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The Chamber Learning Skillnet is funded by member
companies and the Training Networks Programme, an initiative
of Skillnets Ltd. funded from the National Training Fund
through the Department of Enterprise, Trade and Employment
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Corporate Patrons play an integral role in
supporting the work of Chambers Ireland and
its network of 60 affiliated chambers on the
island.
Their support is crucial to ensuring that Irish
business, large and small, is represented
both nationally and locally via informed policy
and research positions and a network that is
supported by Chamber development executives
based in the field helping affiliated chambers
meet their full potential.
The Chambers Ireland Corporate Partners are:

Contents
01
02
03
04
05
06
07
08
09
10
11
12
13
14
15

Introduction
About Chambers Ireland
Running a Successful Chamber
Finance and Funding
Communications
Effective Representation
Regional Activities
Increasing Your Membership
Information Services and Training
Retail
Tourism
Education The Role of Chambers
Enterprise Development
Trade Promotion
Some Other Ideas

01

Introduction

01

Introduction

Welcome to Chambers Ireland’s guide
to Managing Chambers. Chambers are
organisations, like any business, that require
structure, planning and implementation. This
handbook will act as YOUR guide to Best
Chamber Practice. Its contents are a collection
of best practices from Chambers throughout
Ireland and right across the world.

Chambers Ireland Best Practice Manual
The manual offers you ideas and tips concerning the
structure, activities and services of your chamber. Our
hope is that using this manual will help you engage
better with your local business community.
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Each chapter will deal with a specific element of
chamber’s work, pinpointing the areas that can help
you become more efficient, commercially viable and
ultimately successful. Some of the main focus areas are
sources of funding, structures, case studies and models of
best practice implemented by various chambers at home
and abroad.
A manual such as this will never be complete, so much
so, that we have left it in a format that will allow you to
update and make additions where necessary. You may
find that some points have been duplicated in different
sections, however, this saves cross-referencing, allowing
each chapter to stand-alone.
Chambers are constantly changing, so ideas contained
in this handbook are only a guide. You may have found
your own model of best practice. If so please share it
with us so we can incorporate it in to future versions of
this model.
Please email your changes to your Regional
Development Executive,
David Bourke at david.bourke@chambers.ie or
Joanne Sweeney at joanne.sweeney@chambers.ie
Sit back and enjoy the read and good luck!
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About Chambers Ireland

Established in 1923, Chambers Ireland is
Ireland’s largest business organisation, with 60
accredited chambers representing over 13,000
businesses throughout the island of Ireland. It
is a company limited by guarantee, owned by
its member chambers, which pay an annual
subscription fee for membership.
Chambers Ireland promotes, develops and
acts in the interest of all Irish business sectors.
Other general information concerning the
objectives, memberships and structure of
Chambers Ireland is contained on the official
website www.chambers.ie
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A Brief History of
Chambers
The history of Chambers stretches back over four
centuries, to 1599. In that year, the Town Council in
Marseilles decided to appoint some of its members
as trade deputies “in charge of increasing the town’s
prosperity”. Thus, the philosophy of Chambers of
Commerce was expressed for the first time.
Henry IV made official this institution and used its
services, asking the deputies for “recommendations
to revive the economy of the kingdom”. Thus, the
traditional function of consultancy made its first
appearance. Subsequently, more Chambers of
Commerce were created.
Louis XIV created a trade council, presided over
successfully by Colbert and Pontchartrain. The Kingdom
added proposals for “increasing trade in France
and outside the kingdom.” Thus, the mission of the
Chambers of Commerce was clearly mapped out.
In 1791, the French Chambers were actually abolished
under the revolution, but in 1804, Napoleon had then
re-established under the consulate on the initiative of
Chaptal. Twenty-two new Chambers were created in
Frances and in the French Empire.

The first British Chamber of Commerce was founded
in Jersey in 1768 – as the nearest territory to France.
This was followed by Glasgow and Belfast in 1783,
Birmingham in 1813 and Liverpool in 1850. In 1851, the
Great Exhibition stimulated the formation of 13 other
Chambers in that decade. The pace slowed down after
that however, and only 32 others were founded before
the end of the 19th century.
In the United States, the oldest Chamber is that of
the state of New York, which was formed in 1768
when New York was still British Colony. The first US
City Chamber was formed in 1773 in Charles, South
Carolina. The national US Chamber of Commerce,
a national federation working for good citizenship,
good government and good business, represented by
more than 2,700 local, state and regional Chambers of
Commerce.
In Ireland, Dublin Chamber was formed in 1783,
Waterford Chamber in 1787, Limerick Chamber in
1815 and Cork Chamber in 1819. The Association of
Chambers of Commerce of Ireland itself was formed in
1923 and was known as the Chambers of Commerce of
Ireland (CCI). In 2006 CCI adapted the trading name
of Chambers Ireland as part of the implementation of a
common brand shared amongst Chambers Ireland 45 of
its member Chambers.

In 1898 their role was formalised by French Law. An
original statute was drawn up, defining the Chambers as
public establishments, representing the general interests
of trade and industry through national authorities. Today,
total membership of French Chambers comprises over
1,500,000 companies represented by 161 individual
Chambers of Commerce and 21 regional Chambers of
Commerce.
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How Chambers Ireland
Works
Chambers Ireland’s mission is to represent the interest of
member companies, to promote the competitiveness of
business in Ireland and to enable the development of the
chamber movement throughout the island of Ireland. It
has five main areas of activity.
1 Representing Business Interests
Chambers Ireland is a lobbying organisation focused
on making and keeping Ireland competitive. As such,
one of its key functions is to represent the views of
Irish business to government. It does this through
the commissioning of research, responding to public
consultations and engaging in information campaigns on
issues of concern to its members.
2 Supporting SMEs
Chambers Ireland develops and packages services
that can be delivered to SMEs and larger businesses
throughout Ireland via the chamber network. These
include information and training programmes to support
growth and competitiveness, documentation services
such as Certificates of Origin and international trade
opportunities.
3 Training and Development
The Chamber Business School is the largest broker/
provider of training to business in the country. Working
in association with FÁS and Skillnets.
4 International Services
When a business joins its local chamber it gains access to
a global business network. Chambers Ireland provides
a range of documentation services for international trade
as well as programmes to support businesses wishing
to access new markets. Chambers Ireland also provides
consultancy to overseas governments and national
chambers.
5 Strengthening the Chamber Network
Chambers Ireland offers support, assistance and training
to help local chambers grow and provide the best
service possible to their member companies. It acts as a
guardian of the chamber brand in Ireland and operates
the chamber quality accreditation process. Chambers
Ireland also negotiates commercial agreements and
develops national public relations and marketing
campaigns on behalf of the national network.
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Membership of Chambers Ireland comprises Chambers
and corporate patrons. Details of Chambers Ireland
member Chambers, Corporate Patrons and Board
members is available on www.chambers.ie

Chambers Ireland Structure,
Governance and Decision Making
1 Member Chambers
Chambers Ireland is a federal organisation – each
member chamber retains its independence of action and
its right to adopt its own policy position. The national tier
relies on its expertise and powers of persuasion to lead
federal decision-making. This structure is a key strength
of the organisation, enabling it to have a strong bottomup mandate within a dynamic national movement.
2 Chambers Ireland Board
The board is the organisation’s governing body. It
meets monthly and its functions are to provide strategic
leadership, oversee the activities of the staff and
volunteer structures at national level and be accountable
to the membership in General Meetings. Elections for
the board are held at the organisations AGM.
3 Chief Executives’ Forum
The Chief Executive of every member chamber is
entitled to attend the Chief Executives’ Forum. This is a
self-governing structure which meets four times a year
to address issues of concern to its members and advise
the board on issues affecting local chambers. The forum
also acts as a professional development arena, offering
training and best practice visits.
4 Policy Councils
Chambers Ireland policy councils provide an opportunity
for representatives of member chambers and corporate
patrons to engage in the development of national policy
and lobbying campaigns.
The councils meet a number of times during the course
of the year to discuss policy on various issues of concern.
Councils receive regular briefings from key agencies,
monitor policy developments, formulate responses
to government consultation documents and input on
proposed policy positions prepared by the policy unit.
Policy councils can define policy positions in their own
name but such positions must be ratified by the board
before they become formal policy.
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5 Corporate Patrons
Chambers Ireland’s corporate patrons are companies
that wish to have a direct association with the national
organisation in addition to their membership of one
or more local chambers. They support and contribute
to Chambers Ireland’s policy and research through
participation on its policy councils as well as partnering
on events and services.
As significant members of the Irish business community,
their engagement with Chambers Ireland is valuable
and provides unique insights into the issues facing Irish
business, assisting the formulation of policy positions
across the network.
6 National Advisory Board
The National Advisory Board is a structure in Chambers
Ireland made up of senior leaders from academia,
business, trade unions, the public service and voluntary
sector. It will meet to consider issues of national
importance and to provide a forum in which these issues
can be discussed with a view to advising the wider
chamber network.
7 Public Affairs Forum
The Public Affairs Forum provides an opportunity for
policy executives from around the network to meet and
discuss the public affairs agenda of the chamber network.
The Forum discusses national policy development
issues and lobbying efforts and sensitises both national
chambers and Chambers Ireland on relevant policy
perspectives. The Forum meets on a quarterly basis.
8 Staff
A team of around 30 people based in Dublin, Limerick
and Donegal delivers Chambers Ireland policies and
services to the chamber network and wider community.
Staff contact details and areas of responsibility are
available on www.chambers.ie in the “About Chambers”
section. To contact any member of staff by email use
firstname.surname@chambers.ie

Services to Chambers
Chambers Ireland is judged to a large extent on the
services it provides to the affiliated Chambers. Therefore
it is essential to continually increase and improve these
services.
1 Chamber Manual of Best Practice
The Chamber Manual of Best Practice offers chambers
ideas and tips concerning the structure, activities and
services they provide. Its contents are a collection of best
practices from chambers throughout Ireland and right
across the world. The manual is designed in a format
that allows for updates and additions where necessary
and chambers are encouraged to feed into the manual
with examples of their own best practice.
2 Chamber Workshops
Chambers Ireland organises practical workshops on
Chamber activities that facilitate the transfer of know-how
and experience between chambers. The objective of
each workshop is to highlight successful activities other
Chambers, and to encourage others to learn from and
adapt to these best practices. We will use and update
the appropriate section of the manual during these
workshops.
3 Public Funding
Chambers Ireland will continue to identify, and to apply
for, EU and Exchequer funding for Chamber activities.
As in the past these opportunities will be advertised to all
Chambers, encouraging them to participate in the activity
concerned.
4 Chamber Visits
Chambers will be visited by the relevant Regional
Development Executive at least twice a year, and more
than this should it be required. Chambers can request
meetings from any of the key staff in Chambers Ireland
on specific areas of interest for your Chamber, such as:
Revenue generation;
Policy making, communications, research and lobbying;
Event management;
ICT including web and database management; and
Legal and financial compliance issues.
One-to-one contact helps to reinforce the written material
sent out by Chambers Ireland on a weekly and monthly
basis through the Weekly Digest and monthly Bulletin.
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5 Chamber Events
Chambers Ireland will continue to pursue co-organised
national conferences with individual Chambers and
will also seek to explore ways in which successful local
events can be taken “national”. Chambers who originate
successful events like this will be rewarded for the use of
their ideas.
Chamber events can be listed on the Chambers Ireland
website by contacting the Communications Officer and
can receive post-event publicity in InBusiness
6 In Business
InBusiness, the quarterly magazine of Chambers Ireland
is published in the Irish Independent. The magazine is
a key communications channel for local, national and
international development, highlighting the business
issues at play throughout Ireland.
Chambers are invited to submit articles, photographs
and news items for editorial consideration for every issue,
thus providing all chambers with the opportunity to
showcase their activities to the Irish business community.
The magazine also serves as a communications channel
for key areas of policy, and highlights the real business
issues at play on the ground in every local business
community.
This is a costly but worthwhile investment made by
Chambers Ireland on your behalf, the only way we
can continue to improve “our” magazine is through
continued input from all Chambers.
7 Weekly Digest
Chambers Ireland circulates the Weekly Digest on a
Monday morning to all network personnel. This email is
a complete package of information for all Chamber staff
and can be used in a number of ways:
Identify potential funding streams for your local
Chamber;
Consultation on policy issues;
International Trade opportunities for your members;
Events now booking;
Job opportunities throughout the network; and
A weekly round-up of Chambers Ireland’s media
activities.
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8 Monthly Bulletin
The monthly bulletin is a free monthly e-newsletter
outlining the latest Chambers Ireland news in the areas
of policy, business services and international trade. It is
available via email and the web to Chambers, Chamber
members, the media, policy-makers and anyone who
wishes to subscribe. See www.chambers.ie for more
details.
9 Chamber CEO’s Forum
Chambers Ireland has initiated regular meetings of
full-time Chamber executives with a view to pooling
knowledge, sharing ideas and looking at how we can
develop our brand and network from a strategic point of
view.
10 Training Services to Members
This is an extremely important growth area for all
Chambers and strategically a very good fit for the future
development of local Chambers. Where Chambers
have delivered training solutions to the local business
community the response has been extremely positive.
Many local Chambers now have strong recurring
revenue from training activities and in some cases have
developed separate training businesses wholly owned by
the local Chamber. There are a number of questions we
must ask ourselves regarding the provision of training
locally:
n Is this core to what Chambers do?
Chambers are all about helping companies thrive,
grow and expand. We want our companies to
increase their wealth generating capacity and
compete against our European competitors. One core
way of achieving this is through upskilling key staff
within our member companies through effective and
relevant training delivered by the local Chamber.
n Are we not competing with our members
who are providing training services?
We can use local trainers to deliver these courses, if
they have the skills and a proven track record there is
no reason why they cannot be a deliverer of training
for the local Chamber.
n Do businesses want this type of service?
Yes they do. Sometimes the main reasons businesses
cite for not training is a lack of time, relevance of
courses and the fact that many courses are not
delivered in their local area. Chambers are delivering
courses locally in a flexible manner that suits the
owner manger form a time point of view
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11 Certificates of Origin
Chambers Ireland organises workshops on procedures
for issuing certificates of origin. There is also an online
manual available for all issuing Chambers. For further
information contact international@chambers.ie.
12 Trade Opportunities
Chambers Ireland provides a comprehensive range
of services to businesses to develop and strengthen
international trade links and to improve competitiveness
for exporters and importers.

