Developing decals for member businesses is obvious, but IBAs have reached out to
new...ahem...adherents by producing decals for citizen members and supporters of their IBA’s
cause as well. We’ve included an effective, simple design from an IBA in Member Resources.

TIP: Rather than hand anyone a decal, bring a few paper towels and a small bottle of glass
cleaner along to ask “where would you like it?”” Despite the best intentions, your decals may end
up forgotten in a drawer otherwise.

Business owners will be proud to display their affiliation with your IBA and their independence

to the community.

An Important Audience: Local Government

Begin developing a relationship with local government
officials as soon as practical. City councils/economic
development have provided start-up assistance
($50,000 in one case) or brought in AMIBA speakers
to help jump-start local organizing. And you want to
get on their radar screen quickly!

As your IBA develops and you determine who
will be your liaison with local government,
consider the value of “face time” — IBAs have
discovered that meeting with Council
members periodically is a valuable way to stay
in their consciousness and will pave the way
to their consulting you before they make
decisions affecting the established small
business community. You might invite them
to coffee at one of your member cafes for a
conversation and an update on your organization (be mindful of open meeting laws). A
champion or two are likely to emerge for your IBA — maybe your organizers already have friends
there. You also may want to investigate getting a seat on your community’s local economic
development committee.

Who Will Comprise Your Alliance?

Your IBA should appeal to a wide variety of businesses and community members. Membership
prospects includes obvious targets like restaurants, retailers, and service providers, but also may
include manufacturers, civic organizations, wholesalers and non-profit organizations like
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community hospitals and advocacy groups, farmers and local agricultural organizations. Citizen
involvement also is key, for these are the folks you are trying to reach with your message.
Finally, think of other community organizations with a stake in the health of your community’s
independent businesses. We’re happy to help you with ideas for whom to approach.

Who is eligible to join?
We recommend the following criteria for IBA business members and ask you to contact us to
discuss it if you see reason to weaken any of these requirements.

e Must have their primary place of business in the geographic area you’ve prescribed —
the community itself, within the county, etc.

e Atleast 50% locally-owned (definitions of "local" will vary based on community
circumstances); ownership is private, worker, community or cooperative.

e Must be free to make their own business decisions without the need for approval by
owners, affiliates, or entities outside of the area (this does not bar participation in decisions
by minority owners residing outside the area).

e The business has a limited number of outlets and limited geographic range (TBD by
your local Alliance).

Circumstances endemic to certain kinds of businesses may dictate relaxing the number of
allowed outlets. For example, banks would have a tough time competing without multiple outlets
across a region. Especially if you do not have a purely local option, a regional business, or one
with more than 6 outlets, may be worthy of consideration for membership. Some IBAs have
created a distinct category for such businesses to avoid any potential confusion among local
residents. We urge you not to consider any “borderline cases” for board participation.

About Franchises

A franchise is owned by the franchisor, who picks and chooses among applicants and assigns
territory to franchisees. Individual store owners may own or lease their store building or space,
but they buy into someone else's business model. The business model includes a brand, business
plan, trademarks, training and other tools that, theoretically, help make success more likely. The
franchisee pays a sometimes-sizable royalty fee and also may pay a portion of sales or profits as
part of the franchise agreement, which usually has a finite term attached to it that may be
renegotiated at its end. Think of it as leasing a business. The franchisor has the right to remove
the franchise from a franchisee for infractions or other issues (remember when GM dealerships
were being removed from franchisees?). Franchisees frequently are sold the opportunity as
“owning their own business,” but because of the business model franchisees and entrepreneurs
are very different, and they do not meet our definition of a local independent business.
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Principals in your Alliance should know this section thoroughly to avoid any mistakes on your
part.

Contrary to the myth created by franchisors (the corporations that sell licenses to the local
operators--the franchisees), independent businesses succeed at a slightly higher rate overall than
franchises. According to the most thorough study to date (Timothy Bates, Wayne State
University, 1995), four years after opening, 62% of franchised businesses had survived, while
68% of independent small businesses still were open. Independent businesses also proved more
profitable. The average franchise lost money during the first four years and, increasingly,
franchisees are victimized by one-sided contracts that put all risk on them while virtually
guaranteeing profit for the franchisor. Contact us if you’d like more background on franchises.

Grey areas do exist in the realm of franchises. You’ll probably encounter businesses that do not
fit the locally-owned independent criteria neatly (typically this occurs with businesses purveying
“name” products such as insurance or gasoline). Please see our online Member Resources for
some explanations and our recommendations about some of the “Grey Areas” —
http://www.amiba.net/members/member-development/member-recruitment/grey-areas/

The simplest policy is this: if the "franchised" name is in the business' name, the business does
not qualify for IBA membership; if the brand merely is a product line they represent or sell
(Joe’s Garage, currently selling Chevron gas, but with the ability to switch to Texaco next week),
they do.

Because many citizens may not distinguish between a more autonomous franchise and one that is
purely a formula business (e.g., McDonald’s) easily, we strongly advise IBAs not to recruit
franchises. It’s cleaner not to have to distinguish. If an owner asks to join, apply your
membership criteria as fairly as possible. If they do not qualify, take time to explain why and
make clear you are not working against them, but you are trying to provide for independent
businesses many of the advantages the franchisee enjoys by virtue of being a franchise.

Avoid any statements presenting your Alliance in opposition to franchise owners, and talk to us if
you see evidence of anyone in your community trying to turn franchisees against you.

What about ACE?

ACE, True Value and Do It Best are examples of retailer-owned buying cooperatives. The
individual store owners own the cooperative, and the cooperative coordinates group purchasing,
branding, creation of national-scale advertising, etc. The stores have full discretion as to whether
they want to remain a part of the co-op or not, and they have voting rights to help guide the
direction of the cooperative (just as you may if you belong to a local food cooperative). These
days, it's rare to find a hardware store that's not part of a cooperative because of the economy of
scale the individual stores gain through bulk buying with each other. But such cooperatives are
not the sole domain of hardware stores — other business sectors have them, too, and these folks
should be viewed as prospective members.

A very few of these stores could be considered part of a regional “franchise,” if their owner owns
a number of stores. All it takes is asking. You’ll know whether or not they fit your member
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criteria.

What benefits do members receive?

Be prepared to identify concrete benefits — even if they are not yet concrete. We’ve included
below an example of what you might tell your prospects:

The most important benefit is a gradual raising of public consciousness and shifting of dollars to
local businesses over the long term in our community. This will increase over time as we
publicize our membership more widely through publishing a guide to member businesses, public
presentations, articles in local media, and advertising.

Members receive window decals identifying them as IBA members, listing on the IBA website,
on printed membership lists, and in creative joint promotions. Because our success depends
largely on our members’ support, we encourage them to include the IBA logo in their own
advertising and displays — it’s our local brand for independent businesses. We also serve as a
resource for our members to access information and services to help their business. Future
possibilities include member-to-member discounts, programs like discount cards and coupons for
the community to use at member businesses, group rates and group purchasing, and promotions
specific to certain business sectors like coffee cups for cafes, pizza boxes for local pizza
restaurants, and theme advertising like promoting our member businesses who cater to gardeners
in the spring or to computer users.

IBAs have created citizen memberships that typically include a shopping incentive card or
coupons as a benefit — we’ve included some examples of citizen membership in Member
Resources.

Membership Development

Organization is critical

Effective member recruitment, retention, and record keeping requires good organization and
constant attention. You should track dates of contact, most recent contact, record their reasons
for joining, what they most want to see the IBA do, their concerns, business challenges, etc.
Whether you use our database or design your own, keep in mind the importance of regular
contact with members.

We’ve provided you with templates for some key items like a basic database (Filemaker
platform), a business plan, and organizational documents, found in Member Resources
(http://www.amiba.net/members/operations/iba-start-up-templates/). You’ll need an accounting
system (readily available as software like Quickbooks). Energy and idealism without these
fundamentals can only go so far.

Build a diverse organization

Think systematically about building your membership and all the considerations regarding who
will be your priority to recruit. An obvious place to start is with locally-owned independent
businesses. Gaining the support of some of the most well-established and respected businesses is
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obviously a priority. Try to make your first 20 members representative of the ultimate scope of
your group by recruiting members from the entire area and constituency you aim to serve.

For example, if you plan to cover Walton County, make sure you have a smattering of members
around the county and not just in downtown Waltonville. And if you want to include a broad
base of business types and non-profits, make sure you don’t end up with 18 of your first 20
businesses being retailers. Beware of the temptation to go for too much “low-hanging fruit”
initially -- it can impede your longer term success. Aim for diversity of membership in every
possible way.

One other consideration is to recruit businesses that have strong outreach potential based on their
location and traffic volume and community prominence.

The more organized you are, the more confident you will feel in promoting your IBA and its
work, and the more confident your prospects will be in joining you. You don’t have to start out
with slick materials, but you should have materials to show and hand prospects so they have the
information they need. Consider creating a portfolio of information and examples to take with
you as you recruit — or even just our primer on organizing and executing effective buy local
campaigns, that contains many effective visuals. Be sure to bring something to leave behind as a
reminder and containing contact information. With the rise of mobile devices, have a few
representative IBA websites bookmarked to show your prospective members. We can point you
in the direction of some strong ones. See our growing collection of membership recruitment
tools and ideas in Member Resources (http://www.amiba.net/members/member-
development/member-recruitment/).

Concise Messaging

In order to recruit members, you’ll want a concise way of explaining your organization to
candidates. You’ll need to easily articulate the differences between an IBA and your local
Chamber of Commerce, downtown groups, or other local business organizations, because people
will ask.

You’ll find people have different reasons for joining organizations — typically responding to
different emotional levels. Some merely will want the added exposure to the community
provided through group ads and an IBA directory. Others will embrace the need to preserve
community. Still others will feel a direct threat from corporate chains and see your organization
as a means to help them survive. And others will see your IBA as an extension of their politics.

