|dentify the Need

By Dan Whitezell

hen asked to write this
column and direct it
primarily to Business

Partners, finding an appropriate starting
point required some thought. We have
all been “members” of many things in
our lives and careers, some by choice
and others by happenstance. The level
of involvement probably varied greatly
due to interest in the group or organi-
zation, and what you were able to take
away from it in personal satisfaction

or perhaps even personal gain. Clichés
like “you only get out what you put in”
come to mind, but let’s face it, they do
get a bit stale and no one really likes to
be reminded. However, an organization
is the sum total of its members, and it
takes them all to make it work.

BECOMING VISIBLE AND INCLUDED
Looking back to the early 1980, a
first experience with APPA consisted of
paying a membership fee, signing up for

a booth, and showing up at a confer-
ence. I stood around like it was a trade
show and got almost nothing out of it.
The company was not fully committed
to the higher-ed market, and I was not
at the right level to impact the think-
ing up in the carpet corridor (a rather
short-lived experience, where I could
refer back to that old cliché.)

Fast forward to the mid-nineties, and
now finding myself at a somewhat dif-
ferent level, it was time to make a com-
mitment and really become a member.
At first that was simply visibility with
a controlled approach to the market,
following participation at the chapter,
regional, and international levels. Grad-
ually, relationships were developed,
recognition improved, and business

objectives started to be achieved. This
is not an overnight type of thing and if
those objectives are to be achieved, one
has to want to be a member of APPA,
and be one consistently. You can find
the word “inclusion” in the Webster’s
definition of member, and that’s some-
thing to keep in mind.

MONTHLY CONFERENCE CALLS,
E-MAILS, SITEVISITS, PHONE
CALLS, AND DAILY EXECUTION
OF TASKS ARE NECESSARYTO
CONFIRM THEVENUE DETAILS,

ACQUIRE SPEAKER
COMMITMENTS, PLAN THE
PROGRAM, AND MAKE SURE ALL
OF THE AMENITIES ARE IN PLACE
FORTHE ATTENDEES,

EXHIBITORS, AND SPONSORS.

Being a member, being visible, being
included, and being involved led to my
appointment as an at-large member to
the APPA Board of Directors. My term
started about a year and a half ago
when the economy was not too bad,
and it’s coming to a close this summer
when, well, you don’t need to hear it
from me. Through this change in ex-
ternal influences, APPA has stayed the
course, maintained the commitments
to its core beliefs and strategies as di-
rected by the institutional officers and
representatives on the Board, and con-
tinued to deliver top shelf programs
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to support its members. Having seen
this from the inside, believe me when I
say it has been a challenge, and one the
dedicated APPA staff and officers have
stepped up to meet.

Serving on the Board led to commit-
tee appointments for the purpose of
attempting to speak for the Business
Partners and to look out for their best
interests. One of those was the Plan-
ning Committee for APPA 2009, the
international conference being held in
Vancouver, British Columbia July 8-10.

ECONOMIC CLOUDS

Economic conditions may cast a
cloud over this event, and that is un-
fortunate. It is necessary for members,
both Institutional and Business Partner,
to understand that this type of event
takes a great deal of effort to pull off.
Monthly conference calls, e-mails, site
visits, phone calls, and daily execution
of tasks are necessary to confirm the
venue details, acquire speaker com-
mitments, plan the program, and make
sure all of the amenities are in place for
the attendees, exhibitors, and sponsors.
And, like it or not, all of these things
cost money.

As one who participates in a diverse
set of trade shows and conferences
annually, it’s no secret that booth costs
and sponsorships help to defray costs
beyond those directly involved with the
exhibit hall. If it were not that way, the
registration fees for the attendees would
be so high that no one would come.

If no one could afford to come there
would be no conference, and without
the conference and what it offers for
education and networking, where might
APPA be?
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MARKETING, MARKETING, MARKETING

While it is far from my place to
presume how anyone should overcome
internal budget issues, allow me to
use one term that the APPA Board has
heard me use repeatedly: marketing.
That is a really broad term and means
different things to many people, but
it has some fundamentals that can be
applied. When looking at APPA 2009
in Vancouver and making a choice on
whether to attend, exhibit, or sponsor,
break it down into a simple features-
and-benefits analysis.

If approval is required in that carpet
corridor where I had no success almost
three decades ago, list out the obvious
features of the conference that can be
found on APPA’s website, and attach
a personal, institutional, or business
benefit to each feature. It’s tough to
argue with a good features-and-benefits
exercise, and while it’s no guarantee, it

WHILE IT IS FAR FROM MY PLACE TO PRESUME HOW ANYONE
SHOULD OVERCOME INTERNAL BUDGET ISSUES,
ALLOW METO USE ONETERM THAT THE APPA BOARD HAS
HEARD ME USE REPEATEDLY: MARKETING.

is a valid approach. Try not to “sell” the
conference, but rather “market” it. Or
perhaps better said, identify the need
and then fill it by attending, exhibiting,
or sponsoring. Like many of you, this
year’s budget is under constant scrutiny.
But, maintaining a presence with APPA
and continuing to take advantage of the
opportunities available makes it a line
item to be protected.

Those APPA membership opportu-
nities are exceeded only by its com-
mitment to continue to provide them.
Those on the Board will tell you that

I don’t get all wrapped up in the emo-
tions of the moment, but let’s all step
up and make membership matter by
making APPA 2009 and beyond every-
thing it can and will be. Good times
and those not so good. &

Dan Whitezell is vice president, marketing
and sales at Spirotherm, Inc., Glendale
Heights, IL, and an At-Large Member of
the APPA Board of Directors. He can be
reached at dpw2@spirotherm.com.

Gilsulate has insulated and protected
underground pipes and tanks for over 60
years. This federally approved, patented
system is economical, thermally efficient
and hydrophobic. Gilsulate®500XR is
load-bearing and provides a dry, stable
environment for the long-term reliability

of underground piping systems operating
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between 35° and 800° E Examples of its
many applications include steam, conden-

sate, hot and chilled water.
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Thermal Insulation and Protection System for Underground Pipes and Tanks
Gilsulate International, Inc. ¢ P.O. Box 802650 ¢ Santa Clarita, Ca 91380 ¢ 1-800-833-3881 « www.gilsulate.com
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