l
l
l
l
l

l

l

These services are aimed at companies with established
trade links, those considering investing in Ireland, as well
as those looking to trade in overseas markets for the first
time.
Key services to-date have included:
l
Executive Training Program (Japan, South Korea);
l
Gateway to Japan;
l
Business Matchmaking Events;
l
Export Documentation;
l
Trade Missions; and
l
Access to an International Business Network.

Development of the
Chamber Network
l
l
l

l
l
l

Accreditation structure with linked benefits
The Membership Charter
Chambers Ireland relationship with affiliated
Chambers
Chamber CRM
Chamber Websites
Global links

A system of minimum standards is necessary to ensure
that Chambers are constantly at the forefront of offering
and delivering quality services to their members and
to the business community. The Chambers Ireland
Membership Charter and Accreditation system
recognises the differing levels of Chambers across the
network and seeks to encourage and challenge our
member Chambers to strive for excellence. Our CRM
system seeks to ensure that Chambers will be expertly
equipped to professionally manage their members’
interests.

l

Associate Level Membership Requirements
Signed the Membership Charter
Minimum membership of 50 members
Minimum membership fee of €200
Operates within a defined geographical area agreed
with Chambers Ireland. Chambers Ireland must take
neighbouring Chambers into consideration when
defining this area with a view to ensuring cohesive
and viable coverage for the Chamber movement.
Published statement of lobbying priorities with
evidence of consultation with members
Runs at least two networking events each year
Participates in local Chamber structures

Benefits of membership for associate level
members
Chamber Development Services
The following services are aimed at equipping Associate
Chambers with the necessary knowledge and skills to
allow them to move into full membership:
l
Focused development assistance from Chambers
Ireland Regional Development Executives;
l
Licensed entrance to the Chamber CRM; and
l
Advice on lobbying your key stakeholders and on
communicating your Chamber message.
Product Offerings
n Chamber HR
Full HR management system for owner-managers
including a 24x7 helpline staffed by professionals
and full indemnity cover against any legal costs or
awards at tribunal. One Chamber with approx 250
members has earned €17k in 2005 for rolling out this
excellent service to its members.
n Chamber Business School
Access to FÁS funded training and a suite of top
quality training courses which can be rolled out your
members in a very cost effective manner. Topics
covered include HR and performance management,
mentoring, financial management and I.T. In most
cases the training is available to your members at a
70% discount from market rates. All of the training is
accredited and certified.
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Local or District Level
Membership (including
traditional town based Chambers)
Requirements:
l
l
l
l

l

l

l
l
l
l

Signed the Membership Charter;
Minimum membership of 100 members;
Minimum membership fee of €200;
Operates within a defined geographical area (a town
or a district below city of county status) to be agreed
with Chambers Ireland. Chambers Ireland must take
neighbouring Chambers into consideration when
defining this area with a view to ensuring cohesive
and viable coverage for the Chamber movement;
Published statement of lobbying priorities with
evidence of consultation with members and organises
at least two lobbying campaigns each year;
Has at least one part-time staff member funded from
Chamber resources;
Operates from a dedicated Chamber office;
Runs at least five networking events each year;
Functioning and up-to-date website; and
Participates in county and regional structures.

Benefits of membership for local or district
level members
Chamber Development Services
The following services are aimed at equipping local or
district level Chambers with the necessary knowledge
and skills to allow them to move into county or city
membership:
l
Focused development assistance from Chambers
Ireland Regional Development Executives;
l
One-to-one mentoring from experienced Chamber
people. This includes a full induction and business
planning session for a new senior staff member or
new CEO of a local Chamber. This type of hands-on
training and advice will come from people who have
had real life experience of running or working with a
local Chamber in Ireland;
l
Chamber Academy - top quality training aimed at
senior executives in the Chamber network. This
training is specifically tailored to the organisations we
all work in. It is practical and will help you run your
Chamber more effectively;
l
Full entrance to the Chamber CRM;
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A revenue model outlining how Chambers can
charge for services e.g. membership, sponsorship,
events and a commercial website (e.g. downloads of
information and for banner advertising/sponsorship
of local version of this site); and
Advice on lobbying your key stakeholders and on
communicating your Chamber message.

Product Offerings
n Chamber HR
Full HR management system for owner-managers
including a 24x7 helpline staffed by professionals
and full indemnity cover against any legal costs or
awards at tribunal. One Chamber with approx 250
members has earned €17k in 2005 for rolling out this
excellent service to its members.
n Chamber Business School
Access to FÁS funded training and a suite of top
quality training courses which can be rolled out your
members in a very cost effective manner. Topics
covered include HR and performance management,
mentoring, financial management and I.T. In most
cases the training is available to your members at a
75% discount from market rates. If you manage to fill
a course with ten participants your can Chamber will
receive a bounty of between €3 and €4k. All of the
training will be accredited and certified.
n Chamber Translation Services:
Chamber Translation Services offers multi-lingual
translation services and localisation solutions for all
your chamber member translation requirements.
Through our translation partner we offer chamber
members access to a global team of localisation
experts who will assist you in successfully
communicating with your local end-users. Chamber
Translation Services has been designed to offer
flexibility and choice with the primary objective of
enabling you communicate cost effectively with your
international target audience
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City & County Chambers
County Chambers
For designation as a County Chamber, a Chamber must:
Demonstrate active leadership of and participation in,
county/city wide lobbying campaigns;
l
Have a board structure that reflects membership
from more than one part of a county;
l
Run at least three events a year outside of the town/
part of the county in which the Chamber is based;
l
Have signed the membership charter;
l
Have a minimum membership fee of €200;
l
Have a minimum membership of 300 members;
l
Work within a defined geographical/ local authority
area to be agreed with Chambers Ireland. Chambers
Ireland must take neighbouring Chambers into
consideration when defining this area with a view
to ensuring cohesive and viable coverage for the
Chamber movement;
l
Have a published statement of lobbying priorities
framed in the context of a county level, plan or
strategy. It organises a minimum of five lobbying
campaigns each year and can provide evidence of
consultation with members in the drafting of this
statement;
l
Have a 3-year strategic plan, which guides the
development of the Chamber, and which reflects a
defined budgeting, and business planning process;
l
Have a minimum of 2 full time staff members,
including a designated Chamber CEO, entirely
funded from within Chamber generated resources
(i.e. a minimum of 2 non-grant supported staff);
l
Have a full time office open five days a week;
l
Run at least 10 networking events each year;
l
Have a functioning and updated website that is
communications enabled; and
l
Participate in and contribute to the national and
regional Chamber movement through participation
in the CEOs forum, attendance at regional meetings
and support of the designated national events and
business opinion panels as per the membership
charter.

City Chambers
For designation as a City Chamber, a Chamber Must:
l
Signed the membership charter;
l
Have a minimum membership fee of €200;
l
Have a minimum membership of 400 members;
l
Works within a defined city local authority area to be
agreed with Chambers Ireland;
l
Have a published plan of lobbying priorities framed
in the context of a city, regional or national plan.
Organises at least five lobbying campaigns each
year and can provide evidence of consultation with
members in the drafting of this plan;
l
Have a strategic business development plan for the
Chamber with detailed budgeting and planning
processes and which identifies unique business
opportunities that may be specific to the Chamber or
the region in which it operates;
l
Have a minimum of 3 full time Chamber staff entirely
funded from within Chamber generated resources
including a full time CEO;
l
Have a full time office open five days a week;
l
Have a planned calendar of events with a minimum
of 10 events annually;
l
Have a functioning and updated website that is
communications enabled;
l
Participate in and contribute to the national and
regional Chamber movement through participation
in the CEOs forum, attendance at regional meetings
and support of the designated national events and
business opinion panels as per the membership
charter.

Benefits of membership for city or county
level members
Chamber Development Services
l
Focused development assistance from Chambers
Ireland’s regional development officers
l
Lobbying and Media - Chambers can request
briefing sessions with Chambers Ireland’s Director of
Policy aimed at showing best practice from the local,
national and international Chamber network, how to
lobby your key stakeholders effectively, and how to
build effective media relations with key journalists and
increase your media coverage.
l
One-on-one mentoring from experienced Chamber
people including ex-CEOs. We have developed a
full induction and business planning session for a new
senior staff member or new CEO of a local Chamber.
This type of hands-on training and advice will come
from people who have had real life experience of
running a local Chamber in Ireland
Page 7
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Chamber Academy - top quality training aimed
at senior executives in the Chamber network, this
training is specifically tailored to the organisations we
all work in. It is practical and will help you run your
Chamber more effectively
Full entrance to the Chamber CRM
A revenue model outlining how Chambers can
charge for services e.g. membership, sponsorship,
events and a commercial website (e.g. downloads of
information and for banner advertising/sponsorship
of local version of this site); and
Advice on lobbying your key stakeholders and on
communicating your Chamber message.

Product Offerings;
n Chamber HR
Full HR management system for owner-managers
including a 24x7 helpline staffed by professionals
and full indemnity cover against any legal costs or
awards at tribunal. One Chamber with approx 250
members has earned €17k in 2005 for rolling out this
excellent service to its members.
n Chamber Business School
Access to FÁS funded training and a suite of top
quality training courses which can be rolled out your
members in a very cost effective manner. Topics
covered include HR and performance management,
mentoring, financial management and I.T. In most
cases the training is available to your members at a
75% discount from market rates. If you manage to fill
a course with ten participants your can Chamber will
receive a bounty of between €3 and €4k. All of the
training will be accredited and certified.

n Chamber translation services
Chamber Translation Services offers multi-lingual
translation services and localisation solutions for all
your chamber member translation requirements.
Through our translation partner we offer chamber
members access to a global team of localisation
experts who will assist you in successfully
communicating with your local end-users. Chamber
Translation Services has been designed to offer
flexibility and choice with the primary objective of
enabling you communicate cost effectively with your
international target audience
The Membership Charter
In 2004 Chambers Ireland and our accredited Chambers
agreed a formal document outlining the basis of the
relationship between us. This document, known as
the Membership Charter is in essence a contract of
membership outlining the contribution expected from
each accredited chamber towards the overall success of
the network and in turn what Chambers Ireland will do
to help chambers achieve this success.
This charter is a living document and as such is updated
on a regular basis.
The Relationship between Chambers Ireland and
the local affiliated Chambers
Chambers Ireland is a federation of 60 accredited
chambers. The relationship between Chambers and
Chambers Ireland is based on formal interactions via:
l
l
l

Full access to all funded programmes – in most
cases participation in a Chambers Ireland funded
programme will give a participating Chamber the
opportunity to hire a full-time staff resource and the
ability to create a new service offering to Chambers
and a new revenue stream.

l
l
l
l
l
l

The Chambers Ireland AGM;
The Membership Charter;
The Accreditation System;
The CEOs Forum;
The Public Affairs Forum;
The Network Development Programme;
Regional Meetings;
Chamber Briefings; and
Policy Councils.