When you are given the opportunity to answer “What is an Independent Business
Alliance?” if time allows, touch on each of the three realms of work. For example:

An IBA is a cooperative effort of locally-owned independent businesses, citizens and
community organizations working to ensure healthy local economy where independent
businesses prosper. Collective branding, joint purchasing, and shared advertising and
marketing give members many of the advantages chains enjoy, while remaining independent
and unique businesses.

An ongoing campaign to raise public awareness of the benefits of doing business locally to
promote fully-informed decision making is a key part of the effort. People who are fully
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aware of the value independent businesses provide and their importance to the community
more often will choose to do business locally and seek out IBA members.

The IBA also provides a collective voice for independent business owners to make sure their
concerns are represented in the media and government. IBAs inform local economic
development and policy decisions affecting the established small business community and
help ensure opportunities for local entrepreneurs, rather than benefiting absentee-owned
businesses. The IBA is a non-profit organization.

Know the issues

Being “rah-rah” for local business and community is worthy and infectious, but it gains traction

when substantiated by facts. Do your homework. A good first place to look is under the “News
& Tools” tab of our website, where you’ll find links to important studies, policy, our top reasons
to go local (with source links), and more.

Be sure to review the studies in particular and commit important data to memory. Another
resource we recommend is our longtime ally, the Institute for Local Self-Reliance (ILSR.org).
At https://ilsr.org/initiatives/independent-business/ , you’ll find links to the same studies, but
you’ll also find a trove of information on legally-defensible, proactive local policy supporting
independent business and community that has been enacted successfully in communities around
the country. We strongly urge you to have an awareness of these findings and measures.

When you’re ready to start recruiting
e Ifyou haven’t yet, this is a great time to bring an AMIBA staff person to your
community for a presentation and training workshop. We draw from our own experience
— and that of every IBA we’ve worked with, providing examples and plenty of
information to address questions, make the concept more real, and help inspire
involvement.

e Use our primer on organizing and executing effective buy local campaigns we’ve
provided you to show the IBA is a viable model, and supplement it with your own
material as your group develops. We’ve found it to be a great recruitment tool for jump-
starting a local IBA effort.

e Seek someone who knows the prospect to make initial contact and, ideally, accompany
the best salesperson. If you have no known personal contacts, bring a member business
owner from the same neighborhood or trade. Create a list of your top 100 prospects with
your steering committee and note who knows who.

e Be able to describe what your IBA does as well as possible in 10 seconds, 20 seconds, 30
seconds. Making the most of a half-minute or less to answer “what’s this about?” can
make the difference between getting a sit-down meeting or not.

e (Generate media coverage for your campaign. Business owners will take your effort more

seriously if you've been covered in the media. Op-eds and letters to the editor can be as
valuable as reported coverage generated by your press releases because they generate
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community discussion.

Every visit by a member of your staff or board to a potential member is a recruiting
opportunity. There’s no better time to introduce your IBA than when you are spending
money at the owner’s business, even if it’s just leaving your card with a note indicating
they are a business your IBA would be proud to have as a member.

The Visit

Ask to meet with the owner or manager (you may want to make an appointment to meet).
Describe how an IBA can help support their business and bring a few sample materials
from us to leave with them. A particularly effective one is our article The Benefits of
Doing Business Locally (http://www.amiba.net/benefits-local-business/).

Bring a brochure, notebook, pen, sign-up form, dues scale, member decal, and directories
(if you’ve produced one) with you.

Once you are past pleasantries, take out your pen and notebook and ask questions to learn
about the person’s business, challenges they face, their attitudes and ideology before you
try selling them on membership. You should spend % of time learning about them, then
formulate a proposal for them to consider and why they should join.

Record your notes in your database the same day while the details are fresh in your mind.
Everyone who ever uses the database should know where to find key information and be
able to understand your notes.

What would they like the IBA to do? People generally join for one of three reasons --
networking, marketing value or belief in the cause -- which is most important for this
person?

If the prospect is a “true believer,” your goal is not just enrolling them -- it’s determining
how you can engage them in building the Alliance.

Ask them to join! Unless they make clear before you ask that they are not ready, try to
get their commitment and check or debit plan enrollment when you visit. Bring the
necessary application and debit program paperwork to sign.

If they don’t agree to join initially, ask if you can come back in three months when
programs are better developed.

Invite them to join your email newsletter list regardless — let them know it’s free, and it’s
a great way to learn more about the organization, issues and activity.

Follow-up
Deadlines can be a big tool to move fence-sitters and a great reason to re-visit people -- make
sure you have a few every year (to appear in directory, a major ad, etc.)
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When emailing prospective members, use a spell-check program and read each message before
you click send, just as if it were a mailed letter. Use proper capitalization, grammar and
punctuation. Look professional. If it’s an important communication, read it twice, once out loud.
You will want to provide tangible materials to your prospects. You’ll also want to provide
leave-behind materials that inform your prospects about your effort and give pertinent
information such as your dues scale. Your first effort doesn’t have to be a slick, professional,
four-color print job — it can be something you’ve devised using a word processing program on a
computer. This is how most IBAs have started — truly a grassroots organization.

Perhaps the first tangible item IBAs produce is a member brochure. The brochure will include
your value proposition to your prospects, your dues scale, the benefits you provide, and a way
for them to contact you and join your IBA in the event they don’t join on the spot. We have a
collection of brochure examples from other IBAs in Member Resources you can reference to
develop your own.

Funding Your IBA

Dues

Most IBAs collect annual dues from their members from the start, since it's the easiest and
quickest way to start amassing funds to support your initiatives and operation, and it starts
vesting members in your organization. We make no set recommendation for the structure or
fees, as the situation of each community is unique. When determining an organization's dues and
structure, we've seen a couple of philosophies emerge. One is to start with a meaningful
contribution that will provide your organization resources with which to build future value. The
benefits of this approach are obvious. The only drawback to this approach is that you must sell
the promise of what will be, rather than current value.

Some IBAs have viewed amassing numbers of members as of higher importance initially than
the potential revenue gain from the membership. They began to amass members rapidly by

not charging or charging a deeply discounted introductory rate initially, while seeking major
sponsors, government funding or grants. The larger membership may aid the appeal to sponsors.
This approach presents a danger of establishing a low "benchmark value" in the minds of your
members, though the danger can be minimized by clearly communicating that this is an "early
bird" special that will expire by a specific date.

Research the dues structures of other organizations in your community, notably the
Chamber of Commerce or other business organizations. This may serve as a gauge for what kind
of fees your area will support (and structuring dues on a similar scale can be helpful). As part of
your research, be sure to ask some members of these organizations about the value of their
membership and their thoughts on the dues levels.

Look at what other IBAs have done. Beyond just businesses, IBAs typically provide affiliation
categories for citizens and non-profit organizations. Some even have accepted auxiliary support
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from businesses that would not qualify as local and independent in the form of sponsorship or
"friend of" capacity. We’ve included some examples of dues structures and membership
categories employed by your peers in Member Resources — see the Membership Recruitment and
Retention section (http://www.amiba.net/members/member-development/).

If you charge dues, create an automated monthly (or quarterly) subscription program!
This is a must! Renewing memberships is made many times easier when nothing is required of
the business owner. If most members are enrolled in an automated debit system, it also removes
the cash flow problems resulting if, for example, you sign up 40% of your members the month
before the deadline for appearing in your print directory. A few options exist for this program:

o Payroll service. Get this set up before you start recruiting -- you almost certainly will find
local companies offering this service (payroll services are often their primary focus). (In
Boulder, CO, we obtained this service free because the company saw it as a great way to get
more businesses familiar with their payroll services).

e Electronic Funds Transfer (EFT). This is even easier, because it can be done through your
new recruit’s own bank. We provide a handy EFT form in our online Member Resources for
you to use or adapt. This method relies on the initiative of your recruit, however, since
account privacy and security issues are involved. Help them complete the form while you
are sitting with them (or over the phone) so all they need to do is take the form to their
bank. Follow up, asking if they had any trouble getting the EFT set up with their bank — it’s
also a polite way to nudge them into action if they haven’t visited the bank yet.

e ACH Withdrawal. This is the preferable of the automatic methods because your recruit can
provide you with their banking information for you to initiate the automatic withdrawal — the
burden falls upon you, not them, so you can be sure it gets done. Talk with your bank about
the specifics. You may need to pay a fee for this service, but that cost may well be worth the
time and energy it saves, the members it helps retain and the extra follow-up it
prevents. Your bank may be willing to negotiate or eliminate the fee, too.

o PayPal (or similar services). This online payment service provides a "subscription"
component enabling automated periodic debits or charges. You can set the schedule. We
recommend you don't include an end date, thus the business member must let you know if
they want to stop the automated debits/charges or relinquish their membership. Fees apply,
and they are set based on the amount of activity you think your account will incur.

e Dwolla (Dwolla.com). This is an online funds transfer service AMIBA has begun using,
and we still are exploring its full potential. The service transfers funds between bank
accounts and does not use credit cards, so your organization retains more of the
funds. FAQs on Dwolla are available in the Funding Y our Organization section of
Member Resources (http://www.amiba.net/members/funding/).

In-kind

Offering in-kind memberships and sustaining memberships (larger annual contributions in return
for ads on your website or print directory, etc.) for basic needs will go a long way toward getting
you off to a strong start on a limited budget. Some of the key services to line up early on are:
graphic artist, offset printer, copy shop, internet service provider, webmaster, an accountant, and
local independent media. Assess the talent you have in-house, and then determine your needs.

Plan for success. Consider the immediate benefits you plan to provide for members, your future
ideas, and whether you plan to hire a director. Give reasonable consideration to your IBA’s
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operating expenses (office, utilities, equipment needs), what you think you can get as in-kind
contributions. Add the expenses in a given year, and then divide by 12 to determine the income
your organization needs to sustain itself for a month. Given a monthly goal, you’ll gain a clearer
idea of the dues you need to achieve and how many new members/renewals you will need. Our
experience also demonstrates that lulls appear during the year -- summer proved to be a big one
for us in our BIBA days -- when recruitment becomes more difficult. You may find, too, that
membership spikes tend to occur when the deadline approaches for inclusion in an IBA’s guide
to businesses or other marketing efforts.

