online and offline accounts.
This prevents someone from
accessing your accounts even if
they do have your name, address
and Social Security number.
• Buy a cross cut shredder and
destroy all unsolicited credit card
offers and blank “courtesy” checks
and shred all old financial records
before throwing them away.
• Do not mail bills from your home
mailbox. The little flag sticking up
is an invitation for identity
thieves. They will steal your mail,
open it, get the information they
need, and then reseal and mail the
bills, so you are none the wiser.
The next line of defense is to
monitor your credit report. Monitoring your credit report will not prevent identity theft, but it will quickly
alert you if there is a problem. If new
accounts are opened, credit inquiries

are made or address changes requested, it will show up in your credit
report.
There are three major consumer
credit reporting services: Equifax,
Experian and Trans Union. Most
lenders access and feed data into all
three. You can monitor your credit
report in three ways. First, all three
credit services and other independent
services offer credit monitoring services that run anywhere from $40 to
over $100 per year. These services typically offer either daily or weekly alerts
to changes in your credit report and a
certain number of free reports a year.
The second option is a new federal law, which takes effect in our area
on September 1, 2005. Under this
law, each of the three major credit
services must give you, free of charge,
one report per year. You can stagger
your report requests and, in essence,
get a free one every four months.
Under this option, the reports are
free, but an identity thief can do a lot
of damage in four months.
You may request free reports as
follows: on line: annualcreditreport.
com; phone: 1-877-322-8228;
write: Annual Credit Report Request
Service, P. O. Box 105281, Atlanta,
GA 30348-5281.
When you apply for the free
reports, the various credit services
will try to sell you additional add-on
services. Carefully evaluate the
value/cost of the add-on services vs.
having regular ongoing credit monitoring service.
■
Herbert W. Brownett is Senior Vice
President of Finance and Administration of The Nor wood Company in
West Chester, PA.
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A breathtaking panoramic view of
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from every window of our 20,000 sq. ft.
clubhouse and our covered outside deck...
state-of-the-art equipped meeting rooms...
banquet seating for larger parties and
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From every angle, the Wildwoods Convention Center offers up tons of extraordinary fun and excitement.
Inside, our modern, 260,000 square foot facility is the ideal setting for unforgettable meetings, trade shows,
concerts, gatherings and special events. Outside, it’s surrounded by miles of gorgeous beaches, thrilling
boardwalk amusements, delectable treats, phenomenal water sports and so much more.
Once you see it our way, ordinary locations just won’t do.
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