Informal interactions such as the ongoing visits and
support by Chambers Ireland Staff and officers, through
communication initiatives such as In Business and www.
chambers.ie contribute significantly to effective relations
between Chambers Ireland and the Chamber network.
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Chamber CRM
Chamber CRM is a tailored-for-chambers Customer
Relationship Management system. It is a powerful
tool that allows chamber executives to systematically
develop their knowledge of members, non-members,
key relationships and suppliers. There is a separate
section for each of these four categories within the
one database. This enhanced understanding will help
chambers do more of the things their members like, for
more members.
To-date, Chambers have in many cases only held
information on member nominees as opposed to key
and potential contacts within member and non-member
companies. Chamber CRM allows chambers to maintain
information and contact with nominees, employees and
key contacts in a given company.
The software for Chamber CRM comes in both single
user and networked format and can be downloaded
from www.chambercrm.ie A license key is granted to a
chamber to enable the software to function. The price
of this annual license key is related to the number of
members a chamber has, thus making the cost of the
software equitable.
In addition to developing Chamber CRM, Chambers
Ireland has also developed a template website system
for chambers. A separate section below describes these
sites, but where they and CRM link is mentioned in this
section.
An overview of some of the key benefits of using
Chamber CRM is outlined below.
n Referrals
The system records and reports what referrals have
been passed to members, what events they have
attended and what telephone contact we have had
with them. Statements can be issued to members on
a quarterly basis advising what their chamber activity
in the recent past has been. This is an attempt
to arrest the trend of membership churn which is
common throughout the movement.
n Committees
Chamber CRM allows chamber executives to
manage the various lobbying groups, committees
and task forces that exist within chambers. Meetings
can be scheduled; committee members can be
invited and minutes recorded and filed.

n Event Management
There is a fully comprehensive event management
system which enables users invite targeted nominees,
employees of companies in selected geographic
location to a specific event. Traditionally many
chambers have invited every member to every
event. Chamber CRM allows chambers the ability
to selectively invite tourism-related companies to
tourism-related events, or retailers to a retail event
etc. Comprehensive financials are available too income/expenditure and profit and loss reports are
available at all times.
n Outlook Integration
The CRM software is integrated with MS Outlook,
enabling the user to search via filtering the precise
subset of the database that is required. Email and
postal mail- merges can be used.
n Kompass
Chamber CRM comes with the Kompass database for
a chambers town/city/county. The Kompass database
minus the existing chamber membership equals every
other business in your chambers area. This database
will be customised for chambers under the Potential
Member module. Many Chambers use this as the
basis for their membership campaigns. Chambers
Ireland has negotiated a special nationwide deal so that
your chamber can have this software for free when you
buy Chamber CRM. It should be very simple to use
this facility to generate 10 to 20 new members which
would in most cases pay for the software.
n Reporting and Searching
There are a number of valuable reports available
within a dedicate area on the system. These give the
user real time information on the trends behind key
chamber activities.
n Link to Chamber Websites
For Chambers operating Chambers Ireland supplied
websites, some extra pieces of functionality include
event booking on the website linked directly to the
event management module in the Chamber CRM
system.
n Ongoing Development
Chamber CRM affords chambers the opportunity
of further ‘e-nabling’ its activities as it can act as the
platform for software code for other developments
such as e-certs, project management, and potential
work with the CRO etc.
Page 9
v1.0

02

02

About Chambers Ireland

Global links
n Public Law v Private Law
n The International Chamber of Commerce
n Eurochambres

“Public Law” versus “Private Law”
What is the difference between public law and private
law status Chambers?
A private law Chamber is one where the membership
of that Chamber is voluntary, while membership of a
public law Chamber is compulsory. Private law Chamber
systems exist in Ireland, Belgium, Switzerland, Hungary,
Sweden, Norway, Finland, Denmark and the UK and
US, While Public law Chambers exist in the other EU
states. At present, many of the Chambers in Central and
Eastern Europe are undecided about their future status.
The compulsory membership enjoyed by public law
Chambers leads to exceptional levels of funding. A
business will have to pay a percentage of its corporation
tax to the local Chamber in return for the provision of
services relating to trade promotion, training, industrial
development and representative functions. (In other
words, most continental Chambers undertake the role
that has been given to the semi-State sector in Ireland).
For example, the French Chambers have created and
administered:
l
121 airports and airfields;
l
75 seaports;
l
41 river ports;
l
47 pleasure sailing ports;
l
38 haulage depots;
l
68 warehouses and general stores;
l
30 car parks; and
l
30 conference centres.
They have built:
l
136 activity zones (alone or in association with local
communities);
l
246 industrial buildings;
l
34 service centres;
l
15 exhibition halls; and
l
7 motorway service stations, and a range of other
road installations including the Tancarville Bridge, test
tracks and control centres for road vehicles.
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They have participated in the realisation of:
l
32 tourist and hotel installations; and
l
75 sports facilities (golf courses, flying clubs,
swimming pools, etc).
While private law Chambers may suffer from a lack of
resources, services provided by Chambers offer real
value for money to participating member firms.

The International Chamber of
Commerce
Chambers Ireland is also a member of the Irish National
Committee of the International Chamber of Commerce.
The ICC is the only business organisation operation on
the world stage, and has representation in over 100
countries.
Specialist commissions made up of business experts
formulate ICC policy on a broad range of issues effecting
commerce, investment and business practices. In
addition, the ICC works closely with other international
and supra national organisations such as the EC and
United Nations, where is defends the interests of private
enterprise in developed and developing countries.
In Ireland, the main focus of the ICC is on arbitration.

Eurochambres
Eurochambres represents the European interests of 13
million businesses, large and small, across all sectors and
countries of Europe. From its Brussels’ office, close to
the European Commission, Eurochambres is uniquely
positioned to combine the interests of its members and
ensure their voice is heard and respected by decision
takers in the European Institutions. As a Europe-wide
organisation, Eurochambres is ideally placed as a partner
for European Community initiatives and information
dissemination.
Eurochambre’s network of 24 member organisations
and 1,200 Chambers is the largest, single multinational
business network in Europe. I.
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Running a Successful Chamber

The secret to a successful chamber is one
that is well-structured, well-directed and
well-managed. A successful chamber will
also be one that gives members value for
their subscriptions through the services
and information it offers. Perhaps the most
telling asset of a successful Chamber is its
positioning in a local town as the main business
representative organisation in the area. When
a Chamber achieves this goal, it can certainly
claim success.
This chapter sets out a number of ideas which
may help you to develop your Chamber.
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What is a Chamber?
A chamber is an organisation which acts in the business
interests of its local area.
What does it do?
A chamber acts to promote long-term local economic
development. This is achieved by a number of
mechanisms including: lobbying at local and national
level; promotion of the locality to a wide audience; and
ensuring that the interests of its members are taken
cognisance of by decision and policy-makers.
How does it work?
The chamber council or committee is at the head of any
chamber. They act as a voluntary Board of Directors that
steer the organisation in its appropriate direction. The
Board may also be called the ‘action group’ that sets out
and achieves the chambers goals and objectives.

Who runs it?
Chambers are usually run by a council, elected by the
chamber members. The Council, serving without pay,
sets out the policies of the organisation. In most cases,
affiliated Chambers employ full time executive directors
who work with the council to ensure the realisation of the
chamber’s objectives.
Who pays for it?
A chamber’s core finance is from its members’ annual
subscriptions. Chamber membership is seen as an
investment in the present and future of the individual’s,
and the community’s welfare. Chambers also develop
sources of income from areas such as:
l
l
l
l

In some cases the goals and objectives will be the
responsibility of the executive arm of the chamber,
for example a Chief Executive Officer and/or an
Administrator. They will have responsibility for the dayto-day running of the organisation, but will ultimately
report to the chamber council.

l

l
l
l
l

Who are a Chambers’ Members?
Chamber members are businesses that share a common
interest in furthering local economic development.
Eligibility requirements may be further spelled out in a
chamber’s bye-laws.

l
l
l
l

Events and Event Management;
Training;
EU funded projects;
Value added products and services such as Chamber
HR;
Publications such as yearbooks, magazines and
diaries;
Affinity initiatives;
Web banners and electronic advertising;
General sponsorships;
Export documentations and consular services;
Trade facilitation;
Networking;
Project Management; and
Property ownership and property management.
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THE ROLE OF THE
CHAMBER COUNCIL
The chamber council determines the direction the
chamber should take. It agrees policy and is the body
with prime responsibility for the development of the
organisation.
Operating or standing committees (such as tourism,
retail, industrial, and finance) are responsible to the
council on their own specific issues. Meanwhile, the
chamber council reports its actions and decisions to the
membership base through its Annual General Meetings,
communications such as newsletters, emails, telephone
calls and through public relations techniques.
One of the most fundamental activities of any Chamber
is the development and implementation of policy on
major issues effecting local businesses. Key to the policy
effort is the work of the operating committees, but the
final decisions on policy usually rests with Council.
The Chamber should not, and cannot be “all things to all
people”. It must find its special role, and the job of the
Chamber Council is to find that role.
It is essential that a chamber council is balanced, that
is wholly representative of business sectors and also
geographically representative of the businesses in the
locality. In other words, a Council which is comprised of
retailers only, will find it difficult to adequately address
problems facing the tourism or industrial sectors in the
town.
A chamber council that represents a variety of interests
will identify a range of issues and address them in a
more balanced manner. To this end, it is important
that every effort be made to balance the interests of
members.
Elect/appoint Council members based on their
business activity
For example, a Chamber with a total council of 16 could
decide that four members of that council must come
from manufacturing companies, four members from
tourism, four members from retail and four members
from other services.
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Potential council members could put themselves forward
for election in the appropriate panel. Where more
than four manufacturing members put themselves
forward, there would have to be an election. In the
event of fewer than four putting themselves forward,
the other members would have the authority to co-opt a
manufacturer to the chamber council.
Size of Council
In general, most Chambers have now defined the size of
their Council. They range from ten members upwards,
with an average of about 16 members. Chambers
Ireland recommends that the number be fixed, and be
no more than 16 (this will depend on the size of the
chamber).
It can be the case that the larger the council, the weaker
the participation and smaller the attendance. Small,
tightly knit councils, tend to have higher percentage
attendances and greater levels of participation.
Responsibilities of Council
The Chamber Council must ensure that:
l

l

l
l

l

Members actively participate in chamber committees
or action groups;
Committees and other groups are given clearly
defined objectives;
Committees are given responsibilities and challenges;
The chamber accomplishes its strategic and financial
targets; and
The chamber is adequately financed.
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THE PRESIDENT
Chamber Presidents are usually elected for a period of
one to two years. Effective Presidents show commitment,
direction and action towards ensuring the success of
the chamber. The presidency must not be viewed as a
lifelong honour. Fresh blood is needed at regular, short
intervals.
Responsibilities of the President
The President must ensure that he/she:
l
Initiates and implements chamber activities;
l
Seeks and encourages member participation;
l
Works closely with other local development
organisations on behalf of business;
l
Presides at all official chamber functions;
l
Serves as the chief chamber spokesperson;
l
Ensures financial support and staffing for all
programs;
l
Works closely with the Chamber’s Chief Executive/
Director/Secretary; and
l
Maintains a good working relationship between his/
her chamber and Chambers Ireland.
Relationship between the President and the Executive
The relationship between the President and Executive
Director/Secretary must be a close one. Each must
understand and respect the job of the other.
The two must sit down together and come to an
understanding about who does what, how to work
together and how to refer responsibility to each other. It
is the responsibility of the President to lead the chamber,
and to be the public figure, to make known his/her
principal goals and objectives for the year, to make sure
the chamber has a plan of action, the manpower and
finances to carry it out, and to be enthusiastic about the
chamber – a supporter not an apologist.
Delegation of Responsibility, Work and Authority
Chambers that are active and successful have effective
delegation of authority and responsibility, starting with
the President and working its way right through the
chain of command.