Be sure to get feedback on your proposed structure from people who will fall into each of your
designated fee categories.

We’ve collected the dues scales of some representative IBAs that you can use to inform your
deliberations and decisions. They’re located in the Member Resources on our website
http://www.amiba.net/members/member-development/).

Funding Beyond Dues

IBAs can take a tip from other non-profit organizations -- diversifying your funding base will go
far to help your organization stay vital. Some funding resources, such as foundations, will
become better options once you’ve got a track record; others, like membership dues or perhaps
even City funds will be the first place you start. Our online Member Resources section contains
a growing collection of materials and tips used successfully by IBAs to secure funding, so be
sure to visit http://www.amiba.net/members/funding/).

Municipal government

1) Municipal governments often will provide nominal to significant ongoing funding to civic
organizations that serve the community. Find out if your local government provides funding to
organizations such as the Chamber of Commerce; if so, you have a case for requesting ongoing
funds for your IBA. We’ve seen IBAs gain anywhere from a couple of thousand dollars up to
$50,000 annually!

2) More municipal governments are seeing the benefit of an IBA to the community and its local
independent businesses with a mere suggestion that one is needed or being created. Your IBA is
a concrete item the government can support -- and backing your effort scores big political points
for them. We’re seeing more local governments provide IBAs with seed funding (one received
$50,000 and had involved an economic development staff City staffer in the planning of their
IBA) to help get their effort off the ground — so be sure to present your case to local government.
Talk to them right away as you are forming!

3) Importantly, your IBA represents a strong voice for economic development that is generally
not represented (or can’t be) by other entities. With a focus on enhancing the existing small
business community and creating further opportunities for entrepreneurs locally, your IBA
deserves a place at the discussion table and funding for its efforts. Studies back you!
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4) If your city government gathers impact fees from big box or other commercial development,
find out how they are spent. You may be able to make a case that such development impacts
your community's independent businesses and, therefore, justifiably some of the funds should go
to helping maintain the business core impacted by the development. One of our IBA affiliates
managed to do just this -- to the tune of $25,000!

Grants

Put on your research hat to locate foundation and economic development grants. You may be
lucky -- they may find you first, but you'll need to do some work here. Securing grant money is
a science, requiring diligence, thick skin, creativity, patience, and cultivating relationships.

1) Foundations

Community and private foundations are good possibilities. Your community empowerment
focus stands a likelihood of being attractive to community foundations. Private foundations vary
in their focus and geographic reach. Your best bet will be to find those whose focus is on
community, strengthening community, economic development, sustainability, or community
preservation. Those with an environmental/sprawl control focus are good bets as well. Look
close to home: private foundations with a local or regional (within your state) geographic focus
will be better candidates than nationally or multi-state focused foundations.

The typical protocol is to submit a letter of inquiry (LOI), the format of which varies from
foundation to foundation. If they have a website, it is likely to have that information posted.
Otherwise, call the office and request an information packet. If they like your LOI, you'll get a
request for proposal (RFP). The proposal requirements will be noted on the website, too. The
Foundation Center provides an online short course on proposal writing with great pointers:
http://fdncenter.org/learn/shortcourse/prop1.html

Please note that foundations increasingly have not been accepting letters of inquiry or proposals
unless they have invited the prospective grantee to send them. We recommend building a
relationship first, during which time you can ask further about their mission and goals and look
for intersections. And a funding ask should not come right away — build the foundation officer’s
interest first.

How do you find foundations? A good place to start is your public library or a college or
university library, which may have a section devoted to non-profit resources. Another good bet
is a state-level non-profit resource center. If you don't know how to find them, contact other
non-profit organizations in your community that have been around for awhile -- they should
know. Please also refer to the section below on Who Knows Who.

Note: foundations generally give money to 501(c)(3) (charitable) organizations. You do not
have to have a (c)(3) designation from the IRS to apply for grants. AMIBA, through our
501(c)(3), provides a fiscal sponsorship service for IBAs who wish to apply for foundation
grants or otherwise accept charitable contributions. AMIBA charges a 5% administrative fee for
this service to our affiliates. Contact us for more information on this service.
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We strongly suggest including someone with grantwriting experience on your board or looking
for this skill when you hire a staff person. Also, community groups or continuing education
programs often offer low-cost grantwriting workshops. It’s money well spent.

2) Economic Development Grants

ED funds are available at the state, county and municipal level. Check with these bodies either
with a phone call or via the web for more information. Some funds will be designated for
physical redevelopment, such as revitalization of brownfields, but others may have applicability
to your IBA's work, that is, revitalizing the local economy. The application process likely will
be similar to that of foundations. Note: because this is government, the reporting may be more
tedious and layered. Decide whether your organization has the infrastructure to support the
added demand for record-keeping and reporting. A good place to start is with a web search that
includes search terms like "local economic grant Montana" (your state, obviously). A better bet
may be your municipal government -- contact the information office to ask who the person with
knowledge about the availability of economic development funds is.

Who Knows Who

You never know who rubs shoulders or goes to have weekly coffee with someone who sits on
the board of a foundation on your list! Probe your board, your membership, and other supporters
of your organization to see if they can put in a good word for you or set up a meeting. They
might sit on one themselves (and many foundations also allow board members to allot
discretionary funds). Securing grants is a matter of getting in the door, and having someone on
the inside championing your cause brings you 90% closer to success.

Vehicle Donation Program

Your IBA can accept donated vehicles, boats and RVs through AMIBA’s arrangement with Car
Program LLC. All you need to do to participate is put the word out to your community--and to
your members--that your IBA accepts donated vehicles. Car Program receives 35% of the net
proceeds, and AMIBA receives the remaining 65% on behalf of your IBA as fiscal sponsor for
these funds (see information under Foundations, above). As with all charitable donations, these
funds should be used for your IBA’s public education work (not for advocacy).

We’ve provided a form for your use in our Member Resources section on our website -- you’ll
find it in the Membership/Organization area.

Programs and Promotions

Programs and promotions such as t-shirts, ball caps, coffee cups and tote bags can provide
income to your organization. You'll have to weigh the resources expended (both human and
physical) against the return. Don't ignore that a program providing minimal monetary return or
that is money-losing may have value beyond the financial -- it may provide great branding and
marketing value that will facilitate member recruitment.

The Community Benefit Card program, pioneered by the Boulder IBA, is an example of a simple
and attractive way to raise community awareness and bring more business to participating
business members. Over half of the BIBA membership offered a significant discount or
incentive of some kind through the card (all coupon or card programs should prohibit trivial
offers, such as 5% discounts, as they undermine the value of the program). The card cost $15
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annually, and the proceeds funded the program. The card also was used as a fundraiser by local
non-profit organizations, with half the proceeds going to the non-profit and half to BIBA. Other
Alliances have developed related programs of varying complexity.

Details and templates on this program and others are available in Member Resources
(http://www.amiba.net/members/programs/).

Events

Special events can be a great way to gain public attention and make a statement. They can be
resource-intensive, so you may wish to have a committee dedicated to planning and
coordinating. Think of events that are consistent with your IBA's mission of serving its
community. We've seen IBAs host 5k runs, hold fundraising concerts, host benefit dinners for a
community cause (taking a portion of the proceeds to cover expenses), buy local fairs (B2B and
B2C), and even a showcase for locally-owned independent businesses expo-style. What about
sponsoring or co-sponsoring an event designed to bring the entire community together, such as
First Night (New Year’s Eve community-building events) if your community doesn't do this? Be
creative.

Record Keeping

Database

Plan for a way to track member records, payments, overdue accounts, invoicing and renewals.
We provide you with a database template designed to do just this, as well as keep track of
prospects, contacts, and more. The template requires purchase/use of Filemaker Pro software.
AMIBA's database will save you time and money because it was designed with IBA use in mind.
If your group is organized as a non-profit organization with your State, you can qualify for
Filemaker’s non-profit rate. As of4/12/2016, the fee for a license to allow up to five computers
to access the database is $197, a significant discount from retail. The fee is well worth the cost
of being organized. And the software allows for importing data from an Excel spreadsheet.
http://store.filemaker.com/US/ENG/EDU/entry/form/?buy=npedustore

Accounting

Employ an accounting program to facilitate the maintenance and tracking of your IBA’s income
and expenses. Since non-profit records are open to public scrutiny, the accuracy of your records
is paramount. Accounting programs contain useful features such as report generation and payroll
management that will help you as you move forward. Many accounting programs are on the
market; you may wish to speak with folks you know to use them about their recommendations.
Also, if you will be utilizing an accountant’s services (think about recruiting one as a board
member!), you may want to use a program they recommend. We helped by creating a chart of
accounts “template” of many of the typical income and expenses elements you may encounter —
to get you started (http://www.amiba.net/wp-content/uploads/2015/05/IBA-chart-of-Accounts-
for-Import-into-Quickbooks.xIsx). Your program should allow you to import the chart of
accounts — we created it in Excel, so you can create the file type your program needs for
importing. Also, this chart of accounts is aligned with the IRS form 990, which we hope is
helpful to you!
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Media and Outreach

Since Alliances usually start on a tight budget, making effective use of free media is critical for
most. Regularly getting your message out through local media outlets is vital not only for public
education, but member recruitment and retention.