CHAMBER PERSONNEL –
THE MAJOR RESOURCE
At the beginning of 1988, only one Chamber in Ireland
(Dublin) employed executive staff, yet by 2003, forty
chambers employed nearly 160 staff members around
the country. Employing staff is the key to the substantial
improvements in the profile of the Chamber movement
in Ireland, and the quality of services provided by
Chambers to their members.
This section addresses the following:
l
Does our Chamber need staff?
l
How can we fund this investment?
l
The role of the Executive Director, including;
Functions
Job descriptions
Assistance
BCCE (British Chamber Executives)
Institute (US Chamber programme)
What are the Chamber’s legal obligations to its staff?
Do you need staff?
It is extremely difficult to run a modern Chamber strictly
on a volunteer basis. As a rule of thumb, Chambers with
150 or more member firms should be able to employ
full time staff, ideally at executive staff. Even smaller
Chambers should be able to arrange administrative staff
support according to the following formulae:
l
Share staff with another organisation on a half-time
basis: LEADER company/local authority etc.
l
Hire part-time staff
l
Establish freelance secretarial services in the Chamber
premises, whereby a self-employed secretary would
provide basic secretarial and administrative support
to the Chamber in return for free rent, telephone and
other office costs.
Chambers with a population catchment area of 10,000
or more, or membership of over 150 firms, should
have a critical mass sufficient to employ executive staff
and provide an enhanced range of services to the local
business community.
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How can you fund this investment?
A chamber is a business. Membership revenues,
sponsorships and sales of services should be sufficient to
cover all expenditure. The process of hiring an executive
staff member for the first time requires a financial
strategy. Before hiring an executive, a Chamber should
develop a five-year strategic plan indicating:
(a) The envisaged increase in level of service provided by
the Chamber to members; and
(b) The “up front” financial commitment required
from the Chamber’s membership by increased
subscriptions, and/or, a sinking fund in order to hire
the executive staff required to provide the level of
service envisaged in the plan.
Some Chambers seek a three-year financial commitment
from major local industries to guarantee all, or part of,
the salary of the incoming executive for this period. It
should be made clear to the executive being hired that
by the end of the third year, Chamber revenue should
have been boosted sufficiently as a result of his/her
efforts in order for his/her salary to be secured.
Several Chambers have adopted a twin approach of:
l
Seeking a specific development fund from major
local firms; and
l
Significantly increasing subscription rates e.g.
100/200% (in anticipation of the higher level of
service to be provided).
A Chamber executive should take a key role in recruiting
further members to the Chamber and in some cases
salaries can be “topped up” by arranging new member
recruitment on a commission basis.
Funding support from Chambers Ireland
Chambers Ireland offer products and services to
chambers which can enhance their income. These
services include Chamber Business School, Chamber HR
and Chamber Translation Services.
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THE CHIEF EXECUTIVE
The main skills required of a Chief Executive are
entrepreneurship, innovative capacity, communication skills,
management skills, commitment, energy, and ambition.
In the past, chamber managers were referred to as Directors.
More recently, however, the title of Chief Executive Officer
or Executive Director has been chosen in order to make
a clear distinction between the directors (members of the
chamber council) and that of the full-time executive.
Functions of the Chief Executive
It is the responsibility of the Chief Executive to:
l
Execute the policies adopted by the President and
Council;
l
Be held accountable for the plan of action, finances
and legal duties;
l
Provide options and recommendations for Chamber
activity; to manage/supervise all other staff; to
maintain appropriate records; prepare all necessary
reports and to keep the President informed of all
activity relating to the Chamber
Job Description of CEO:
1. Accountability
The Chief Executive is:
l
The chief paid executive office of the Chamber;
l
Is responsible to the Chamber’s management
committee/council for the proper management of the
Chamber and the co-ordination and delivery of its
agreed activities.
l
Reports directly to the President of the Chamber,
and his/her appointment is subject to such terms and
conditions as the Council may think fit.
2. Duties
l
Advise the council on future Chamber strategy, the
development of the business plan, and be responsible
for their implementation.
l
Responsible for the development of budgets –
revenue and capital – which will deliver the agreed
business plan.
l
Consider new business opportunities and sources
of income for the chamber through a product and
service development programme, bringing suitable
projects to the Council for consideration.
l
Ensure that regular financial reports are produced for
the Council and honorary officers. He/she will ensure
that the results are reviewed and that appropriate
management action is taken to correct any adverse
variances, or on the other hand exploit any apparent
opportunities.
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l

l

l

l

l

l

l

Responsible for directing and implementing the
Chamber’s programme of work and activity, as
agreed with the council.
Responsible for ensuring that policy issues agreed by
the council are conveyed effectively to the chamber
members and those institutions at whom the policies
are directed; i.e. the local council, the Government,
Chambers Ireland, the media, etc.
Ensure that appropriate committees, working parties
and consultation structures exist so that policy issues
can be properly developed and promoted.
Provide policy advice to the chamber’s officers and
ensure that the chamber has respect and influence
locally, nationally and internationally.
Responsible for employing, developing and disciplining
all the chamber staff and ensuring that they are
effectively deployed to achieve the chamber’s objectives.
Responsible for quality standards within the chamber,
including their development and maintenance to
levels required by the Chamber Council, Chambers
Ireland or any other appropriate body.
Responsible for ensuring that the chamber complies
with all legal requirements.

The CEO’s Forum
To assist in the co-ordination and the activities of
Chambers will full-time executives, Chambers Ireland coordinates a meeting of CEO’s every three months. This
is known as the CEOs Forum. The forum is chaired by a
chairperson elected from within the forum membership
and this chairperson along with two other CEOs, represent
the interests of the forum on the Chambers Ireland board.
The Forum offers CEO’s the opportunity to identify
opportunities, discuss communal problems and provide an
opportunity for ideas to be shared and actions proposed.
These meetings are informal and rely on the participation
of the executives themselves. The emphasis of the
meetings is on identifying best business practice. It is
therefore strongly advised that CEO’s/Executives from
each Chamber in the network attend these meetings.
Legislation Relating to Employing Chamber Personnel
Chambers Ireland has partnered with Peninsula Business
Services to develop Chamber HR which is available to all
affiliated and branded Chambers.
Please consult your Chamber HR manual for all
necessary legislation in relation to employment & health
and safety legislation. Ensure that you keep this manual
up to date with the updates provided for you by the
Chamber HR team.

COMMITTEES
Committees are the backbone of all Chambers. This
manual devotes a considerable amount of space to the
activities of committees, with a view to helping you to get
the most out of them.
Committee Meetings - How to make them work
The responsibility for successful committee meetings
rests with 3 key people or groups:
1. The Chairman
2. The Committee members
3. The Committee secretary / Chamber staff member
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Between them, they must ensure that the committee:
l
Has a written statement of purpose which all
members have reviewed and agreed;
l
Is chaired by an individual who guides the committee
process;
l
Consists of carefully selected members who are
interested, qualified and compatible;
l
Is assisted by the secretary/staff member who acts as
advisor and administrator;
l
Carefully plans its agenda;
l
Approaches assignments one step at a time;
l
Has a sense of priorities and timing;
l
Regularly evaluates its activities against its statement
of purpose; and
l
Is periodically infused with new members.
Each of these people or groups has specific
responsibilities.
A committee chairman will:
Start and end meetings on time;
l
Make initial comments on topics and activities;
l
Stimulate group thinking and encourage group
discussion;
l
Summarise discussions and decisions with an
objective eye;
l
Keep discussions moving to a logical conclusion;
l
Summarise the meeting at its conclusion and review
needed action; and
l
Make reports on committee activities to the chamber
council.
l
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Committee Membership
In accepting, or inviting people onto committees, the
main concern is balance. The goal is to reflect all shades
of membership opinion in committee deliberations. The
following criteria for committee membership should help
in this regard:

Committees – Why Do They Fail?
Committees may fail to achieve their goals for many
reasons such as:
l
Lack of planning
l
Improperly prepared agenda/briefing notes
l
Unqualified chairman

n Membership Cross Section
Committee structures should represent a legitimate
cross-section of the membership. The committees
must represent different segments of the local
economy, as well as companies of different size.

Avoid failure – be prepared! Consider the following
checklist for handling difficult situations. This has been
circulated by the US Chamber of Commerce.

n Expertise
Many committees will have “generalists” who can
relate specific issues to a broader political and
social context. It is also essential, however, to have
members on the committee who are experts in that
particular field of activity.
n Rotation
A committee will become stale if membership
remains unchanged. A rule of thumb would be
to rotate approximately a third of the committee
members each year. This policy should be flexible,
however, and exceptions should be made. Some
people should be invited to serve on committees
longer than the three year period because they bring
expertise that may be difficult to find elsewhere.
Terms may also be shorter than three years where
appropriate.
n Committee Size
A committee should be large enough to ensure a
cross-section of interests, but should be no larger
than is necessary to complete its function. There is
little evidence to suggest that large committees work
any more effectively than small ones.
All Chamber committees should have SMART goals and
objectives.
S Specific
M Measurable
A Achievable
R Realistic
T Timely
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A Checklist for Handling Difficult Situations
When discussion is difficult to get underway
l
Direct challenging statements or questions to the
group
l
Direct questions to individual members
When you lose the attention of the group
l
Direct a question to an individual
l
Increase the pace of the meeting
When individuals dominate the meeting
l
Tactfully, and in private, ask for cooperation
l
Give them a special assignment involving research or
study
l
Ask one of them to serve as secretary of the meeting
When members of the committee will not talk
l
Direct a few questions to them
l
Ask for an opinion on a matter that is not too
controversial
l
Gain their confidence by personal contacts
l
Scrupulously avoid embarassing them
When discussions begins to drift
l
Restate specific points under discussion
l
Review the previous discussion to get it back on
target
When “chatter” gets out of control
l
Direct a question in a friendly way to one of the
offending members
l
Compliment the offender and ask that he present the
idea to the group
Committees may perform a variety of functions. They
may be fact finding, study or advisory. They may also
be a problem-solving group. Regardless of the kind of
committee, their job is to define and analyse problems,
develop possible solutions and put decisions into action.
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Issues for Consideration by Committees
A committee should consider the following questions to
determine the appropriateness of a Chamber policy on a
specific subject:
l
Is there deep concern in the business community on
this issue?
l
Does the issue affect a majority or a significant
number of the members?
l
Does the issue affect the community in a substantive
way?
l
Will a Chamber position on this issue clarify, promote
understanding, or help resolve the issue?
l
Will a Chamber policy adopted now, be effective
in determining or influencing the outcome, or is it
already too late?
What Committees should a Chamber have?
Chambers should initiate, and disband committees as
and when they require. Self perpetuating committees
should be rare, and not the norm. Listed below are
the titles of some of the committees in operation in
Chambers throughout Ireland:
Retail
Tourism
Industrial Development
Transport
Taxation
Economic
International Trade
Corporate Social Responsibility
Small Business
Red tape
E-Business
Education
Law and Order
Urban Planning
Environment
Other internal Chamber committees include:
Membership promotion
Financial
Social
Conference
Information and Training

Reporting Committee Activities to the Council
(or questions for your committee chairmen)
How effective has a committee been during the past
year?
The following questions might be directed at the
chairman of each committee:
1 Please list your committee’s 3-5 most important
accomplishments during the past year.
2 Looking back at your committee’s objectives for the
year, would you say that they have been achieved?
3 If you do not feel the committee has served the
purpose agreed at the beginning of the year, please
identify any problems you encountered that were not
easily solved. How could these problems be solved?
4 List three reasons why a company would wish to join
this Chamber because of the service your committee
provides.
In terms of charting the future direction of a committee,
the following points need to be addressed:
1 In one sentence, what is the mission of this
committee for the coming year?
2 List 3-5 projects this committee will undertake to fulfil
the mission described above.
3 Using your knowledge of the committee’s past
projects, what type of financial support will be
needed next year to fulfil the mission you have
named?
4 Can your committee bring in any revenue to offset
these expenses? (Since the Chamber is a non profitmaking organisation, it is important that committee
projects be self financing).

Questions for the chamber council:
1 If this committee did not already exist, would you
create it? Why or why not?
2 Do the activities of this committee duplicate work
done by another chamber committee or other
working group?
3 If it is agreed that this committee should continue to
exist, can it be improved? (Amend stated objectives,
amend committee membership, replace committee
chairmen, etc)
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EVENT MANAGEMENT
Chambers are involved in a wide range of functions –
from monthly lunches, annual dinners, business after
hours receptions, to workshops, training programmes
and conferences on wide ranging subjects. These events
must be managed carefully and professionally.
Below are two event management models employed by
Waterford Chamber and the US Chamber of Commerce.

Waterford Chamber Event
Management Model
1 Project Planning
Points to note

Comments on Action Taken

Initials Date

Comments on Action Taken

Initials Date

1. Agree key objectives/time
deadlines with appropriate
higher level
2. Draw up complete
programme with precise
timing.
3. Confirm availability of
Chamber President
4. Avoid date clash of with
other events
5.	Invitation list – VIPs –Mayor
– City Manager – County
Manager – Government Reps
– Others from Chamber
Movement, etc.
6.	Ensure that all necessary
resources are available
7. Allocate responsibilities with
full run through of event
close to the date. See page
7 and 8
8.	Entertainment arrangements
– drinks – water – food –
vegetarians – music – other
9. Prizes (if any)
10.	Nominate Chair/MC/
Speakers

2 Budget
Points to note
11. Use budget form – see page
12
12.	Sponsors/Advertisers?
Subvention?
13.	Income – be somewhat
pessimistic
14.	Expenditure – by realistic
with allowance for
unforeseen contingencies
15. Aim for surplus that
adequately repays effort and
time involved
16.	Sign off by higher level
before making any
commitments
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Q: What distinguishes the most successful
Chambers?
A: One of the single most important
determinants of success in chamber
management is the ability to raise money,
account for it properly, and spend it wisely.
With voluntary rather than compulsory
membership, and a history of low subscription
rates (national average 11% penetration of total
business community), proper management
of your chamber’s finances is of paramount
importance.
This chapter sets out some ideas with regard to
the finance and funding of chambers. However,
it is important to remember, that what works
for one may or may not work for another.
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The First Step
Before any financial planning takes place, it is essential
that the chamber knows what it is that it wants to do. It
must know what the local business community expects
and members expects from it. It must have a plan of
action and a work programme.

Subscriptions (the Chamber’s
Bread and Butter)

Once the work programme has been discussed and
agreed by the chamber council, the finances of the
chamber must be tailored to suit those needs. If the
council decides that a certain initiative is needed to
maintain a viable chamber, then they must see to it that
the money required to fund that initiative is raised.

For information on current chamber subscriptions
according to region and chamber size, contact your
regional executive.

Sources of Income
In recent years, chambers have come to rely increasingly
on non-subscription sources of income for an ever
greater share of their operating budgets. In part, this
is because chambers are reluctant to increase their
subscriptions too hastily from their existing levels.
This shift is also symptomatic of the fact that chambers
are now providing a vastly increased range of service to
members and non members, and charging for most of
those additional services.
Sources of Chamber Income
Subscriptions
l
Products and Services
l
Events
l
Affinity/Discount deals
l
Training
l
Publicly funded products
l
Publications – yearbooks, diaries, ezines, bulletins,
guides, newsletters
l
Sponsorship
l

Despite the trend towards revenue from other sources,
subscription income remains the most substantial and
generally most reliable sources of revenue.

While there is a disparity in the fees charged by different
chambers, there is an increase in the number of
chambers which have structured subscriptions according
to employee numbers and/or business size.
In general, those Chambers which have increased their
subscription rates have not experienced any increased
reduction in membership as can been seen from a
number of the case studies.
The only note of caution for most chambers is that if
your subscriptions amount to 50% plus or more of your
total revenue then you need to reassess your revenue
model
The issue of the method of collection of subscriptions
is an area which can be time consuming and, at times,
problematic for Chambers. Subscriptions can be
collected in many ways:
n Invoice:
Individual chambers issue invoices to members and
await receipt of subscriptions
n Standing Order/Direct Debit:
The amount is lodged to the chamber account
automatically through the banking system
n Contract:
The collection of subscriptions is contracted to an
external company or credit control agency
Subscriptions are generally collected, in the main, on an
annual basis and by invoice. However, a small number
of chambers allow payment of the subscription over a
period of time, i.e. two payments – this is generally the
case where the subscription rate is high.
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Recommendation on
Collection Methods
Chambers Ireland Chambers should investigate the
possibility of introducing the payment of subscriptions
by Standing Order / Direct Debit through the banking
system. The benefits include:
l
Reduction in time spent on collection of subscriptions;
l
Automatic payment of subscriptions;
l
Funds are lodged direct to the chamber account
automatically through the banking system;
l
Subscriptions are collected within 1 week of renewal
date;
l
Standing Orders can be amended easily; and
l
Direct Debits are initiated through the banking
system and can be amended as required by the
chamber.
Should any chamber wish to arrange to have
subscriptions collected by Direct Debit, contact should be
made with the chamber account holding branch.

Services
(the Icing on the Cake)
Many chambers have substantially increased their
income from non-subscription sources. In some
chambers, subscription income currently accounts for less
than 30% of the total revenue raised by the organisation.
Raising subscription income is a slow process. For
Chambers to develop quickly, it is essential that revenue
from the provision of services be maximised.
Many chamber activities benefit a particular segment or
sector of membership rather than the membership as a
whole. Such services should be paid for by those who
benefit.
Export Documentation
the sale of certificates of origin and other related
documentation
Training
Chambers offer high quality, relevant training course
across a whole variety of business disciplines via
Chamber Business School. Funding is available centrally
through Chambers Ireland and consists of a bounty- percourse participant and a contribution towards venue costs
and marketing.
Chamber HR
has to-date reaped significant revenue benefits for local
Chambers. Our highest performing chamber in 2005
yielded €20k in net revenue. While this was an exceptional
performance, other chambers have earned between
€3 and €10k. service is unique to the Irish market. The
feedback from customers to- date has been very positive.
Office or Meeting Space Rental
Some chambers have shares in existing properties and
benefit from monthly recurring revenues such as rents
and service charges.
Interesting models to study within our network include
South Dublin Chamber, Ballyhaunis and Arklow
Chambers. Others rent their boardrooms or hot desk
facilities to visiting business people or delegations.
Handling Queries
In relation to inbound enquiries either email or phone-base
Chambers Ireland has devised a charging system based
on the time taken to research these queries. This helps to
identify the “real” and serious business enquiries from the
time wasting queries that many chambers receive
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Management Fees
These fees are charged for managing activities of groups
such as retailers associations, action groups, markets, etc.
Business After Hours
a forum for business executives to make contact with
potential customers, suppliers and others.
Events
member events, golf classics, seminars (race against
waste, public consultations, broadband roadshows etc).
Publications
Member directories, maps, magazines, newsletters,
handbooks and other publications – carrying paid
advertising and/or a price per copy, or a flat royalty from
publishers to the chamber partner.
Surveys
by chambers for others or with results sold to others, or
generic chamber research sponsored by a commercial
partner.
Affinity Programmes
Delivery of discounted products and services to
members. For every member converted the chamber
needs to be given a commission while the affinity partner
must also commit to supporting chamber events, and
make a contribution to the sponsorship of key initiatives
by the local chamber.
Investment Income
generated by reserve funds and other sporting events,
raffles, etc.
Note: This list includes only a few of the very successful
income generating activities of chambers of all sizes. For
other such ideas, put income generation on the agenda
of your regional meetings, and find out from other
chambers in you region what they are doing at this time.

Sponsorship
In the main, chambers are influential organisations.
When they undertake an activity, most businesses in
their locality will hear of, or participate in, the event.
Chambers should use this local profile to seek sponsors
for those activities which, for one reason or another, the
chamber cannot charge for.
For instance, a chamber may wish to produce a
newsletter as a method of communication rather than
a source of income. You don’t want to charge your
members for the newsletter instead you want them all to
read it.
In such circumstances, the chamber should seek
sponsorship to cover the costs of production and
distribution.
Sponsorship is a joint venture. It should be a winwin situation, with both the chamber and the sponsor
benefiting by the association.
Take care of your sponsor, ensure that the sponsor
receives full recognition for its role in the activity, both
written and orally. If you make sure that your sponsor
gets a good profile:
l

l

It increases the chances that that sponsor might agree
to help with future initiatives; and
It will encourage others to consider sponsoring
Chamber events.

Remember: Don’t abuse your sponsor. Don’t hit the
same sponsors time in time out.

Reward Your Members!
Always, always give members a reduction on the price of
whatever you are doing. Show your members that you
value their subscriptions membership, and that you repay
it by giving them automatic discounts on all chamber
services.
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Budget and Accounts
Every chamber should produce a budget for the
following year. Based on the chamber’s agreed plan
of action, the budget must identify the amounts to be
generated by subscriptions, services and sponsorships.
It must also lay down guidelines on the expenditure
levels which will be acceptable in implementing the
programme of work to satisfactory standards.
Throughout the year, management and the chamber
council must review the budget to ensure that the
revenues predicted are achieved, and that costs
are contained. While the chamber management
is accountable for good financial control, ultimate
responsibility rests with the chamber council, as elected
by the members of the chamber.
It also essential that all chambers produce annual audited
accounts and these accounts should be presented to the
chamber’s AGM.
A condition of membership to Chambers Ireland is
that all chambers must forward a copy of their audited
accounts to Chambers Ireland when they have been
completed.
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Effective communication is essential if a
chamber is to succeed in representing its local
business community adequately as well as
maintaining and increasing membership.
Communication is also vital in organising
successful seminars, conferences, training
programmes, luncheons, dinners and other
events.
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The secret to a vibrant and well-run chamber will lie in
its communications strategy, both internal and external.
It is important to remember that the services your
chamber provides and the activities you undertake are
the products you sell.
Even the best products rarely succeed when producers
forget their customers need to be told and re-told, and
sold and re-sold.
You are competing for the support, both financial
and otherwise, of your members, competing with
everybody from charities to other business representative
organisations. If you communicate effectively you will
ensure that your members understand the value of their
investment in the chamber.
Effective communications doesn’t just happen. Careful
planning, budgeting and implementation are essential.
A few speeches, an odd email, a lively website and
an occasional newspaper article do not constitute a
comprehensive communications plan.
In an effort to maximise their potential, a number of
chambers have established communications committees
to plan their efforts.

Communications
Committee – Who Might
Participate?
It is advisable to have a number of generalists on such
a committee who have a good feel for local business
issues and possible local business reaction. But, consider
also the benefits of including people who know and
understand communications and public relations. These
could include:
l
The editor of the local newspaper;
l
News editors from local radio stations;
l
News reporters;
l
Account executives from PR and/or advertising
agencies;
l
Graphic designers/website specialists; or
l
Communication specialists from member companies
Key Questions on Chamber Communications
1. What needs communicating?
In other words, what information needs to be
communicated about the chamber and who needs to
know it?
2. What organisational goals should your
communications help to achieve?
Member growth? Changes in a local/regional/
authority proposal? Financial growth? Promotion of a
specific event?
3. How successful is your communication
strategy in advancing each of these goals?
Where success is obvious, pick out the reasons why.
4. In cases where the communications have
been less than successful, what were
the contributing factors? Low budget? Poor coordination? Sloppy appearance? No support from
your council? Identify these and amend your strategy
appropriately.