You’ll want to determine one or two people who
will be your IBA’s spokespeople who are
l.<now1.edgeable abou't your wor1§, comfortable in group had to get county-wide exposure.
interviews and practiced at staying on message. Getting in the paper was my goal, and the
Building positive long-term relationships with Sun gave me a 700-word Sunday
key media figures is at least as important as commentary. Everybody saw it, so we went
short-term coverage -- make your group a from nobody to somebody o'vernight. We

. 1 got seven new members in just two days
valuable 'resource'by providing thorough, ' as a result of the article.
accurate information to reporters, making their
jOb easier. They’ll also be more likely to come Gary Anglin, Our Town — Gainesville (FL)
to you for future stories. Please see Member
Resources for how-to’s on editorial board meetings, op-ed writing, effective letters to the editor,
and more (http://www.amiba.net/members/public-education-media/media/). AMIBA staff are
happy to assist with your media outreach.

| came away from AMIBA’s national
conference knowing my new Gainesville

For more in-depth material, we recommend the book Making the News by Jason Salzman (Basic
Books, 2003) as a resource for non-profit organizers to build relationships with the media and
gain coverage.

You’ll also want staff and board members to spread the word about your Alliance with people
you encounter every day. Be sure you have consistent, positive messages and, while it’s fine to
emphasize aspects of your work that will interest the person you speak with most, resist the
temptation to tell anyone what they want to hear. See appendix section on “How to talk about
your Alliance” for more.

Business Directories

This typically is the first major project of an IBA. The Guide not only is
promotional, but it serves as an educational tool through imparting important
messages about why independent businesses matters. A Guide is a tangible
piece that you can put into many hands, is part of your IBA’s public image,
and can help with your recruitment efforts as locally-owned businesses see it
as another benefit of joining your organization.

- Think of your directory more in the vein of a voter education guide than as a
busmess promotion or marketing piece. This “resource” approach will serve you well as your
organization grows and seeks to gain funding from foundations, local government and more. It
can be a powerful public education tool — both helping citizens learn which businesses are locally
owned and independent, but also helping them understand why supporting local indies is vital to
the community.
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While the task of producing a Guide may seem daunting, we’ve helped by providing a template
you can customize for local use. You also can offset the expense by engaging a local print shop
and graphic artist as members through in-kind support. IBAs also have sold ads to their
members to offset the production cost, and we’ve seen IBAs gain funding from City economic
development and even foundations to support this initiative. Decide on the critical mass of
members you want to include in your first Guide, then use that as your initial recruitment goal.
We can provide you with advice as you venture into this project.

Other Early Endeavors

While we’ve provided the “typical” initial IBA endeavors, some IBAs also have undertaken
other projects early on that have helped gain them local credibility quickly. Examples:

1) The Santa Fe Independent Business & Community Alliance raised funds to commission an
economic impact study (based on a study done by the Austin IBA) measuring the local multiplier
effect of independent businesses in Santa Fe. It put them on the map locally. They presented the
study results to the City, and it opened the door to an ongoing conversation and amicable
working relationship between them. This was done within the Alliance’s first year of operation.
The City provided ongoing funding to the Alliance toward seeking further ways to plug leakage
from the local economy.

2) The Gallatin Valley IBA, based in Bozeman, Montana, with the help of a grant from the City,
took on as its first project a “buy locally-owned” campaign that utilized prominent educational
ads outlining the different ways independent businesses contribute to the community, yard signs
proclaiming support for locally-owned independent businesses, and TV ads and radio
demonstrating the multiplier effect in action.

3) The Boulder IBA in Colorado, in the days AMIBA’s staff directed it, presented a four-
pronged policy package to the City for consideration. The components included a local
purchasing preference, local leasing preference (the City owns some commercial and agricultural
property that it leases), and a cap on the number of “formula” businesses that could operate in the
community. While BIBA did not have the organizational resources to drive the proposal through
to adoption, the controversial package was a tool for raising important dialogue and debate
among community members and dramatically increased BIBA’s presence in the community.

4) As the Louisville IBA was getting started, they took a page from the
Austin IBA and erected a billboard and created bus placards declaring . !
“Keep Louisville Weird.” The public noticed and scratched their heads P BEIEE AR RERFSE] |
for days before a radio station recognized the font as one used by L -
EarXtacy, a local recorded music store. Word got out, and local
businesses started joining.

5) Portland Buy Local officially launched in conjunction with our Independents Week national
campaign. They kicked off with a press conference, with all IBA participants sporting t-shirts
with the group’s logo. They introduced the logo in other ways, too, including placing logo-
bearing items in member business storefront windows in addition to their own display items.
This kind of saturation branding is highly effective — it’s a great way to get noticed by citizens
and to boost your IBA’s membership through important visibility.
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Appendix
Getting and Staying Informed

The best preparation for speaking about your effort in public is to be informed on both
independent business and community issues and the art of persuasion. Some background reading
will go far to help arm you with concrete answers in any given situation. The Big Box Swindle:
The True Cost of Mega-Retailers and the Fight for America’s Independent Businesses, by Stacy
Mitchell is the definitive book on issues IBAs address. The book illustrates both the threats
facing our communities and their independent businesses and outlines innovative solutions
communities have employed to address them (written before Amazon.com became an even
bigger threat than chain stores — see our collection of Everything Amazon:
http://www.amiba.net/resources/all-about-amazon/).

Stacy also composes an excellent, free online newsletter -- visit
https://ilsr.org/initiatives/independent-business/, where you’ll find a newsletter subscriber at the
top of the page. Along with the topical reading, we also recommend Made to Stick, by Chip and
Dan Heath for a quick, practical read on effectively delivering your ideas.

Big Box Swindle, Made to Stick and Stacy’s newsletter should be read by all board and staff
members. For anyone doing media work, we also suggest reading Making the News by Jason
Salzman (2003 edition). Click “News & Tools” in the top navigation of our website for more
material.

Stay up to date on news and information about the Localization Movement, AMIBA, and IBA
activity. We add your main organizational contact to receive our monthly email newsletter and
updates from AMIBA, but we recommend it for all board members and staff. Please pass along
additional email addresses for these folks wanting to receive them.

Messaging, Framing, and Persuasion

One-on-One Communication

You can best reach people on an individual basis by first learning their point of view. Start out
by stating the mission of your IBA, and then give them a chance to say something or ask you
questions — this will get you started. If you don’t know your audience, keep your information
general and positive until you know the lens through which they view the world. If you know
your audience is sympathetic, talking about chain or internet competition may be appropriate.
For others, you may focus more on maintaining a diversity of choices for the community,
building economic vitality and supporting “community” in general. Listening first will help you
find the part of your message that will connect and draw them in.

It’s human nature to compartmentalize; therefore some folks will find labeling your IBA as
“anti-franchise” and “anti-chain” easy. A simple response is that you are pro-local independent
business or pro-community — or both! The idea is to preserve as many choices for the
community as possible and help independent businesses gain some of the advantages that chains
and franchises enjoy — like name recognition and increased visibility. This also goes for talking
with the media, but you’ve got another element to deal with here — media seem to thrive on
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creating controversy, so they may label you “anti-* to instigate it. Don’t think your organization
needs to go on the defensive — let the dialogue be raised by community members. It’s what you
want!) We’re happy to coach you on working with media. Above all, begin listening to the
arguments you hear from people. If you hear something different than we’ve presented here,
make a note of it and devise an appropriate counter to it. Tell others in your organization. Tell
us! We’re also happy to help you strategize a response.

Mission:

Be able to speak to what your organization is in a concise sound bite. And memorize it. Be sure
to mention that you are a community organization — it puts into people’s minds that you are
different than the Chamber or other business associations.

Example:

MyTownIBA is a coalition of locally-owned independent businesses, citizens and community
organizations united to help (Community) preserve our social, cultural and economic vitality
through strengthening our local independent businesses. MyTownIBA does this through public
education about the many benefits our locally-owned independent businesses provide
(Community), through working with our local government to create a climate in which
hometown businesses are valued and can thrive, and through collaborative promotion to help
elevate their collective profile in the community. (Devise your own using your own words!)
Some of the typical views you may encounter are:

1. Free-marketer: “Let the marketplace decide”

“If a business is run well, it will be able to compete”

“We need less regulation”
Approach: You’ll have a tough time convincing this person of your view. The best approach is
to be positive and not go in trying to convince them. Your first response can be something on the
order of “Exactly. That’s why we’re helping locals gain advantages through group purchasing,
marketing, (etc.).”

You can mention how your group philosophy is that the marketplace is anything but fair or free
due to the public subsidies, economies of scale, vertical integration, lobbying power, massive
budgets and growth and profit imperative of publicly-traded corporations. In addition, most
local governments view economic development as attracting businesses from outside the
community, not as enhancing what already exists and creating more opportunity from within.
Mom & Pop don’t have these advantages. You can mention how a well-run business should be
able to make it in a truly free market, but local businesses and publicly-traded corporations
operate on vastly different planes, and the scales are tipped heavily in favor of the latter. Our
hometown businesses are forced to compete in their arena — as the “away” team in their
hometown! Know your facts.

2. MeMeMe: “I don’t want anyone telling me where to shop”
“I like shopping at (mega-chain). They’ve got everything I need in one place.”

Approach: This will be your favorite audience because it can be the easiest to convert! Appeal
to their self-interest. You’re not telling them where to shop; you’re providing them with
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information to help balance what they hear so they can make informed choices for themselves
and their families. Chains have the budgets to saturate the market with their ads and colonize
people’s brains — sometimes with erroneous information (like Wal-Mart always having the
lowest prices — avoid singling out corporations with these folks, though. They will become
defensive if they feel you are attacking the place they shop — they interpret it as an attack on
them). Hometown businesses don’t have such budgets. You don’t hear about the benefits they
provide to the community. It’s like comparison shopping — trying to find the best value for their
dollar. Our independent businesses often provide a better value than their chain competitors.
Occasionally it’s monetary with lower prices than you can find at a chain, and often they’re
competitive ones. Sometimes you might find slightly higher prices, but value goes beyond
cheapness, too — product knowledge and customer service save a lot of time and money overall.
Use specific examples if possible — your own stories of finding value at a local business. You
also can talk about how you know it’s nearly impossible to find everything you need at a
hometown business — admit that you shop at chains sometimes too (if you do, that is! Try not to
come off as “holier-than-thou”). Talk about maintaining choices for the community, supporting
the businesses that know the needs of the community and whose owners live and pay taxes here.
Focus on them...because they do.

3. Singing My Song: Will mention sprawl, the ills of Wal-Mart, “anywhere USA,” and finish
your sentences as soon as you say what you’re group is doing, head
vigorously nodding yes.

Approach: It’s easy to talk with these people because all heads nod. This is “the choir,” and they
need no convincing — they’ve got it already. Hand this person a membership form! Caution:
Beware of speaking too loosely about “getting rid of Wal-Mart,” other statements that are
equally opinionated, or freely agreeing when they make such statements — some of these folks
will be so thrilled to have a group around that thinks like they do that they will sing your (the
IBA, as well as you personally) praises to others. They may repeat the words you spoke or
interpret your acceptance of their words as organizational truth — and they may not be discreet
about to whom they say them — such as using your words to defend their point of view to
someone of the first category above who can use this against you and your IBA! As with the
groups above, be pointed in noting that your IBA focuses on the positives of the benefits of
locally-owned independent businesses to the community, rather than chain-bashing. This is a
group that is likely to be receptive to the latter and may view it as a necessary component of any
campaign. You can help them to understand how chain-bashing can hurt your IBA and paint
hometown businesses merely as “disgruntled business owners.”

Know the realms of your IBA’s work: Your audience will dictate which of these you mention
first — the first thing you say probably will be the most memorable. A business owner who may
be a potential member is likely to be interested in how your IBA will help their business, so
highlighting branding/group promotion and purchasing is a good choice. A sympathetic ear may
want to hear about your IBA’s public education efforts and advocacy work. Conversely, the
myopic person may feel threatened by public education and prefer to hear about community-
building and helping hometown businesses that sponsor their kids’ sports teams. Feel free to go
into depth on points of interest with folks; know when to shy away from deep discussion on a
touchy topic.
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Public education: to raise awareness of the benefits our hometown businesses provide to the
community. Our aim is to balance the information equation to help community members make
informed choices about where they spend their money. Tell how you plan to do this: through
advertising, press, producing a directory to community-rooted businesses, etc.

Creating a “brand” for our independent businesses: to give our independent businesses an
identifier to help them better compete with (say “with,” not “against”) the chains, big boxes and
the internet. People choose names they recognize — if they’re not familiar with an individual
business, their familiarity with your IBA will help. Our (use inclusive pronouns as much as
possible) independent businesses are forced to play on the same field as players with
exponentially larger budgets, buying power, and name recognition. We’re helping our friends
and neighbors continue to make their living and provide choices for our citizens (use “citizens;”
avoid using “consumers”) of MyTown. Our effort is contributing toward a national one to make
the “independent” brand a household name.

Cooperative advertising and promotion: to help gain our independent businesses some
advantages chains enjoy. Mention producing a Guide to independent businesses designed to be a
resource for community members, potential promotions like coffee cups, shopping bags, etc. that
can save IBA members money and convey an educational message to the community, and group
ads that can give lots of businesses more ad space for less money than they can get on their own.
Also mention promotions that put money in community members’ pockets — if you think you’ll
use an idea like the Community Benefit Card or a discount book, mention this!

Serving as the eyes, ears, and spokesgroup for hometown business: IBAs can serve this
function of monitoring city government decisions and community issues and relaying those
impacting independent businesses to them. Likewise, the IBA can take the concerns of
independent businesses to the community. They also can provide information to community
members about policy strategies employed successfully by other communities or spearhead such
efforts themselves. Many IBAs actively engage in speaking up on issues of public policy -- we
know this is not in everyone’s comfort zone, but we strongly encourage it, as public policy is
where many of the rules that favor chains over home town businesses are, and it’s the decision
makers who need to educate themselves. IBAs increasingly are discovering they are viewed by
local government as a fresh and lacking voice and are invited to participate on economic
development committees. Many folks don’t like to hear the word “advocacy,” and it may
alienate some business owners who try to avoid controversy so as not to drive away any potential
customers. We suggest framing your IBA’s role as “building strong relationships with local
government.”

Know your IBA’s Materials

Membership brochure: Know what it says. Know your IBA’s dues structure. Carry some with
you. Be prepared for that individual who may get so excited about what you’re saying that they
want to join right away or at least want to walk away with information to refer to later.

Affiliation criteria: who is eligible?
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Benefits: Be versed on what your organization provides to its members. Also be aware of
planned endeavors.

Other materials produced: Guide to independent businesses, website, decals/stickers, etc.

Other Talking Points

Positions on Issues: It may seem obvious, but do not present a position on any issue on behalf
of your IBA unless your board has voted on one! Taking positions is an honor reserved for board
members as stewards of the organization. If they have voted on one, be sure you know the issue
and the reasoning behind the position. Otherwise say, “To my knowledge, our board hasn’t taken
a position on this issue.” If your board doesn’t take positions, say so.

Franchises: AMIBA strongly suggests IBAs not pursue franchises as affiliates because, despite
many being locally owned, franchises, by their nature, have the power of group purchasing, co-
op advertising (regionally, nationally), and brand-name recognition. They already receive a big
benefit that your IBA is trying to afford truly locally-owned independent businesses. As such,
franchisees may not be interested anyway. Don’t disparage franchises — like independent
business owners, for many this is their lifelong dream, and entry into the business opportunity is
facilitated by the ease in securing funding for them because banks like the proven formula. Like
other local business owners, these folks often give back to the community.

How is your IBA different than the Chamber or numerous “green business” groups?

You will encounter this question. Above all, do not disparage the Chamber. They are good at
what they do, and you’ll want to have an amicable relationship with the Chamber. Your IBA is
not competition for them — you should be allies. In many cases, the Chamber is happy to have an
IBA on the scene.

Chamber focus: Typically on bringing new business to the community, regardless of ownership.
They provide classes for members on running a business and networking opportunities. They
also market their members to visitors who contact them seeking, for instance, lodging. Have
members who are independent businesses, franchises, large corporations, chains, and big boxes,
although some small-town Chambers may be comprised solely of local independents. Chambers
vary in their effectiveness in representing the interests of independent businesses — some are
very good at it, while others are not. Chambers typically are unwilling to take a position
favoring independent businesses above chains because of the diversity of their membership.

IBA focus: Maintaining and building opportunity for local entrepreneurs and increasing the
community's self-reliance. Community-level education. Help preserve the uniqueness of the
community, maintain choices for citizens, and ensure a place for local independent businesses in
the community. IBAs operate completely with the welfare of the community and its independent
businesses at heart. A vocal champion of community-based business and its role in the social,
cultural and economic vitality of the community.
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If the issue arises, the US Chamber of Commerce and the National Federation of Independent
Business (NFIB) support policies that are not beneficial to independent businesses and often may
undermine them. Examples: The US Chamber lobbies on behalf of national and transnational
corporations in supporting corporate subsidies and for preventing the lowering of prescription
drug costs. The majority of community-based Chambers of Commerce are not members of the
US Chamber. If you raise these issues, you will want to have some more background. Contact us
if you have questions.

Local and Independent

We strongly encourage using the terms “independent,” “local independent” or “community-
based” rather than just “local” to describe your member businesses. We also find the term
“hometown” to be a useful alternative term — people get the idea.

You’ll learn quickly that some people think, because chains are located in your community, they
are “local.” And the chains are doing a good job of marketing themselves as geographically
local — as of late 2008, many Chambers of Commerce began conducting “buy local” campaigns
with this focus, which encourage people to buy within their zip code, including at Lowe’s or
Wal-Mart. While the merit of these campaigns is to recapture “leakage” of sales and sales tax
revenue to other communities, you’ll find true local independents often take offense at being
lumped in with their much larger competition. Any campaign suggesting a dollar spent at a
mega-retailer is as good for the community as one spent with a local independent business will
get an earful.
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The “Average” IBA

No two IBAs are alike. They each respond to the specific conditions and needs of their
community. But that doesn’t mean common themes don’t exist. AMIBA surveyed our IBA
affiliates in 2011 and received some information that may be of help to you as a point of
reference as you start your own. Keep in mind that low numbers from new Alliances pull down
the average--numbers among mature Alliances are substantially higher. This information is
intended merely as a reference and should not be interpreted as our advised goals.

The Average IBA:

has a membership consisting of 86% businesses, 6% individuals, 5% nonprofits, and 4% other
for a total of 303 members. Average number of members for start-ups is 120, for young IBAs
is 182, and for mature IBAs is 603.

charges membership dues of $120 a year. The median range is $50 - $175 a year. The high
is $2500 a year.

has a budget for the current year of $36,000. The start-up average is $23,000, young IBA is
$36,000, and mature IBA is $50,000.

derives 65% of its funding from regular member dues, 12% from fundraiser events, 6% from
government grants, 5% from paid advertising (e.g. directory), 4% from additional member
donations, 3% from merchandise sales, 3% from fee-for-service (e.g. green audits), 2% from
foundation grants, and 2% other sources.

held 8 member events and 4 public events last year.

spends 23% of their resources (both time and money) on administration, 20% on events, 18%
on education and marketing, 17% on membership recruiting and renewals, 14% on
communications, 4% on policy advocacy and government relations, and 4% on other
initiatives.

publishes an electronic or print newsletter (82%). Note: an email newsletter should be done
almost immediately.

has a web site with a member directory (82%) or one without (18%).

has a presence on Facebook (88%) and uses Twitter (52%).

may or may not publish a print directory (split about 50/50). Of those who do, 24% publish
annually and 18% publish more than once per year.

was featured in 8 media stories. The greatest number of media stories including an IBA profile
or perspective was 50.

purchases some advertising. 23% spend less than $1000, 33% spend $1000-$3000, 7%
spend $5000-$10,000, and 3% spend $20,000 or more.

Source: 2011 Survey of AMIBA Affiliates
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Speaking Up Is Good For Business

AMIBA’s interview with David Bolduc, owner of Boulder Bookstore in Boulder, Colorado, co-
founder of the first IBA (BIBA), AMIBA advisory board member, and founder of the Independent
Booksellers Consortium.

David Bolduc is an outspoken advocate for independent business in Boulder. AMIBA wanted
his perspective on how speaking out about the threat to his bookstore and independent businesses
in general posed by chain influx has affected him and his business. You may know a business
owner who has a story to tell or who may be reluctant to speak out about the palpable threat to
her or his business. We encourage you to share David’s perspective that it may demonstrate the
necessity of more voices.

AMIBA: What prompted you to speak out individually?

David: 1 always felt there were two approaches to this:

1) ignore the problem and hope it goes away. Keep your head down and a happy face. Many
people do take this approach in business. Then you have to ask, “What happened? Why are you
going out of business?” Most often this is the approach that’s taken by business owners. It’s
like talking about money or sex -- they’re taboo topics -- you just don’t talk about your business.
There is a different approach and, I think, a saner approach.

2) Do talk about what’s going on. You don’t have to give details, but when you have problems
and you’re a member of a community -- community members want to know what’s going on
with institutions that are important to them. On the flip-side, I get concerned when the
institutions I care about are going out of business.

You have to trust in the community, knowing that you can share concerns and problems with
them at a certain level. If you’re not going to act — to walk the talk -- then the issues IBAs are
working on don’t mean much. In my experience, I’ve seen my friends go out of business, and
those I see survive are those willing to take dialogue to the community. It’s not a guarantee for
the survival of your business, but you stand a much better chance -- through telling the truth and
allowing the community to be aware of your plight and take on some of the burden.

AMIBA: Did you see being outspoken as being risky at a time when Boulder's IBA was engaged
in controversial initiatives? Did you see it as risky to your business in general?

David: 1t was risky. In the business community, some saw me as “pushy.” In business you’re
supposed to be competitive, and taking a stand wasn’t viewed by some as playing the game.
What has happened since then is the threats to independent businesses and communities have
become more real for everyone -- it might happen to your business, a relative. . .you start seeing
patterns that are bigger than you thought were there. The community becomes more aware.
They become awakened through publicity. It’s easier to have that conversation now, as opposed
to in 1998 when the concept was newer (and BIBA, the first IBA, was founded). You make a
moral decision at some point. We’re trying to bring some kind of view about business -- ethics,
morality -- to the community.
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I thought it actually was riskier to do nothing. In actuality, over the years people every week
have told me, “It’s great what you’re doing.” In a place like Boulder, people understand the
conversation. They identify with uniqueness. They see you’re (independent business) a big part
of that. Anything that goes to preserve that uniqueness they agree with.

AMIBA: Some letters threatened boycotts of IBA businesses. Did that frighten you?

David: You’ll always have people who disagree with you. The ratio of people who decided not
to shop at my store versus the people who became more loyal was 1:1000. The positive hugely
outweighed the negative. I puta No War with Iraq sign in my store window during the war --
there were people who didn’t want to shop there anymore because of it. We talked, and I asked
them what they would do if their neighbor put a sign in their own yard. They said they wouldn’t
talk to that neighbor ever again. Some people are just edgy and weird. They’re not well-
considered with the kinds of things they object to -- like free speech. They seem to think
someone else’s opinion violates their free speech rights. They just feel threatened by a different
point of view.

AMIBA: How has speaking out impacted your business?

David: 1t definitely helped preserve it. When Borders came in just a few blocks away, it had
little effect because we made the strong distinction about what we stand for versus what they
stand for. It kept the support up for my bookstore.

Note from AMIBA: In 2007 Borders abandoned its downtown Boulder store after years of weak business.
The several independent book and music stores within a few blocks were still going strong as of late
2007. Borders went out of business altogether in 2011.

AMIBA: In retrospect, are you glad you spoke up?

David: Yes -- in my mind, there wasn’t a choice. For the person I am, I couldn’t just sit there. I
have a background in activism.

AMIBA: The opening of a Borders Inc. outlet just blocks from your store was the focus of much
controversy, including prolonged weekly protests nearby and an activist blocking access to
Borders by chaining himself to the front doors. What do you think the results of such actions
have been?

David: 1 wish he would do it again. When you have a lot of activism, there’s more heightened
community awareness and it helps your effort. It takes that kind of heat to create the fire and
attention. That’s the danger. When that kind of activism stops, over time the issue loses
currency. People start to drift back to places like Borders without a thought. It was good for my
business, and I wish it still was going on to keep the issue fresh in people’s minds. I think there
are three kinds of people in the community: 1) an ongoing loyal group that’s educated and
critically-minded about issues; 2) a middle group who can come or go depending on the amount
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of publicity; and 3) a group that just doesn’t care. You need an ongoing effort, like an IBA, to
keep the issue in people’s minds.

AMIBA: So do you recommend speaking out?

David: People have to feel comfortable about speaking out -- it’s not for everybody. What I've
learned and seen in others is that the most effective people speak from the heart. You don’t need
to be analytical, but just tell your story and what’s happening around you -- be homey. Test the
water slowly by talking to friends and business associates.

By telling your friends and associates your story, they can listen and give you feedback. They’ll
be able to tell the story, too, and provide advice like, “It sounds great, but what about this?”” The
more spokespeople we have, the quicker we’re going to get results. In most every place that
would be true now, I would think.
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Does Our IBA Need D&O (Directors & Officers) Insurance?

(See a fully-linked version of this article in Member Resources --
http://www.amiba.net/members/operations/dando-insurance/)

Many organizations find recruiting and retaining board members eased if they purchase what is
commonly known as D&O insurance. Such a policy protects the directors and officers of an
organization from many fines and penalties incurred as a result of lawsuits filed against the
organization (board members bear fiscal responsibility and duty of care for an organization). Are
IBA boards vulnerable or immune? Is D&O a worthwhile expense for your IBA? We hope the
following will provide you with some considerations.

In the U.S., incorporation as a non-profit with the state provides indemnity for non-profit board
members for all but personal failure to execute their proper fiduciary oversight or duty of care for
the organization. (Also this in more detail from the American Bar Assn.) In the case of an IBA, if
they’ve followed our recommendations, folks are keeping a tight rein on who board members are
and have proper documents in place (e.g. incorporation, bylaws, conflict of interest policy). If
one board member fails to execute their due diligence, the other board members are not liable for
the improper behavior of the one. That incorporation indemnity, however, does not guard against
lawsuits against the organization, and board members can be held liable for legal fees. Given the
overwhelming majority of lawsuits against non-profit organizations come from employees and
IBAs do not engage in direct services, we are of the opinion that IBA risk is pretty low. As long
as your board is engaged and alert for any problems.

In thinking about venturing into buying D&O insurance, first take a look at your state’s
incorporation statute for non-profits and see the indemnification your state provides for non-
profit board members. Measure this against what you perceive to be the risks for your
organization. This will help you determine where you may need to fill in gaps with a D&O
policy—or if you need to at all. But you may want to consider this expense once your group has
paid staff, a granting entity such as the federal government requires it, or if your board is
adamant.

Since IBAs do not provide direct services and are not “activist” or “political” to the degree (or at
least in the same way) as are some like the Sierra Club, much of the typical board exposure or
risk is removed, i.e. IBAs are not being sued. Equally, IBAs do not provide direct services in the
way many non-profits, such as social service organizations do. Thus they run a low risk for
incurring malpractice-type lawsuits or accusations.

Your organization can take some precautions to help reduce your risk.
Financial:

e Require two signatures on checks. Institute a system by which any funds coming into the
organization must go through several people (one opens the envelope or receives
electronic payments, another processes checks for deposit, a third handles entries into the
books).

e Make sure your treasurer is involved in the organization, has frequent conference with the
director, and receives monthly financial statements.

© 2001-2018 American Independent Business Alliance v.5.18 41



e Create and adhere to a financial policy outlining how funds are handled by your
organization.

Advocacy:

e Institute an organizational policy outlining which types of responses and action require
board decision.

e Vote any such policy into your bylaws so it can be followed by future boards.
Employment:

e (reate and utilize an employee manual.

e Develop employee policies and make sure your employees are aware of them.

e Be sure to have non-discrimination, whistleblower protection and anti-harassment
policies in place and adhere to them.

e Have frequent conference times with employees to make sure they have the opportunity
to ask questions and make you aware of situations that may lead to a more volatile one.

e Keep communication open with employees otherwise — create comfort in conversation
so they feel able to open up to you.

e Provide constructive criticism when needed, and gently correct errors.

e Institute a dress code if warranted.

e Document incidents that may have potential to blow up into a potential problem,
recording dates, times, who was involved, what was said and by whom, and any action
that was taken.

Note that some foundations say they require D&O insurance of their grantees because of the
funds being exchanged. We suggest having a conversation with a foundation officer about this
to see if you may be able to claim exemption from this requirement. If not, then you may be
looking for a policy — talk to a member insurance provider.

An Option: Self-insurance

Self-insurance may be a logical option for your board members if they are volunteers (i.e not
paid), as is maintaining their own additional costs for participating on the board. This is
particularly relevant if the board members are not expected to raise funds for the organization.
This way the organization’s resources are not expended on the board.

You may find information from a few other reputable sources helpful:

BoardSource (BoardSource.org)

The most difficult area to discuss is directors and officers insurance, or D & O, which is also
intimately concerned to fidelity coverage (this coverage protects the board and directors against
theft and forgery of money, security or other property by an employee or property manager).
Organizations moving large amounts of money should have fidelity coverage to cover possible
criminal acts, which are specifically excluded from D & O. Areas under fidelity include theft,
robbery, burglary, forgery and general shenanigans involving computers. D & O, on the other
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hand, may protect the board from failure to implement proper controls that would have prevented
the losses from the exposures covered under fidelity. (The writers of this are fully aware that this
is ambiguous.) BoardSource’s booklet “Nonprofit Board’s Role in Risk Management” notes that
D&O insurance does not cover: fines and penalties imposed by law, libel and slander, personal
profit, dishonesty, failure to procure or maintain insurance, bodily injury and property damage
claims, pollution claims and suits by one board member against another.

The larger the organization and the wealthier the board members, the greater the need for D & O.
However, D & O is formidably expensive for small organizations, and many plans provide
limited coverage for what you are realistically risking. All insurance policies are not created
equal, and some in the D & O area tend to be written to cover you for anything except what you
might really be risking. There is no hard-and-fast rule on the cost-benefit problem, and you must
assess your own exposure. If you are buying this insurance, have the proposal reviewed by an
insurance professional other than the person selling it.

You may also explore with the agent for your homeowners’ coverage whether your policy covers
outside activities of this kind or whether you can purchase protection under what is called
umbrella coverage. This is not a high-percentage shot, particularly without an extra premium, but
worth the inquiry.

Finally, unless the organization’s bylaws specify otherwise, it is now presumed (at least in
Minnesota law) that the organization will indemnify you for actions taken, as long as no actual
malfeasance is involved. Indemnification is not worth much if the organization has neither assets
nor insurance. And, finally, put your energies into doing a conscientious job, rather than trying to
do it all through insurance.” (In other words, don’t put your organization in positions of risk that
might require insurance.)

GuideStar.org: Optional Insurance

This is the hardest type of insurance to determine if you need (or even want). You may want to
consult with an insurance professional to determine if you have risk in a certain area (such as
professional liability, non-owned auto liability, or crime/employee dishonesty) and, if so, what
type of coverage you need and how much it might cost. Since there are no guidelines or
requirements to base your starting point, as there are with statutory or contractual insurance, you
are left on your own to decide if you need it or how much you should buy.

Here’s a tip: if you must choose between directors and officers insurance (D&O) and general
liability insurance (GL), it’s usually preferable to pick the general liability insurance.

Many times a new organization will use its very limited insurance budget to purchase a D&O
policy, which defends the board against allegations of poor management. Shortly after
purchasing this coverage, however, many organizations find that they need general liability
insurance if they want to hold a fundraiser, rent an office, or apply for a grant. A GL policy
addresses negligent acts that result in bodily injury; D&O insurance does not satisfy this
contractual obligation. Because the organization has already diverted dollars to a D&O policy, it
cannot afford GL insurance and cannot hold that event, rent that space, or land that grant.
Although it is preferable to have both types of insurance, the lack of GL becomes a barrier to
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operations before the lack of D&O does. If you cannot afford both, please be aware of what
insurance you want versus what insurance you need and buy accordingly.

(exerpted from http://www.guidestar.org/rxa/news/articles/2006/insurance-advice-for-start-up-
nonprofits.aspx. The article also outlines other types of insurance a non-profit organization may
need or want)

The Non-profit Coordinating Committee of New York: Do all nonprofit organizations need
Directors and Officers Liability Insurance?

The following article is a summary of an NPCC workshop on the topic of whether or not an
organization should carry Directors and Officers (D&O) insurance and what the NPCC plan
offers. NPCC members can obtain a low-cost comprehensive policy through a program
administered by Crystal Financial Services and underwritten by National Union Insurance.
NPCC’s past president, Peter Swords has been involved with the issue of D&O liability
insurance, and led this session.

Unlike general liability insurance — which any organization that has a physical plant would be
foolish not to have — many nonprofits are uncertain whether they need D&O coverage. When a
person becomes a board member of a nonprofit organization, she assumes a level of
responsibility for the organization (“duty of care”), and exposes herself to claims for not running
and managing it in a proper way. Whether or not your organization needs D&O insurance
depends on what the likelihood is that one of your board members will be the target of such a
claim.

Claims generally fall into two categories: bodily injury (physical harm) and non-bodily injury
(non-physical harm, like discrimination or termination). The majority of claims are for bodily
injury. Your general liability insurance covers board members, subject to policy terms and
conditions, for claims arising out of bodily injury and property damage.

Directors & Officers liability insurance only covers non-bodily injury claims. Non-bodily claims
include employment-related claims and mismanagement of funds.

Fear of non-bodily injury lawsuits would be one reason to have D&O insurance. Although there
are very few reported cases, it doesn’t mean that claims have not been filed and then either
settled out of court or dropped.

Generally, there are two types of lawsuits in which a claim might be brought against a board
member: derivative lawsuits and direct or third-party lawsuits.

Derivative lawsuits are claims against a board member on behalf of the corporation. The typical
claim here would be mismanagement of assets. But, under New York State law only a few
people have “standing” or the right to bring such claims. They are: 1) board member(s) suing
other board member(s) 2) members of an organization suing a board (if at least 5% of the total
membership join the lawsuit), and 3) the state Attorney General.
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Because of these restrictive standing rules, very few derivative claims are ever made. It should
be noted that claims of these types are not made for awards to an individual, but rather to make
the corporation “whole.”

Direct or third-party lawsuits are brought by an employee or by a person not connected with
the corporation who asserts a claim against it or its board on account of some non-bodily injury.

Employment practices like termination and discrimination are the largest exposure in these types
of claims. If you have a small, friendly staff, and feel unlikely to have employment claims
resulting in a lawsuit, you might not think it necessary to carry D&O insurance. However, when
employees feel they have been wronged and are angry, they may file a claim even if it is
baseless. At that point, you will have to hire lawyers. Your D&O then becomes a legal defense
policy.

Indeed, Swords’ view is that D&O insurance is essentially legal defense insurance, noting that
“99.99% of the cases brought against a board are going to be thrown out, but you’re still going to
have to pay the legal fees if a claim is filed.”

In this connection, the “deep pocket” theory is relevant. This theory holds that only people with
money are likely to be sued. Lawyers may file a suit based on a bogus claim against “deep
pocket” board members with the hope of securing a settlement for their client. Organizations that
have a board made up of “ordinary” people who aren’t known to have vast amounts of money
may then be comfortable without D&O insurance.

If an organization decides that it needs D&O insurance, they should be aware that D&O policies
vary greatly, unlike general liability policies which are somewhat standard. Some policies are
exorbitantly expensive and often have serious coverage limitations. When shopping for a policy
there are three major items to keep foremost in mind: who is covered and who is not; what types
of lawsuits are excluded from coverage; and what is the rating and payment history of the
underwriter.

Who is covered? All policies, obviously, include an organization’s directors and officers.
Officers include the executive director and possibly a few “key” employees. However, many
policies don’t include staff and volunteers or the entity itself. If a claim is filed against a board
member, in many cases it will also be filed against the nonprofit. Furthermore, many nonprofits
have volunteers other than board members serving on their committees.

What is excluded? When purchasing D&O insurance be aware of what is not included.

Many D&O policies exclude employment related claims (which are the majority of claims
brought against a board) and non-pecuniary actions. A non-pecuniary, or non-monetary claim, is
one where a plaintiff is not asking for monetary damages, but is ideological in nature, i.e.: a suit
against the board for not fulfilling its mission. These types of suits, although rare, are usually
lengthy and costly in legal fees.

Insurance Underwriter
Be sure to investigate the insurance underwriter, the financial integrity of that company, and
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whether they are admitted into New York State (so that in the event that they fail they will be
covered by the State fund). Find out what the rating of the company is; never sign on with a
company whose rating is less than “A.”. A.M. Best & Co. and Standard & Poor are two of the
larger companies who provide underwriter ratings. Also, determine whether the company has a
good record of claims payments by asking your broker or agent to show you how it is viewed by
the rating organizations. (https://www.npccny.org/directors-and-officers-liability-insurance/)
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Accurately and Effectively Communicating the Economic

Benefit of Locally-Owned Businesses

(See amiba.net/resources/multiplier-effect/ for a fully-linked version of this article, including

pertinent studies and graphs)

Clearly communicating the importance of the local economic multiplier effect or “local
premium” is a key part of effective "buy local" and public education campaigns. The multiplier
results from the fact that independent locally-owned businesses recirculate a far greater
percentage of revenue locally compared to absentee-owned businesses (or locally-owned
franchises*). In other words, going local creates more local wealth and jobs.

The multiplier is comprised of three elements -- the direct, indirect, and induced impacts.

e Direct impact is spending done by a business in the local economy to operate the
business, including inventory, utilities, equipment and pay to employees.
e Indirect impact happens as dollars the local business spent at other area businesses re-

circulate.

e Induced impact refers to the additional consumer spending that happens as employees,
business owners and others spend their income in the local economy.

The private research firm Civic Economics has executed the bulk of studies attempting to
quantify the difference in local economic return between local independents and chain

Local Economic Return of Indies v. Chains

Chain Retailers Independents

p D

Local Recircutation of Revenue: 13.6%  Local Recirculation of Revenue: 48%

*Compied et from nfe dudes by Cax ECOMOMIce, 2012 waw OviDB0NaM s (oM
Crigh bty Avwncar oecen e Bus rass Mo MVBA ret

On average, 48 percent of each purchase at
local independent businesses was
recirculated locally, compared to less than
14 percent of purchases at chain stores.
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businesses. Their first such study,
for the city of Austin, Texas
showed an independent bookseller
(Book People) and music seller
(Waterloo Records) returned more
than three times as much money to
the local economy as a proposed
Borders Books and Music outlet
would.*

Those results since have been
mirrored by subsequent studies,
each showing a much greater local
multiplier for spending at
independent businesses than
chains. These studies measured
the direct and indirect impacts to
determine the base level local
economic activity of a purchase
made at a chain and a local
independent business.
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The Institute for Local Self-Reliance conducted perhaps the simplest study of the local multiplier
effect in several small Maine communities in 2003. The study examined how much of a dollar
spent at a local independent store is re-spent in the local area as payroll, goods/services
purchased from area businesses, profits spent locally by owners, and as donations to area
charities. The study found each $100 spent at local independents generated $45 of secondary
local spending, compared to $14 for a big-box chain -- nearly identical to later results across the
many Civic Economics studies.

Other studies by Civic Economics in Grand Rapids, Michigan and Chicago expanded exploration
of the indirect impacts by including more business types (see discussion below) and

added induced impacts, so the results are not directly comparable to most other CE studies or the

ILSR Maine study. While the body of research in this realm is still small, we are unaware of any

studies inconsistent with the results referenced above.

Key Points

Civic Economics' Andersonville neighborhood (Chicago) study found a total impact (direct,
indirect and induced) of $.68 for each dollar spent at ten local independents, compared to $.43
projected for their chain competitors. However, the projection of indirect and induced

impacts does not mean $.68 of each dollar spent at a local independent "stays" in the local
economy, but that $.68 of additional local economic activity ultimately is generated after
additional spending cycles. Citing the higher numbers without explaining they include impacts
by entities other than the original business is simply wrong. It also gives any opponent an easy
point to undermine the credibility of your group.

Bear in mind the Andersonville study examines ten businesses in one neighborhood of one large
city. Businesses in smaller cities and towns typically have less ability to source many goods and
services locally.

To gain respect as an authoritative voice within your community, we suggest you guard your
credibility by checking your materials to ensure they convey verifiable, accurately-worded
information and don't rely on secondary sources. (A major media outlet published a wrongful
claim that 80% of money spent with local independents was re-spent locally -- a claim at least
two other outlets then attributed to AMIBA, which is why we're now zealous about correcting
misinformation when we see it.)

Stickiness _ "Independent retailers return
In addition to being accurate, make sure your

message is memorable. Saying, "Multiple studies
show locally-owned independent restaurants money per dollar of sales than
return twice as much per dollar of revenue to our . : "

local economy than chain restaurants. And chain competitors.

y

"independent retailers return more than three
times as much money per dollar of sales than
chain competitors," s a far more memorable phrase than talking in terms of percentages or
comparing $.68 to $.43.

more than three times as much
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Of course, you could add, "and buying remotely on the web creates almost no local benefit--just
a few minutes' work for a delivery person." You also may add for your outreach materials or
interviews, "That adds up to a huge difference
in creating local jobs and local wealth."
Calculating the added local wealth that "Buying remotely creates almost no
would be generated by a 10% shift to local
independents is one tactic successfully

local benefit - just a few minutes’' work
employed by several communities. for a delivery person."

Details on Study Variants

The size of the local
premium varies

Business Type Before you buy, consider...

AOVY TTTU T YOuUur 21U i oG

LAY SUN YOUT L OMMUnity wnen spent at
depending on the type of an independent an in-town a remote

business. Restaurants and local store chain outlet online store
SCI'ViCC providers generate (if delivery driver resides locally)
a large multiplier because
they are labor-intensive
and, therefore, more of
each dollar of revenue
goes to local payroll.
Most retailers, unless they

source an exceptionally

high percentage of their *Estimated local benefit of remote sales ($1.02) based on driver
wage of $17/hr (average of multiple sources) and 15 stops/hr
(Wall St. Journal) of which 85% are to deliver a single item.
Local return is slightly higher in cities with processing centers.

Leam more! bit dofmultiplier

goods locally, also create a
more modest multiplier than
restaurants.

This is not to say restaurants are better for economic development than retail. May retailers
have sizable revenue and professional job opportunities, which are important to any local
economy. It's just helpful to be aware of these differences because the mix of businesses
involved in a particular study will influence the results.

Land Use

In 2009, Stay Local!, an AMIBA affiliate in New Orleans, commissioned Civic Economics to
evaluate economic return per square foot of retail space used by both local merchants and Target
Corporation. The local merchants studied generated twice as much sales activity per square foot
and nearly quadrupled the local economic return per square foot compared to projections for
Target.

Quantifying Shifts in Spending

To gauge the overall impact on your local economy of shifting 10% of purchasing from non-
local or absentee-owned to locally-owned businesses, you would need to know the local
multiplier for each category of spending and the percentage of people's spending in each
category. (i.e., 20% goes to groceries and the grocery multiplier is 0.15; 5% goes to books and
the local multiplier is 0.32; etc.)
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Presumably, this is how Civic Economics arrived at the Grand Rapids figures for the impact of
shifting 10% of all retail sales. The average local multiplier in that study works out to 0.16 across
all retail categories.

Thanks to Civic Economics and Stacy Mitchell of ILSR for assistance with this content.

ILSR summarizes and links many related studies on the impact of big box development. Note:
AMIBA does not conduct these studies. Please contact Civic Economics for information about
commissioning one for your community.

* The Austin Independent Business Alliance (one of AMIBA's first affiliates) used the study
results to rally opposition against a public subsidy planned by the City to attract Borders. They
succeeded. Tellingly, the corporation chose not to compete on a level playing field against two
well-run independents and Borders never opened.

A Note on Franchises

Despite claims by countless franchisors (the companies that sell to a person wishing to operate a
franchise -- the franchisee), franchised businesses overall are no more likely to succeed than
independent businesses and typically deliver a worse return on investment. The local multiplier
effect of most franchises will fall between that of local independents and chain competitors in
their business category.
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AMIBA Programs for Affiliates

501¢c6 Group Exemption

AMIBA is approved by the IRS to grant our qualified affiliates 501(c)(6) status under AMIBA’s
umbrella instead of your having to go through the IRS — for a much lower cost, less wait, and no
guesswork.

This is an opt-in program. Those affiliates wishing to apply must be organized and operate in
accordance with the IBA model, among other requirements. We use a rolling application process,
and successful applications received by August 1 each year will be included in that year’s update
to the IRS.

Affiliate eligibility requirements:

o Have a Federal Employer Identification Number (FEIN)

o Be based in the United States

e Be incorporated as a non-profit organization or association with your respective State
government and applying to the Group Exemption Program within 15 months of your
incorporation.

e Be organized and operate according to AMIBA’s recommended protocol in the areas of:

o Public education about the greater overall value local businesses often can
provide as well as the vital economic, social and cultural role they play in the
community.

o Cooperative promotion, advertising, purchasing and other activities to help local
businesses gain economies of scale and compete more effectively.

o Creating a strong voice and advocacy group for local independent businesses in
their local government and media while engaging citizens in guiding the future of
their community.

e Have adopted a fiscal year of January 1 - December 31 (change will require bylaws
amendment by your board)

e Be an AMIBA affiliate in good standing

More information, FAQs and application materials are available in our online Member
Resources: AMIBA.net/members/operations/501¢6

Fiscal Sponsorship

AMIBA's fiscal sponsorship program is designed to help our IBA affiliates gain access to tax-
deductible gifts and grants. AMIBA provides fiscal sponsorship of contributions for our affiliate
groups which promote the mission of the American Independent Business Alliance and its
principles and practice of public education in community economic development. AMIBA's
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fiscal sponsorship program allows us to support and encourage the work of our affiliates who do
not have their own 501(c)(3) charitable status. Through this program, AMIBA accepts
institutional grants and tax-deductible contributions from donors who wish to support the
educational work of our sponsored organizations and projects. AMIBA then disseminates funds
to the sponsored projects after deducting a 5% administrative fee.

e Sponsored organizations do their own fundraising and any necessary project reporting.

e Funds are held in escrow by AMIBA until they are needed by the sponsee.

e Contributions administered through the program MUST be used for
charitable/educational purposes.

More information on this program, including program guidelines and application, is available in
Member Resources: AMIBA.net/members/funding/#fiscal
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n American i
a1 be 'Mdependent IBA Start-up Guide: Year 1 Roadmap Tracker

Business
Alliance

Be sure to reference corresponding information and helpful links found at:
AMIBA.net/members/roadmap

Date joined AMIBA (this will be the date of your annual renewal)
Month 1: Legal and Practical Considerations - these should happen before pursuing business memberships
DATE COMPLETE or accepting payments.

L]

AMIBA Start-up Materials Recieved
Obtain your Federal ID # (EIN / FEIN) / Who/Due:
Establish your physical address / Who/Due:

Establish your Board of Directors and officers

Create your Articles of Incorporation / Who/Due:
Approved by State:

Open a non-profit checking account / Who/Due:

Create your bylaws / Who/Due:

OO0 Oood

Register with your state department of revenue / Who/Due:

Months 2-4: Marketing/Publicity - Creating your public presence
DATE COMPLETE
|:| Register your web domain name / Who/Due:

Secure organization contact means: telephone, email address, Report to AMIBA

‘Launch” of IBA event, campaign / Planned Date/Event:

Host an AMIBA speaker for community presentation and analysis/survey (this could be part of or
Sseparate from your launch) Planned date/Event:

Design a logo / Who/Due: Send to AMIBA
Create social media presence / Who/Due:

Website creation
Scheduled calls with AMIBA staff:
Customize AMIBA free outreach templates and tools

Determine dues scale

Doogod oo

(ongoing) Recruit member businesses

18

Determine 1st Initiative

Brainstorming/ldeas:




Month 6
DATE COMPLETE
[] 6-Month AMIBA check-in / Scheduled:

(ongoing) Recruit member businesses

AMIBA Presentation or Workshop (if not sooner)
Design a member window decal

Create Membership Materials

Board Working Groups Established

Do

Membership Goal set:

Month 9

DATE COMPLETE
|:| Apply to AMIBA's Fiscal Sponsee program
[] 9-Month AMIBA check-in / Scheduled:

Month 12
DATE COMPLETE
[ ] Annual AMIBA check-in / Scheduled:

|:| AMIBA Membership Renewal due (invoice to arrive in Month 10)

Month 13
DATE COMPLETE
|:| Apply for 501(c)(6) status through AMIBA / Who/Due:

NOTES