Page 1
v1.0

05

05

Communications

Speeches and Verbal
Communications with Members
Long winded, rambling speeches demonstrate perfectly
that “talking” and “communicating” are entirely different
things.
The challenge of speaking effectively in public is
not limited to chamber presidents, executives and
spokespersons. Many business people will, at some stage
or other, have to make a presentation, speak in public,
appear on television or feature on the radio. Has your
chamber considered running a workshop on effective
public speaking techniques?
If you do, include your president, executives and other
spokespersons in the workshop. Do any of your member
companies perform this service? If so, they may be
prepared to provide this training to the chamber free
of charge, or perhaps as barter in return for reduced
subscription rates.

Printed Material
In business, appearance is everything. You don’t go to
work in the morning wearing mismatched socks, a food
stained suit, and trousers that are three inches too short.
The reality is that no matter how well you do your job,
you will appear disorganised and incompetent.
The same goes for every piece of printed material your
chamber distributes. Beyond the specific information you
include in your newsletter, brochure or advertisement –
each conveys overall distinct impression of the chamber.
Try this exercise:
Lay each of your chamber’s printed material side-byside (consider your chambers electronic publications
also). Consult your branding guidelines from Chambers
Ireland, published in November 2005, to ensure they
adhere to the requirements.
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Then ask yourself:
1. Are they cohesive? In other words do they appear
to be coming from the same organisation or from 10
different groups? Do they adhere to Chambers Ireland
November 2005 branding guidelines? If they do they
will be cohesive. A good package of material should have
several things in common such as colours, fonts, type
styles, general layout and the use of the chamber logo.
All of these issues are dealt with in those guidelines.
2. Do they communicate? Words not read are words
wasted. Do your headlines “grab” the reader and
encourage further examination? Do graphics and
pictures draw attention to the articles? Does your
chamber have a digital camera for you to provide up-todate pictures? Is your written copy understandable or full
of jargon and clichés?
3. Do they promote? Remember you are selling
your chamber so don’t be afraid to employ a little
salesmanship. Use every printed piece to reinforce the
benefits of being involved in the chamber and getting
others involved as well.
4. Do they inform? Business people thrive on
information. For example, if you distribute a chamber
newsletter regularly, can you convince a local accountant
to do a column on taxes? Have you considered
incorporating information that can be provided by the
Chamber HR team? Do you use the information sent to
you monthly by Chambers Ireland in its weekly digest
and its monthly bulletin?
5. Are they cost effective? Are you posting at the
lowest possible rate? Do any of your members have
in-house print facilities, which could be used at cost
or for free? Have you considered purchasing a colour
printer to produce publications? Have you a sponsor
for your newsletter? Do you include paid inserts in your
publications which can cover the cost of postage? Do you
sell advertising to support your publications?
6. Are your communications directed to the right
audience? Membership is diverse, even in the smallest
chamber. Accordingly, information of interest to a
manufacturer may have no appeal to a retailer. You
must therefore assess the possibility of segmenting your
mailings to members. The forthcoming Chamber CRM
model will help you to achieve this so be sure to brief
yourself on it. Can your chamber really afford not to
sign up for it?
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Electronic Material
When the first chambers manual was produced in 1993,
there was no need for this section on electronic material.
The world-wide-web or email hadn’t arrived and all
associated material such as websites, branded emails,
ezines, blogs etc weren’t on the radar. 14 years later the
world-wide-web has transformed every aspect of life and
chambers are no different.
Websites
Every chamber should have a website. It will prove an
invaluable tool and its uses are many – a source of
revenue, a communications and promotional tool and
perhaps most of all, it will be there to sell your chamber
when you are not!
Ensure you use your site to keep your target audiences
up to date on chamber activities and events. It will also
keep them informed on chamber lobbying positions. Use
it to recruit new members, to promote existing member
businesses and also as a means of attracting sponsors. It
is also a useful tool in informing potential investors about
the attractions of your area.
Chamber Websites Project 2006
n Overview
Chambers Ireland has developed a website system for
the chamber network. Many chambers do not have
websites, others have taken their websites down and
some have difficulty in getting their provider to enable
changes on a regular basis. By providing a template
chambers website, all of these headaches have been
overcome. The system is designed to be as easy as
‘cutting and pasting’ body text, photos, links etc.
n Structure
Each website will come ready built for the chamber
with pages constructed for chamber-specific activities
such as events, policy, town profile, etc. There will
be many page options available but they will only
become visible to the public once activated locally
by the executive or volunteer. The site will always
be automatically branded in accordance with the
branding guidelines and space will be available as
required for commercial sponsorship.

n Polls
The site will have a section for polling which can
be operated with ease and minimum of fuss. The
results of the poll can be made visible to the public or
invisible if required. Past poll results are also viewable.
n Pay-on-line
Chambers will be able to sell their goods and services
and receive payment into their own account via an
online system which is fully secure.
n Surveys
While the website does not come with the survey
mechanism by default, it can do by request. This is
a slightly more complex area, but chambers’ specific
needs can be met by adding the software that suits
those chambers’ needs best. Sometimes this will be
free, other times it will cost, but this cost is entirely
related to chamber requirements and desired
outcomes.
n News
A national news section will be available should
the chamber want it. This will facilitate for Realtime Simple Syndication (RSS) feeds available from
Chambers Ireland, RTÉ etc. This is optional and can
sit beside local news items.
n Discussion Forums
Usually for discussion forums to be effective, they
need some minding by an executive. By default the
site will not have this function for that reason, but it is
available at no extra cost by request.
n Hosting
The site will be hosted by Chambers Ireland’s
specially commissioned secure servers and backups
are filed on a regular basis.
n Link with CRM
For chambers operating ChamberCRM (see chapter
eight: Increasing Your Membership), an extra piece of
functionality includes the pay-on-line module linking
with the events module on ChamberCRM. Hence if a
company books a table of 10 at a networking event,
the appropriate records will be adjusted automatically
on CRM.
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n Installation
Chambers Ireland will install the website for the
chamber up to the point where it needs to be
populated – this will be done locally. No training or
training fee is required for this. Chambers Ireland
will assist the chamber in transferring from its current
website arrangements and if chambers are coming
to the end of their existing hosting contract, we
would be happy to host your site for an interim
period. Chambers Ireland will endeavour to attract
sponsorship nationally for these websites to assist in
offsetting the costs.
The cost of the site per chamber is linked to its
membership numbers. The site will cost an initial
nominal amount and an annual hosting and
development fee will accrue.
n Email
Email is the most cost- and time-efficient way of
keeping your members up to date about chamber
activities. However, don’t let it replace the traditional
means of communications such as visits, phone calls
and regular mailings.
As part of the 2006 rebranding process, Chambers
Ireland has provided email templates to all affiliated
chambers. Use these to promote your chamber
brand and to attract traffic to your website.
The end of each mail should contain your specific
contact details and a disclaimer which you can consult
Chambers Ireland about.
n E-zines
E-zines are an online version of the traditional
chamber newsletter. Their benefits include a lower
cost of production and distribution to a wider
audience. They can also attract traffic to your website.
The Cork Chamber e-link is an excellent e-zine. See
www.corkchamber.ie for details.

Media Relations
Good news coverage gives your chamber credibility and
a platform to promote itself. But keep one thing in mind
- the news business is just that, a business. Reporters are
not hired to promote the chamber. Their job is gathering
information that people are interested in reading,
watching or listening to.
n Determine Your Media Targets
In order to ensure you get your story in the media
you need to research the relevant information on all
media outlets. This will involve securing information
on deadlines, reporters, editors, news style etc.
n Meet with Media People
Rapport is a vital element in striking up a good
relationship with your media contacts. In order to
achieve this why not invite your key local journalists
(radio, TV and print) to meet with the president,
director and key officers of the chamber at a time
that is convenient to them.
Find out what kind of material they need from the
chamber and then follow up with it. Remember
that most media people receive hundreds of news
releases on a weekly basis.
So your challenge is to get your story top of their
agenda and the way to do this is to become a skilled
news creator.
n Becoming a Skilled News Creator
One of the best ways of creating news is to add to
emerging news stories. Potential subjects are obvious
– taxes, budget day, economic trends, commercial
rates, strikes, impending legislation etc.
Make contact with the appropriate reporter (who you
now know by name) and offer to share the chamber
perspective either personally or through a business
person well versed in the issue at hand.
Another excellent method is to create news stories
about the chamber through your own research.
Survey your own members on crime, reaction to the
budget, reaction to the local authority decision e.g.
on pedestrianisation, urban renewal, etc. The list is
endless, but the principle remains the same: give the
media something new on which you can hang the
chamber’s comments.

Page 4
v1.0

Chambers Ireland Best Practice Manual
n A Chamber Press Kit
Produce a press kit. It might include some of the
following; a one page summary of the chamber
describing its organisation, membership and history;
brochures (if you have them) on the chamber and
specific initiatives; labelled, black and white photos of
the president, director or other spokespeople; other
items specifically tailored to a particular journalist, or
a particular issue. Update your press kits as and when
required. It is also important to have the press kit
available electronically – this will save reporters and
editors a lot of time and energy.
n Chambers Should Fight Their Corners!
Have you approached your local newspaper about
the chamber writing a regular column on business
issues affecting the area? Has your chamber
followed the lead given by Ballina Chamber (http://
www.westernpeople.ie/news/chamber_corner.asp)
in producing a regular chamber column on a wide
range of business issues?

Here are some tips when dealing with crisis
management:
l
Put one spokesperson in charge of all press
comments. You may have trouble enough without
having to explain conflicting stories and reaction. If
it becomes necessary for more than one person to
comment, information should be closely co-ordinated.
l
Get the facts straight and get the whole story.
The key to effective communication in a crisis
management situation is to inform yourself with all
the facts. Get the story straight in your own head
before even thinking about giving a statement to
reporters.
l
Never lie to or mislead a reporter. To do so is to risk
permanent damage long after the particular crisis is
over.
l
Don’t take the tough questions personally. The
reporter has a job to do.
l
Where factual errors appear in a report, contact the
editor responsible. However, not every factual error
warrants a printed retraction.
l
Always remain calm in an interview situation.

Also, consider approaching your local newspaper with
a view to writing guest editorials on topical, relevant
business issues and don’t make ample use of the
“Letters to the Editor” section.
Ensure that local journalists have up to date numbers
(mobile as well as landline) and email addresses for
you and your colleagues.
n Crisis Management
When you are forced to deal with the media in a
serious situation – strike, scandal, etc. go back to
basic press relations and be sure to think before you
speak.
When a negative news story is inevitable, take
the initiative and issue the explanation as soon as
possible, preferably early in the morning. Subsequent
news stories are more likely to include your side of
the story in the body of the article. This means being
proactive as opposed to being reactive.
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Effective communication is essential if a
chamber is to succeed in representing its local
business community adequately as well as
maintaining and increasing membership.
Communication is also vital in organising
successful seminars, conferences, training
programmes, luncheons, dinners and other
events.
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1. What is Public Relations?
Presentation by Emer Lovett,
CEO Wexford Chamber
‘Public Relations is the discipline which looks after
reputation, with the aim of earning and understanding
and support and influencing opinion and behaviour. It
is the planned and sustained effort to establish and
maintain goodwill and mutual understanding between
an organisation and its publics’.
Institute of PR in the UK
What if we are doing great work…
…but nobody else knows about it?
Some Issues facing Chambers
l
Offer a largely intangible service
l
Perception – the organisation can appear dated and
inaccessible
l
Chambers are under resourced
l
The Chamber represents a section of the local
community
l
The Chamber may have a chequered history
Addressing these challenges
Offers a largely intangible service
l
What are the expectations of your Members
Illustrate the value the Chamber and its services and
activities. Must endeavour to make it measurable and
to show there is value. Need to create awareness of
what the Chamber does and how Members benefit.
If Members join for the networking opportunities
highlight these events in your publications, clearly
state it in letters of invitation, show photos of people
exchanging business cards in the newsletter and
website, have endorsements from people who have
done business via the Chamber big and small,
examples of trade missions etc.
Perception
l
Look at your Membership and board composition –
l
is it full of retailers, or grumpy, grey old men
l
Is it a traditional, staid organisation
l
Is there anyone under 70 in your Membership
l
Reactive

What do you need to do to address this
l
Involve younger people
l
Organise untypical networking events – must be fun
or innovative
l
Have female spokespersons or young people
l
Be proactive – take ownership of an issue and be
identified as an organisation that is actively addressing
the challenges and opportunities it presents
l
Choose your battles wisely – is it really relevant to
your members, are you lobbying and making noise
about something that is really important to them and
the town/city
Chambers are under resourced and not in
a position to physically make things happen
l
If your Chamber is seen to be representative of the
business community its value can soar. You are now
a conduit to the community and can trade on that
relationship to exert pressure
l
A Chamber is a facilitator, a catalyst and can
influence others to make things happen
l
If a Chamber can illustrate its strength and that it is
a reputable organisation it will be asked to represent
the business community on Boards and working
groups and this has strategic importance to the
lobbying strength of the Chamber
So what if all businesses are not members
The Chamber represents:
l
000’s businesses who collectively employ 75% of the
private workforce in the area
l
The broad spectrum of the community who are the
most progressive businesses in the area – captains of
industry, emerging entrepreneurs etc
l
It is easier to negotiate with the Chamber and this
section of the business sector than to enter into
discussions with the entire community where a
consensus will be impossible
A Chequered History…!
Work to build new relationships, acknowledge the
deficiencies of the Chamber under previous Presidents,
Boards or Chief Executives if appropriate
l
New people, new attitudes, new policies, new
opportunities
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2. Channelling Your Message

4. The Media

What is The Message
Environment Scanning - Find out what are the existing
and potential issues that will keep your Members awake
at night by using:
l
Membership Surveys
l
Use the Board to give you a heads up on issues of
concern in their sector of business
l
Use the state chambers and US Chamber network to
identify hot topics
l
Look at what is likely to be a problem and start
working to address it
l
Informal discussions with Members, non members,
the general public, agencies, elected representatives

The importance of a media profile
l
Media coverage suggests activity
l
Can mobilises other organisations to take action and
respond to your lobbying efforts
l
The opinions of business need to have a platform
l
Helps attracts a greater interest in the services
provided a Chamber
l
Makes a strong impression on the public and gives
the Chamber greater credibility
l
Good publicity for Chamber projects attracts financial
support from Agencies, Government etc
l
Sponsors are much more likely to fund projects by a
Chambers that has a track record in gaining publicity
l
Gives recognition to the efforts of honorary officers
and others who give time to the Chamber
l
Politicians, at all levels, are very sensitive to the media
and are impressed by those who gain coverage
l
Raises public awareness on issues of concern to the
business community such as taxation, etc.
l
A vital tool for membership recruitment and retention

Your Message Targets
l
Identify your publics
l
Work out how you reach them
Delivering Your Message
Controlled
l
Newsletter, Website, All Correspondence, President/
Spokespersons, Staff, Board Members, Photographs
Uncontrolled
l
Others, Print media – local and state newspapers,
business publications, Websites, Television and radio

3. Building Relationships
Identify Opinion Leaders
Build a relationship with key influencers – get to know
the movers and shakers in your town/city. These are
individuals that other people listen to and respect, get
them on side, make sure they know what the Chamber
is doing, ask their advice.
Who do you need and who needs you
Local government, media, state agencies, legislative
bodies, sponsors, utility companies, lobbyists, Members,
non-Members, the general public etc.
What are the benefits of being associated
with the Chamber
l
Access to the business community via events and
publications
l
Good to be linked with a progressive organisation
l
It is an invaluable endorsement of a company or
organisation
l
Useful for information and advance notice of critical
issues
l
Can be a vital partner on a contentious issue
l
Generate revenue / market share
Page 2
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Getting the attention of the media
l
Collate a list of journalists at a local, regional and state
level that are responsible for general news stories or
specifically business news
l
Are there are any journalists covering general news
that seem to have a particular interest in business
news
l
How well do you know the journalists/editors? Get
to know them over lunch or coffee, what are their
interests, build credibility
l
Bring the photographers to lunch or meet for a drink
once a year
l
Work out how you can make a journalists life easier;
Have a store of news stories on tap during the quiet
periods
Have seasonal stories prepared – Christmas, tourism
stats, budget, etc
Remember they need your help as well – what can
you offer – contacts, stories, research on a particular
issue
l
Invite them as your guests to social events
l
Have stories prepared for news articles on your area,
standard pieces on deficits in the area, quality of life,
why your town/city is a good place to do business,
live and visit. These will often be printed with only
minor amendments
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You’ve done your homework,
what do you do when they call!
Find out:l
What is the story
l
What areas will be covered
l
What is the deadline
l
You need to be prepared so can ask for 15 minutes
to do research, brief your President, and do not delay
l
What medium is it – print, radio, television
l
Who is the audience – consumers, business people
l
How long is it for – is it a sound bite or an interview
l
Is someone else being interviewed with you, is it a
panel discussion
l
Work out what the journalists agenda is likely to be

l

l

l

The Story
Convey meaning not information
l
What will be the impact of the news - think about
audience and relevance of your story to them
l
Who will be affected by the issue
l
What examples will you use to convey your message
Christmas trading is up – what does it mean, jobs
are safeguarded, retailers are going to spend more
on Christmas lights, start a regional campaign
encouraging people to come to your town or city to
shop, start a festival, as a result stores are planning to
expand, new staff being recruited etc
Use comparatives – up 10% on last year
Trading so good that staff have been given a bonus,
what does that mean for Mary Murphy
l
Have people affected by an incident or a decision
ready to meet with the journalist. Choose the person
carefully, someone well respected and reasonable
avoid cranks at all costs!
l
Comparisons are very useful - Build a link with other
Chambers, share information, joint lobbying
l
Negative coverage can be a bonus – minimum
wage increase, great for employees but impacts on
competitiveness and limits potential for growth
l
Negative news still shows activity

l

l

l

l

l

Have a goal
What do you want to achieve by the interview?
Change the audiences’ opinion on an issue,
encourage the public to attend an upcoming event,
attract a sponsor for a project
Pick out a list of points that you want to get across
You may have a lot to say, but by trying to make too
many points the interview will become ineffective?.
Select the three most important ones and stick to
them. In the interview, go through the points one
by one in order of importance or in sequence.
Use examples to illustrate your point
The audience will be better able to understand what
you are talking about. If you want to impress upon
listeners that exchange rates have a real impact,
mention a specific group that are affected “this
shift in exchange rates will, for example, put every
mushroom grower in the state out of business and
lead to 350 job losses”.
Write out your points on a piece of paper in front of
you
Rehearse the interview a few times by going through
your notes. Use your notes for reference during an
interview but do not read them out directly
Work out the questions the journalist is likely to ask
While it is impossible to predict the exact questions,
identify the areas being covered and introduce your
points as part of answers, even if you are not directly
asked the question you would have liked.
Be prepared for the unexpected
Anticipate difficult questions which you may not
want to be asked and prepare answers for them. If
these questions are asked, stick to your pre-arranged
answer.
Try to be as clear and concise as possible when you
are being interviewed.
The audience may be interested in what you have to
say, but they will not want to hear an in-depth history
lesson on the subject. The less you say the greater
the chance it will all be carried.
Acquiese – if they are negative, use their energy and
turn it round ‘yes, that’s true, but….’

The Interview
Before an Interview do the following:
l
Try to put yourself in the position of an audience
member
		 What do they think, do they have any existing
views on the subject being discussed and how can
you get your message across to maximum effect
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The Do’s
l

l
l

l

Be professional in your dealings with journalists, be
aware of their deadlines
Always be available, never refuse to comment
Make sure journalists have your mobile number. If
you are uncontactable the Chamber staff should
contact the President or another spokesperson
Use the strength of the Chamber – members employ
75% of privately employed workforce, represent the
broad spectrum of business, etc

What not to do
l
l

l
l

l

l

Never refuse to give a comment
Never use an assertion you can’t back up you will be
challenged, don’t waffle, stick to facts and figures
Never attack
If they say something negative don’t repeat what they
say, turn what they have said and reiterate your point
Never use an assertion you can’t back up you will be
challenged, don’t waffle stick to facts and figures
No such thing as ‘off the record’, be very careful of
this
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In summary:l
l
l
l
l
l
l

Build relationships
Leverage support
Be credible
Exploit your strength
Be brave
Say ‘Thank You’
Protect and Use the Chamber Brand

06
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Local chambers formulate and pursue policies
on behalf of its membership and in the recent
past, the potential of the chamber to influence
issues at local and national level has grown
significantly.
Future growth will require an enormous
leap in the ability of chambers to handle
political issues and this section offers some
suggestions on ‘do’s and don’ts’ in terms of
effective representation.
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1. Do decide: Is this a chamber priority?
Frequently, chambers are called upon to address issues
which are the concern of a minority sector. Chambers
should therefore ask themselves the following questions
before taking a policy position.
1 Is this genuinely a business issue?
2 Will our support of this strategy lead to greater
economic growth for the area?
3 Is this an issue that is better dealt with by the
chamber rather than any sectoral or national business
organisation?
4 Given our limited resources, is this a priority issue
for the Chamber? Where does it rank in comparison
to other issues on which we are currently lobbying?
Is it essential that a Chamber ranks lobbying
priorities in this way if it is to justify its actions to the
membership?
5 Will taking a stand on this issue undermine our
negotiating position on other issues which we are
pursuing?
6 Will taking on this issue make us appear conservative,
elitist, protectionist – to the extent that the credibility
of the chamber is seriously weakened?
Remember: Chambers should not seek to pursue issues
in private that they are not prepared to defend in public.
2. Do we want to pursue this in private or in public?
Many issues of importance to chambers can best be
pursued in the first instance in private. Take the example
of your chamber’s relations with your local authority informal contacts with county managers, engineers and
development officers can be much more beneficial in
ensuring best quality of urban management than ‘set
battles’ with local authorities (members or officials) once a
proposal has been made formally.
Many chambers have found different ways of involving
local authorities in their work. Some chambers coopt the local authority chairperson as a member of
their council while others invite the county manager
to meetings on a regular basis or have an established
dialogue (e.g. quarterly) with the management team of
the county council.

3. Do make use of your mailing list
Most chambers now publish regular newsletters. Does
the mailing list for your newsletter/e-zine include:
l
All local TDs;
l
Relevant MEPs;
l
Key council officials including county manager,
elected members, county development officer, county
engineer, county secretary;
l
All local media, i.e. relevant regional correspondents
of RTÉ, national press and independent radio news
together with local press and radio;
l
Local authority chairperson; and
l
Other key influencers in your region.
4. Do lobby when appropriate
The issues which your chamber has identified as key
concerns of the local business community ought to be
pursued with the utmost vigour if the chamber is to do
its best for its membership.
Each chamber should establish a Political Action
Committee. This committee – which should involve
key members of the chamber (and in particular large
employers in membership of the chamber) – should
be able to be mobilised at short notice to back up
the chamber president and the chamber movement
nationwide in order to address key issues.
A Political Action Committee should comprise people
who are prepared to either write or phone local
representatives to press a particular point of view on
behalf of the business community.
Your chamber should seek the commitment of perhaps
10-20 key members who would be willing to provide
this function. When an issue requiring urgent lobbying
arises, Chambers Ireland and/or individual chambers
should prepare a one-page briefing (an action call) on the
subject highlighting the key issues of concern and the
chambers’ proposed solution.
This should then be emailed to the members of the
Political Action Committee who should then be phoned
within 48 hours to make sure that they have played their
part. A US example of an Action Call is given below.

Chambers are frequently the natural ally of the
county manager in the stimulation of local economic
development on an efficient and cost effective basis.
There is no reason why chambers should always be at
loggerheads with the local county administration.
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Example of a US Chamber ‘Action Call’
U.S. Chamber of Commerce
ACTION CALL
You are receiving this Action Call because your Senators
are soon expected to vote on legislation that would bring
needed fiscal discipline to the federal budget process,
resulting in reduced federal spending and lower budget
deficits.
May 8, 1990
LEGISLATIVE LINE-ITEM VETO ACT MOVING
ACTION NEEDED
Contact your Senators as quickly as possible to express
your support for the Legislative Lint-Item Veto Act of
1989 (S. 1553). The senate is expected to vote on this
legislation before the end of May. S. 1553, introduced by
Senators Coats (R-IN) and McCain (R-AZ), would give the
President the authority that he needs to force Congress
to restrain federal spending. Forty-three governors have
line-item veto authority. The head of every corporation in
America has the ability to say no to particular line items in
his corporation’s budget. Yet the President of the United
States does not have the ability to temper Congress’s
excessive spending habits because he must veto an entire
bill in order to prevent wasteful and extravagant sections
of that bill becoming law. As a result, Congress continues
to use the budget process to pay off special interests
by placing pork-barrel spending projects in essential
legislation that the President cannot afford to veto. The
Legislative Line-Item Veto Act would correct this serious
imbalance between Congress and the President.
BACKGROUND
S. 1553 which has been nicknamed ‘The Pork Buster,’ has
the strongest support of President Bush. This legislation
has 33 cosponsors; last year, 40 Senators voted ‘yes’ on
S. 1553. Of those Senators not voting, 3 stated their
support of the bill for the record. Moreover, 10 of those
who voted ‘no’ have supported some kind of line-item
veto proposal in the past. By contacting your Senator,
you can help to ensure that a minimum of 53 Senators
will vote ‘yes’ when S. 1553 is brought to vote this year.
This legislation gives the President the power to line-item
veto appropriated funds within 20 days of signing a
spending a bill. Congress then has 20 days to overrule
the President or the cuts go into effect. This would give
the President the same power that many governors now
regularly employ. It would also let the President cut the
pork from huge continuing resolutions fattened by lastminute goodies added by Congress.
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S. 1553 gives the President another tool with which to trim
the bloated federal deficit. No longer would Congress be
able simply to ignore the President’s spending priorities
and then blame him for the growing deficit.
Congressional skeptics of the line-item veto argue that
pork-barrel spending does not amount to much in a €1.2
trillion budget, and thus the line-item veto would be save
money. Yet state governors with authority to invoke an
item-reduction veto (i.e., the authority to eliminate or
reduce specific line-item appropriations) cut spending by
an average of 1.5 per cent per year with this tool alone.
Spending reductions on this scale at the federal level would
result in an €18 billion reduction in the federal budget.
Opponents of the line-item veto charge that it would
transfer undue power over federal spending to the
executive branch. But for almost 200 years – until
1974 – the President had the functional equivalents to
a line-item veto. Before the Congressional Budget Act
of 1974 withdrew the impoundment power, Presidents
were able unilaterally to ‘reserve, withhold, delay, freeze,
or sequester appropriated funds.’ S. 1553 does not
even reinstate full impoundment power, since it gives
Congress the right to restore any funding canceled
through a line-item veto.
Mailing address and switchboard:
U.S. Senate, Washington, DC 20510; (202) 224-3121
For further information, contact Lawrence Hunter, (202)
463-5620; Marian Hopkins, (202) 463-5600;
or your US Chamber Regional Office listed below:
Eastern Region, Mike Carmen
(ME, VT, NH, MA, RI, CT, NY, PA, NJ, MD, WV, DE)
(212) 370-1440
Central Region, Gretchen Muhiback
(ND, SD, NE, KS, MN, IA, MO, WI, IL, MI, IN, KY OH)
(708) 574-7918
Southern Region, Shane White (TX, OK, AR, LA, MS)
AND
Jim Schnell (TN, AL, FL, GA, SC, NC, VA)
Western Region, Virginia Lyle (214) 387-0404
(AK, WA, MT, ID, OR, WY, CA, NV, UT, CO, AZ, NM,
HI) (415) 348-4011
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5. Do act in co-operation with other chambers and
Chambers Ireland
While many issues relate only to the membership of
one chamber, a range of others ought to be dealt with
by chambers in co-operation. For example, the delivery
of services by a regional or state organisation, could be
tackled jointly by all the chambers in one region.
This is one of the key purposes of the regional
committees. A second example is the co-operation of
all of the chambers in the south-east to fight for greater
third level institutional presence.
Given the nature of the Irish government and
administrative system, many issues can only be resolved
by lobbying at both local and national levels. Chambers
Ireland receives many requests to make representation
on behalf of member chambers.
While Chambers Ireland does make representations to
government departments, state agencies and politicians,
it must be understood that the strength of the chamber
movement lies in its decentralised political power.
If Chambers Ireland is to address issues on behalf of
members of member chambers, this can be done most
effectively by the efficient operation of the political action
committees referred to above. Further information
on Chambers Ireland’s lobbying priorities and policy
making structures is given in chapter two entitled About
Chambers Ireland.
6. Do consider forming coalitions with other bodies
This can often be a very cost-effective method of
lobbying. Frequently, chambers do not have the time and
resources to fight a major campaign. A wider coalition of
groupings may be joined or launched by the chamber to
fight a particular cause.

7. Do research
Opinions are cheap – information is valuable and
chambers are in an ideal position to undertake research
on issues. For example, the number of jobs at risk from a
proposal, the cost to business of a new law, surveys, and
data collected at meetings, even a phone around of key
members will provide you with information that others
would spend much money and time to obtain.
Chambers can use this information to persuade
undecided representatives and officials and to give profile
and image to those who are already supporting the
chamber. The media at local and national level will always
pay more attention to a release containing hard facts
which are being produced for the first time.
Chambers Ireland conducts regular surveys with
the assistance of member chambers which get clear
feedback on members’ views. Results of these surveys
are broken down on a regional basis and should be used
by member chambers to back up their own lobbies. For
example, Limerick Chamber carried out its own Business
Confidence Survey.
8. Do not give incorrect information
Nothing will weaken the image of your chamber, and
the image of the chamber movement, as quickly as a
chamber being shown to provide misleading information.
If making representations to any organisation, make sure
you have all your facts and most of all, make sure your
facts are correct.
If you make incorrect assertions or quote incorrectly, it
will have a damaging and long-lasting negative effect on
your chamber’s lobbying capabilities. It will also erode
your chamber’s reputation and credibility.

This can also benefit from the chamber not being in
the limelight if this issue becomes sensitive. However,
forming a coalition will almost certainly mean that the
chamber loses some control over the campaign and may
have to sacrifice some parts of its policy.
Coalitions need careful watching to ensure they do not
become unrepresentative. Chambers should give very
careful consideration to joining coalitions where they are
not one of the founders - this can be an unwise move.
If the issue was not sufficiently vital for the chamber to
be in at the beginning, then it should probably be left to
other groupings.
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9. Do not allow anybody other than the Chamber
President or Chief Executive to speak on behalf of
your chamber
The only exception to this principle is when a problem
affects a certain sector of your members e.g. those
involved in tourism in which case a passionate, factual
presentation by someone in the sector will be very
telling.
10. Do follow the advice in chapter five of this manual
‘Communications’
Effective communications will ultimately help your
lobbying campaigns and it will also make you more
effective in representations. So make sure you are fully
briefed on how to be an effective communicator for your
chamber.
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Chambers Ireland is committed to the effective
regional delivery of a range of services to
business. In some cases this implies that
chambers are the provider of the service,
in other cases the priority is to ensure that
Government agencies provide services
efficiently and economically.
This chapter sets out Chambers Ireland’s
recommendations concerning the cooperation
of chambers on a regional basis.

Chambers Ireland Best Practice Manual

What is a Region in
Irish Terms?
The 2 Super Regions
The Government established two Super Regions in 1999,
- the Border, Midlands and West (BMW) and the South
and East (SERA) Regional Assemblies. While Chambers
Ireland has no regional grouping for cooperation
between chambers for the super regions, its Regional
Development Executives are structured and positioned
accordingly to best suit the challenges of chambers in
either super region.
The 8 Chambers Ireland Regions
Since 1989 Chambers Ireland has had regional fora in
operation. These fora bring together all the chambers
within the sub-regions established for European Union
Structural Fund purposes in 1988.
In 1994 the Government established 8 regional
authorities which are mirrored by Chambers Ireland’s
regions. Each region elects its own chairman and
secretary and is exclusively responsible for its own
activities and resources. The agenda of each region is
supported by, but not directed by, Chambers Ireland.
The following recommendations are made concerning
Chambers Ireland regions:

Purpose
Some Chambers are still confused as to the role and
scope of the regional meetings. In this regard, the
following points should be made:
l
The regions were established to achieve two
objectives
a. to enable Chamber members to share ideas and
experiences
b. to enable them to take concerted and coordinated
actions on common, regional issues
l
The regions are consultative bodies. They do not
have voting rights at national Chambers Ireland level
– that right is retained by the individual chambers
themselves.
l
The regions should provide the stimulus for
chambers to improve the range and quality of
services to their business communities.
l
Regional fora have collectively promoted conferences
which tackle prevalent issues at large in that
respective region.

Participation
Every chamber in the region should participate actively
at regional meetings and in other activities launched by
agreement in the region. Two nominees of any chamber
should attend regional meetings – to include the
President Designate. The exchange of information and
the opportunity to meet other chambers make regional
meetings a valuable training tool for any incoming
President.
Chambers Ireland recommends that each region invites
established chambers which are contemplating affiliation
to Chambers Ireland (in accordance with Accreditation
and Charter procedures) to attend regional meetings in
an observer capacity.
The Chambers Ireland Regional Development Executive
should be invited to attend regional meetings to provide
information from Chambers Ireland and to feedback
commentary from the network.
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Officers of the Region
Each region should elect its own chairperson, vicechairperson and secretary. Normally the term of office
is two years though the situation may be reviewed
annually. It is recommended that the secretary be the
full-time executive director or administrator of a member
chamber.
The region should nominate representatives to
Chambers Ireland policy councils:
l
Ratepayers & Local Government;
l
Transport Users;
l
Retail Crime;
l
HR;
l
Digital; and
l
CSR.
These regional nominees should then report regularly
to the chambers in the region by means of the regional
meetings.
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Funding for the Regions
Regions can run regional workshops, regional
conferences, regional seminars, regional training
programmes, where surpluses on these activities are
either
l
retained by the region for further regional activity; or
l
distributed to the participating chambers on a prorata basis with the number of delegates put forward
by each chamber.
The finances of each region are at the discretion of the
region. A region may establish an account to defray
the costs incurred by the appointed secretary. A levy
of €3,000 per Chamber per annum might by typical.
Chambers Ireland recommends that each region should
consider this issue, and that a fund is set aside to deal
with regional affairs.

Meetings
Regions should meet at least once every two months, but
should not be the core activity of the group. Meetings
should lead to actions, or be structured in such a way
that the meeting itself is useful for training and sharing
information between chambers.
The following are suggestions for regional meeting
agendas:
l
Presentation by the Regional Tourism Organisation
Manager, IDA Manager, etc. followed by questions
and discussion on the region’s needs;
l
Overview of committee structures and work
programmes by the participating chambers;
l
Workshop on membership recruitment and retention;
l
Presentation from Chambers Ireland representative
on topics such as branding, new revenue generating
opportunities etc;
l
Preparation of a policy regarding economic
development strategy for the region;
l
Develop common tourism promotion for the region’s
chambers;
l
Draft regional pre-budget submission;
l
Invite the Minister based in the region for off-therecord discussion on key issues such as jobs or
investment in the area;
l
Receive report from nominees to Chambers Ireland
committees;
l
Plan rates and local authority charges campaign; and
l
Invite all county managers in region to meeting to
discuss a pre-agreed agenda.
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A Regional AGM
Chambers Ireland requires that each region hold an
Annual General Meeting – ideally in late May or early
June.
The following should be the Agenda for such a
meeting:
1. Announcement of membership and apologies
2. Minutes of the last AGM
3. Matters arising
4. Election of chairperson, vice-chairperson and
secretary (every 2 years)
5. Report of officers
6. Accounts (if any)
7. Reports of nominees to Chambers Ireland
committees and other bodies
8. Any other business
Your region is your network
Competition between chambers is natural and healthy.
Towns compete for tourists, for trade and for investment,
yet chambers have found that there is also much ground
for cooperation.
A region is a chamber’s best opportunity to share ideas
and to find allies. It should also be a basis for the crossselling of services.
In chapter 1 we discussed training courses which your
chamber might provide via the Chamber Business
School. A neighbouring chamber may be willing to
promote courses, seminars etc. which are organised in
return for a percentage of the surplus and/or appropriate
publicity.
The strength of the chamber movement is the enormous
network in Ireland and world-wide. Participating in the
region is a key to playing one’s strengths.
This map shows the locations of Chambers Ireland 60
affiliated Chambers:

