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INTRODUCTION 

 
The most important element of a Relationship Marketing Plan is understanding that Relationship 
Marketing, unlike traditional business networking, revolves around developing authentic 
personal relationships with members of the communities you participate in.  Whereas, traditional 
networking focuses on leads exchanges, quid pro quo referrals, and quickly formed relationships.  
For purposes of this plan, I am focusing on USA 500 Clubs.  However, many aspects of this plan 
are applicable to your other networking endeavors.  
 
Success from Relationship Marketing, occur when participants develop genuine friendships, 
develop relationships based on mutual respect and trust with, and when participants place their 
faith in others' abilities as professionals. The benefits of Relationship Marketing come in many 
forms, such as commercial and personal advantages.  
 
For a Relationship Marketing Plan to work, you must commit to the following: 
 

• Being selfless in your interactions with USA 500 members 

• Actively participating in not only your home club, but also in the organization as a whole.  

• Being trustworthy, compassionate, and honest in your interactions with everyone. 

• Respecting the fact that your fellow members may hold different views and opinions that 
you do. 

 
It is essential that all USA 500 members understand and respect the fact that our members pay, 
in time and dollars, to have access to excellent, top-notch professionals, including YOU. Thus, we 
all must do our best to reward other members' “investments” in USA 500 Clubs by being active, 
engaged, and enthusiastic members.  Every empty seat as a result of absenteeism denies our 
members their dues’ worth. 
 
The one commonality of USA 500 Clubs members is that you are givers.  So, it stands to reason, 
that if everyone is focused on giving, then others are receiving.  
 
It takes time to develop friendships and establish trust.  However, once developed, the bonds 
based on friendship and trust are significantly more rewarding than business leads that are 
generated as a result of pressure, quotas, and expectations of reciprocity.  Some members can 
naturally give or receive more readily based on their profession.  Some professional services are 
easier to refer to, e.g., family law, while other types of professions are not as easy to refer to, 
e.g., corporate/M&A matters.  Of course, when the latter types of matters are referred, they are 
typically much larger cases.  In other words, assess your practice and realistically evaluate what 
is a reasonable time and frequency for receiving opportunities. 
 
To fulfill your obligations to your fellow members, which will ultimately result in your receipt of 
increased business opportunities, I strongly recommend that you implement the following plan, 
or, at least, the parts to which you feel you can commit. 
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I suggest applying these steps in digestible “chunks”.  Some installments discuss adapting ongoing 
behaviors to achieve maximum success; other installments outline simple tasks.  You may find 
that some activities fit your personality and lifestyle better than others.  Apply what you feel 
works best for you!  As is the case in life, the more you put into it, the more you will get out of it! 
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Section A. Things You Can Do While Sitting On The Couch (a/k/a Laying The 
Foundation) 

 
 

Part 1. Completing Your Profile 
 

ESTIMATED TIME TO COMPLETE: 15-30 minutes * 

  

DATE TO BE COMPLETED BY:  

  

COMPLETED BY:  

 
When someone knows they are looking for YOU, they will search for YOU by your last name.  In 
this instance, your online profile serves as an electronic phone book, as it provides your contact 
information.  Perhaps, the person who knows you is looking for credibility points before making 
a referral.   
 
However, if someone knows the type of professional that they are looking for, but they don’t 
know you, then that person may do a professional search based on keywords.  For instance, if 
someone is looking for an attorney to draft a post-nuptial agreement, they will type "post-
nuptial" in the global search box, located in the top right hand corner of the USA 500 Clubs.  If 
you are a family law attorney, and you do not have the term post-nuptial in your profile, the 
search will not return your profile.  Use your profile to cast a wide-net, and include keywords, 
buzz words, and acronyms that are specific to your practice. Bullet-point! Bullet-point! Bullet-
point! 
 
Our website’s search engine sorts the results by the relevance and frequency-of-use of the key 
terms.  Writing about your integrity, work ethic, or otherwise expected values, will not enhance 
your searchability, since no one will search our website using the keywords "honest," "hard-
working," or "high integrity."  Even if those descriptions are accurate, the proof is in the pudding, 
not in merely writing it.  
 
People search our website for professionals by using key terms.  For example, ERISA, FOREX, 
GAAP, prenuptial, etc.  Use keywords throughout your profile! Use both laymen terms, as well as 
the parlance of your industry. For example, a layman may search using the phrase "benefits 
attorney"; whereas an attorney will likely use the search term "ERISA."  You want to be in the top 
three search results.  You are not competing against the world.  You are competing against other 
members. MAKE YOUR PROFILE SEARCHABLE!  Do not be vague. 
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In the text areas (General Description of Practice, Niche Practice Area), start with an introductory 
statement about you and your practice, ending with the following sentence: “My practice areas 
include, but are not limited to . . . insert bullet point, insert bullet point, insert bullet point”. 
 
Keep in mind that any and every detail of your profile may influence others to refer to or call you 
in a time of need, and a lack of details could be the reason a member does not refer to you.  We 
have had several members say, “no profile, no referral”.  Don’t be the person who misses out on 
a referral, simply because you weren’t willing to take the time to create a thorough and 
descriptive profile page.   
 
Members reach-out to other members for a myriad of reasons, such as similar alma maters, 
shared charities, community participation, specializations, etc.  Including information regarding 
your speech topics, past interviews, and published writings, enhance your profile and your 
credibility.   Make it easy for others to "connect" with you and call you!  Complete as much of 
your profile as possible. 
 
*WORD OF CAUTION: Our website will time-out after 45 minutes!  When you update your profile, 
if you have not addressed all the required fields marked with a red asterisk, your changes will not 
save UNLESS you address ALL the required fields.  If you cannot address all the required fields 
within 45 minutes, the work around is to type a character (e.g.-#) in the required fields, and then 
hit save.  After that, you can then return to your profile, and make your changes a few fields at a 
time (or one field at a time) and periodically hit save. 
 

(a) Edit Profile 
 
To edit your profile: 
 

• Go to www.usa500clubs.com and Sign in. 

• Click the “Member Homepages” Button and Select Your Region. 

• At the top of the page, click the “Manage Profile” button. 

• You will be automatically directed to the Profile Tab of your member account.  PLEASE 
NOTE: there are five tabs on the left-hand side of the page: (1) Profile, (2) Information & 
Settings, (3) Payments & History, (4) Content & Features, and (5) Professional 
Development.  To edit your profile, you will only need to use the Profile tab and the 
Content & Features tab. 

 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to Edit Your Profile (Flash 
Player may be Required). 
 
  

http://www.usa500clubs.com/
https://screencast-o-matic.com/u/lrgc/EditProfile
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(b) Profile Tab 
 
Here is a list of the information and fields you should complete within the Profile Tab: 
 

• Contact Information: Phone, fax, email, and business address. YOUR CONTACT 
INFORMATION WILL APPEAR ON YOUR PUBLIC PROFILE.  (Tip: To increase your 
searchability, if you have one word or short phrase that you want to be known for, put it 
in your title area and in parenthesis in your last name section.)  

 

• Your Photo:  Studies show that a photo makes people more likely to reach out to you.  
YOUR PHOTO WILL APPEAR ON YOUR PUBLIC PROFILE.  
 

o INFORMATIVE ARTICLE: See the following article on this topic: 
https://business.linkedin.com/sales-solutions/blog/best-practices--linkedin-
profile/2018/picture-perfect--make-a great-first-impression-with-your-linkedin 

 

• Educational Information: YOUR EDUCATIONAL INFORMATION WILL APPEAR ON YOUR 
PUBLIC PROFILE. 

 

• Resume/CV: Attach your Resume/CV for others to look at or forward when referring you. 
 

• Describe your General Practice AND the Niche Practice:  Differentiate between the two!  
We all have broad practice areas; it shouldn’t be difficult individualize these two fields. 
You can describe both sections using bullet points.  Do not copy and paste from the 
former to the latter.  Do not copy your website profile.  Use the niche practice field to 
describe the practice/client you intimately understand or the clientele that you desire to 
serve.  Again, use key terms in both. BOTH AREAS WILL APPEAR ON YOUR PUBLIC PROFILE. 

 

• Video Greeting: If you have a video greeting, you may add a link to your profile so that 
others can view it.  Adding a video greeting personalizes your profile. 

 

• Case Studies: There are three (3) areas where you can download a description of 
successful and exciting projects on which you have worked.  Make it easy for others to 
understand what you do and how you do it! 

 

• Introductory Email/Letter: Make it easy for others to refer by creating an email 
introduction, written in third-person, that introduces you in the manner you want to be 
introduced.  No need to be humble, as the email appears to be coming from the referrer.  
The person making the introduction may edit as they see fit.   

 

• Professional Awards: Awards show that others in your “world” value your work! 
 

https://business.linkedin.com/sales-solutions/blog/best-practices--linkedin-profile/2018/picture-perfect--make-a%20great-first-impression-with-your-linkedi
https://business.linkedin.com/sales-solutions/blog/best-practices--linkedin-profile/2018/picture-perfect--make-a%20great-first-impression-with-your-linkedi
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• Publications: Publications show that your opinion is valued and that you have intimate 
knowledge of a topic! 

 

• Speaking Availability: A willingness to show your stuff on stage or in front of a crowd 
indicates confidence and a strong knowledge base in your areas of specialization. 

 

• Speaking Topics: Listing your speaking topics in your profile illustrates which areas you 
feel confident in and can address easily. 

 

• Quoted In: The more you are quoted by reputable news sources, the more credible you 
are to our members! 

 

• "If…, then…" Fields: There are questions that are specific to particular occupations.  
Please make sure to complete any that apply to your practice. 

 
Answer all questions that apply to you, including licensing info, office locations, etc.  The more 
information you include in your profile, the better! 
 

(c) Contents & Features 
 

• Go to www.usa500clubs.com and Sign in. 

• Click the “Member Homepages” Button and Select Your Region. 

• At the top of the page, click the “Manage Profile” button. 

• You will be automatically directed to the Profile Tab of your member account.  

• On left-hand side of the page, click the “Content & Features” tab. 
 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video How to Access the Content & 
Features Tab (Flash Player may be Required). 
 
There are eight tabs along the top: (1) Job Postings, (2) Pages, (3) Blogs, (4) Photos, (5) Feedback, 
(6) Networks, (7) Resume/CV, and (8) Bookmarks.  For our purposes, you will be using the 
Networks, Resume/CV, and Information & Settings tabs. 
 

• Networks Tab (adding other social networking sites to your profile):  Networks is the area 
where you can add your social networks’ links to your profile, enabling people to click 
through to see more information about you!  For example, you may have a very in-depth 
LinkedIn profile that you want to direct members to.  You can add the LinkedIn logo and 
link to your profile.   You can see some basic stats at the top.  As you can see, our enhanced 
vCard are by far the most downloaded social media tools!  We will address your enhanced 
vCard in this marketing plan. ALL YOUR SOCIAL MEDIA LINKS WILL APPEAR ON YOUR 
PUBLIC PROFILE.   
 

http://www.usa500clubs.com/
https://screencast-o-matic.com/u/lrgc/Content-FeaturesTab
https://screencast-o-matic.com/u/lrgc/Content-FeaturesTab
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o You will need to get your social media links from the social media provider.  We 
provide their logo's and the space to give the link.  

 

• Resume/CV Tab (including or inserting a resume/CV to your profile): You can complete 
a resume template, as well as attach your prepared resume/CV.  The template is 
searchable.  The attached resume/CV is not. The latter, however, can provide much more 
detail and can be found by those looking at your profile.  A resume is a tool for showing a 
little more history about yourself, your skills, etc.  YOUR RESUME WILL NOT APPEAR ON 
YOUR PUBLIC PROFILE.  To have your resume/CV appear on your public profile, please 
return to editing your profile and upload a copy of your resume/CV to the "Resume/CV 
Upload."   To see how to do this, please refer to the link above. 
 

• Information & Settings Tab (Setting Preferences): In this tab, you may set and manage 
some of your email preferences. Yes!  You can eliminate some email or add others.  There 
are several ways you can incorporate these emails into your marketing plan, or not.  It is 
up to you.  For example, one of our best members subscribes to all the “Email me when…” 
anything happens, or when anyone does anything, in her home club.  She then reaches 
out on changes or events that she thinks merits comment, support, or input.  
 

o If someone new joins this member’s club, she reaches out to offer guidance. She 
sends them an actual welcome letter, with her business card.  Sending a personal 
note is excellent marketing!  You can think of a hundred ways to make these 
notifications work for you. Did someone change their company? Call them and 
congratulate them.  Create a plan that fits your schedule and personality.  At a 
minimum, you subscribe to the following: 
 

▪ Allow other members to view my connections.  Show that you are 
connected and that you are a connector! 

▪ Email me when I receive a connection invite.   
▪ If someone wants to connect with you, connect! 
▪ Share my favorites with other people who can see my profile.   
▪ Share your thoughts, activities, etc., with your fellow connections.  Be seen 

more often. 
▪ Email me when I have unread messages older than 30 days in my inbox. 
▪ Email me when new messages arrive. This allows you to consolidate all 

email communications to your email. 
▪ Display my “Online Now” status and allow others to start a chat with me.  

Activity breeds familiarity.  If I see you are online, I may reach out to you. 
▪ Enable my Profile Activity Feed.  If this is not enabled, NOBODY will see 

your comments or input on our SocialLink platform. 
 
If you are unclear about individual sections of the profile, or you are looking for a refresher on 
the website, please review the calendar and sign-up for the WINK 101 Training.  This class is held 
as a video conference through Appear.In, and it is very comprehensive.   
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Congratulations!  You have now completed one of the most challenging parts of your marketing 
plan, creating a comprehensive profile!  If the process alone did not help you refine and sharpen 
in on your message, you have plenty of time and opportunities to learn how to do so at meetings 
and classes (WINK 101 or WINK 201).   
 
Upon your renewal, you will be automatically prompted to update your profile.  Do it!  An 
updated profile keeps things fresh and allows for you to share new fact about yourself and about 
your practice.  
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Part 2. Creating & Using Your Customizable Hyperlink 
 

ESTIMATED TIME TO COMPLETE: 15-30 minutes 

  

DATE TO BE COMPLETED BY:  

  

COMPLETED BY:  

 
Congratulations on completing Part 1 of Section A!  You have built the foundation for many of 
the following steps!  While the overall USA 500 website is password protected, we are continually 
working on enhancing the Search Engine Optimization (“SEO”) for our members.  To help achieve 
this goal, we have created “public profiles” found through a web search or our public-facing 
“Search Professional” function, located on our main homepage.  Now that you have thoroughly 
completed the member profile, your public profile is complete!  The only thing left to do is 
advertise it!  We have provided a spot for you to create a link to your public profile: 
 

• Go to www.usa500clubs.com and Sign in. 

• Click the “Member Homepages” Button and Select Your Region. 

• At the top of the page, click the “Manage Profile” button. 

• You will be automatically directed to the Profile Tab of your member account.   
 
The first thing under the Account Information tab is “Your Personalized URL”, followed by a text 
box.  The naming protocol is to enter your first and last name, no spaces.  Whether you choose 
to capitalize the first letter of your first and last names is of no consequence. Hit save, and you 
now have a personalized URL that you can attach to a photo, logo, or use by itself.  Below, I have 
provided mine as an example.  If you are signed-in, you will see my full profile. If not, you will see 
my public-facing profile. 
 
VIEW JOE’S PROFILE: http://www.usa500clubs.com/member/JoeChatham. 
 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video for Creating a Customized Link (Flash 
Player may be Required). 
 

(a) Marketing Ideas Using Your Customized Link 
 
On your email signature, make your actual name a link.  When people receive your emails, they 
can click on your name and see your mini-profile!  The hyperlink is evident to anyone who is 
familiar with hyperlinks. 
 
If you prefer to use a photo in your communications, you can link your customized link to your 
photograph to share your mini profile. 
 
You may create a link using your name AND your photo! 

http://www.usa500clubs.com/
http://www.usa500clubs.com/member/JoeChatham
https://screencast-o-matic.com/u/lrgc/CustomizedURL
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Other members may cut and paste your custom URL when referring you to others, both when 
referring you within USA 500 and outside USA 500!  When replying to ROCK Wall posts, a person 
can respond using the customized URL as a link to the person they are recommending! 
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Part 3. The ROCK Wall 
 

ESTIMATED TIME TO COMPLETE: 30 minutes 

  

DATE TO BE COMPLETED BY:  

  

COMPLETED BY:  

 
The ROCK Wall is perhaps the most powerful tool on our website.  Since its inception in January 
2014, there have been over 20,000 posts and replies!  On average, each post gets 2.54 replies.  
The ROCK Wall is a powerful tool!  What is the best way to use it from a marketing standpoint? 
 
FYI: Members’ rankings on the website are according to their past 30 day’s activities.  The more 
you participate on the site, the higher your ranking.   Activities include registering for events, 
signing-in, and making posts (i.e. ROCK’s or otherwise).  Below, please find a few basic tasks for 
setting-up your ROCK Wall in order to maximize your marketing value. 
 

(a) Creating Your Signature 
 
Create an informative signature for your ROCK Wall posts and responses.  Put all your contact 
information, as well as a short line about what you do professionally in your signature.  Your 
signature will automatically appear every time you respond to a ROCK Wall post, reinforcing 
name recognition and your messaging. 
 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to Create a Signature for 
ROCK Wall Posts and Replies (Flash Player may be Required). 
 

(b) Setting Your ROCK Wall Subscriptions 
 
Set your ROCK Wall subscriptions to maximize your opportunities and manage your email flow.  
Members often mention, in the same breath, that they love the efficiency of the ROCK Wall, but 
hate all the additional emails.  The solution lies in your subscription settings.   
 
When we initiate a prospect’s 90-day guest membership, we automatically subscribe them for 
instant notifications for posts made in their region and in the global forums for Requests, 
Opportunities, Classified, Kids/Kin/Kindnesses, and Announcements.  We do not subscribe you 
to other forums such as Thought Leadership or Non-profit/Charitable, nor do we subscribe you 
to the ROCK Walls for our other regions.  You must set these subscriptions yourself, based on 
your interest level. 
 
You may choose to subscribe to any and all forums, in any and all regions.  You may also wish to 
subscribe to Instant Notification and/or the Daily Digest, or you may choose to unsubscribe to 
both options.  

https://screencast-o-matic.com/u/lrgc/ROCKWallSignature
https://screencast-o-matic.com/u/lrgc/ROCKWallSignature
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• Instant Notifications: Instant Notifications go out as soon as the poster clicks submit.  
Instant Notification gives you the advantage of seeing and responding to posts quickly.  
As mentioned earlier, the faster you respond, the more likely you are considered. 
 

• Daily Digest: You may choose to subscribe to the Daily Digest email.  If you subscribe to 
Daily Digest, you will receive all the posts and responses made in the past 24 hours, for 
the forums to which you subscribe.  If there are no posts or replies in the past 24 hours, 
you will not receive the Daily Digest email.  If someone responds to a post made five days 
ago, it will be revived and sent out in the Daily Digest.  This subscription will reduce your 
email volume, but it will also diminish your ability to respond quickly. After all, you will 
not receive the post instantly, but rather once per day. 
 

• Instant Notification and Daily Digest: You may subscribe to both Instant Notifications and 
the Daily Digest if you choose.  Also, you may set your subscriptions for each forum 
separately.  For example, you may subscribe to Daily Digests for Classifieds and to Instant 
Notifications for Opportunities. 

 

• Unsubscribing to the ROCK Wall: If you choose to NOT select any delivery preferences, 
you will NOT receive any ROCK Wall posts.  This option, while not recommended, will 
reduce your emails by perhaps one dozen emails per day.  The opportunity cost, however, 
may not make this option a palatable choice.  If you frequent the website or use the 
SocialLink1 application, you will have the opportunity to review all the ROCK Wall posts 
on the ROCK Wall itself, or on the SocialLink feed. 

 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video on Managing your ROCK Wall 
Subscriptions (Flash Player may be Required). 
 

(c) Ground Rules About What NOT To Do 
 
In marketing, as with using the ROCK Wall, it is equally important to understand what NOT to do, 
as it is to understand what you should do.  This section discusses the ground-rules and suggested 
best practices that will help you prevent marketing mistakes, and will also help you present a 
stronger image of yourself as a professional within our community. 
 

• No Solicitations: The ROCK Wall is not for soliciting your products or services.  You will 
only earn members’ resentment by direct, or nuanced, solicitations.  Our members are 
smart.  They recognize a solicitation, direct or not.  Respect your fellow members.   

 

• Refer Within USA 500 Clubs: One of the quickest ways to upset fellow members is to 
make a referral to someone outside our network when we have qualified members 

 
1 SocialLink is featured in Section 1, Part 4 of 5. 

https://screencast-o-matic.com/u/lrgc/ManagingROCKWallSubscriptions
https://screencast-o-matic.com/u/lrgc/ManagingROCKWallSubscriptions
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within.  Think about how you would feel when there is a post that describes your services 
perfectly, and you log on to respond, only to see that another member is recommending 
a colleague, friend, or acquaintance outside the organization. If you are unsure about 
responding to a ROCK Wall post, wait a full business day to see if anyone has replied.  If 
nobody has responded after one full business day, then you may respond to the post and 
refer someone outside USA 500 Clubs.   If the post is looking for a professional outside 
our regions (New England, New York, Connecticut, L.A.), please feel free to respond with 
a referral outside of the organization. 

 

• Use the Different ROCK Wall Forums Properly: Before making a post, read the description 
of the ROCK Wall you plan to post to, to ensure you are posting in the correct forum.  For 
example, the Requests Wall and the Opportunities Wall are not the forums to post a need 
for a nanny. 

 

• Do Not Post the Same Post Multiple Times: Sometimes when you hit the “submit” button 
to make a post, there is a delay.  Please do not repeatedly hit the “submit” button, as it 
will cause the same exact post to be posted multiple times.   
 

• Do Not Post the Same Post to Multiple ROCK Walls: You do not need to post the same 
request to the Global ROCK Wall and to your Regional ROCK Wall.  If you have a regionally-
specific request, post to the Regional ROCK Wall.  If your post is not geographically 
specific, use the Global ROCK Wall.  YOU NEED ONLY POST IT ONE TIME; NOT ON OTHER 
REGIONAL WALLS! 
 

• Be Careful About Using the ROCK Wall to Ask for Advice: The saying goes, “There is no 
such thing as a dumb question”.  This is not always true.  Repeatedly posting questions 
asking your fellow members for advice about issues related to your specific profession 
indicates a lack of knowledge on your part, which may hurt you.  Alternatively, it may also 
reflect a laziness that you are unwilling to research the answers to your questions.   
 

• Do Not Post Investment Opportunities on the ROCK Wall: Do not post investment 
opportunities or offerings on the ROCK Wall.  USA 500 Clubs is not securities licensed 
company, nor do we endorse any investment opportunity.  If you are licensed and willing 
to risk your reputation on a mass solicit, please do so on your website or using your email 
list serve.   

 

(d) Marketing Suggestions 
 
Post Requests and Opportunities as often as you can.  Believe it or not, you run across both every 
day.  Top professionals are active listeners who not only hear what their clients’ need are, but 
they also ask questions.  Listen for opportunities for yourself and for others! When you hear a 
need, post it!  By making quality posts regularly, you are showing that you are a center-of-
influence for your clients, family, friends, and colleagues. Centers-of-influence naturally attract 
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their fellow members.  You also enhance your “member rankings2” as a “Contributor” on our 
website. 

 
All ROCK Wall posts are simultaneously posted on SocialLink.  Thus, every post you make is not 
only sent to all ROCK Wall Subscribers, it will also post on SocialLink.  Again, your signature, 
tagline, and the frequency of posts help build your name recognition among our members. 

 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to Make a Post to the ROCK 
Wall (Flash Player may be Required). 
 
Replying to the ROCK Wall: 
 

• Do not respond by sending a private email.  Why?  All responses are saved, in-perpetuity, 
for future search purposes and for other members to view.  Also, you miss an opportunity 
to enhance your activity rankings by not responding on the forum.  However, most 
importantly, you lose the chance to show that you have resources available to you, that 
you are a center-of-influence!  
 

• Reply as often as you can!  Reinforce your reputation as a center-of-influence and as a 
resource! 

 

• Respond promptly.  In most cases, the responses happen fast.  See below regarding 
subscription settings for receiving ROCK Wall posts. 
 

• Our phone application, SocialLink, makes it easier than ever to reply quickly to ROCK Wall 
posts! 

 
Learn how to subscribe to your posts. Per the last point regarding email replies, why do members 
request responses via email?  The main reason for this request is that many members do not 
know how to set subscriptions to forward all the responses directly to their email.  YES, YOU CAN 
SUBSCRIBE TO YOUR POSTS, OR to OTHERS’ POSTS, SO THAT YOU WILL RECEIVE ALL THE 
REPLIES DIRECTLY.  YOU DO NOT HAVE TO SIGN-IN TO SEE REPLIES!   
 
Additionally, you may subscribe to see the replies to other posts that interest you.  For example, 
if a member makes a post looking for a professional that you would also like to know, you can 
view all the responses without signing-in.  The responses are sent directly to your email. 

 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to Subscribe to your Own, 
and/or Others’, Posts and/or Replies (Flash Player may be Required). 

 

 
2 See Feed page of SocialLink to see the highest ranked contributors. Top Contributors appear on this page 
every time any member signs in.  As a Top Contributor, you will increase your name recognition.  Rankings 
are based on the past 30-days of SocialLink activity, ROCK Wall posts, attendance, etc. 

https://screencast-o-matic.com/u/lrgc/PostTo_ROCKWall
https://screencast-o-matic.com/u/lrgc/PostTo_ROCKWall
https://screencast-o-matic.com/u/lrgc/SubscribeOwn-Others_ROCKWallPosts
https://screencast-o-matic.com/u/lrgc/SubscribeOwn-Others_ROCKWallPosts
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You have completed Part A, Section 3! Now you can start using the ROCK Wall! Share! Share! 
Share! 
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Part 4. Step #1: SocialLink As Your Social Media Tool 
 

ESTIMATED TIME TO COMPLETE: 30 minutes 

  

DATE TO BE COMPLETED BY:  

  

COMPLETED BY:  

 
SocialLink is the USA 500 Clubs social media application.  SocialLink is integrated into our 
“traditional site”.  Thus, when you update your SocialLink account, you are updating your 
member profile and your preferences as well. 
 
SocialLink, like LinkedIn or Facebook, is a platform where you maintain a profile and share 
information with your contacts.  You can share posts, photos, hyperlinks, etc.  Social media is 
here to stay.  Start using it.  The difference between SocialLink and other social networking sites 
is that only USA 500 Clubs members can use SocialLink.  Every member on SocialLink is like-
minded regarding our mission of giving.  Every member on SocialLink, if called or emailed, should 
be responsive.  Every member on SocialLink is genuinely two degrees of separation, or less, away 
from you.  Can you claim that about LinkedIn or Facebook? 
 
Now that I’ve sold you on the benefits of SocialLink, how do you maximize the value of SocialLink? 
 

• Be Smart About It: Like other social media tools, you must use it intelligently and 
frequently to get your name “out there”.  For some insights and tips on posting on social 
media, below please find links to some helpful articles. 
 

o INFORMATIVE ARTICLE: Click Here for a great Forbes Article on this topic: 
https://www.forbes.com/sites/neilpatel/2016/09/12/how-frequently-you-
should-post-on-social-media-according-to-the-pros/ - 3b37689e240f 
 

o INFORMATIVE ARTICLE: Click Here for a great Huffington Post Article on this topic: 
https://www.huffingtonpost.com/catriona-pollard/the-best-times-to-post-
on_b_6990376.html 

 

• How Often Should I Post to SocialLink?: Based on numerous articles and research, and 
the USA 500 audience profile, we suggest making MEANINGFUL posts 2-3 times per week. 
This strategy will get you the most viewers, “Likes,” and “Shares.”  The more “Likes” you 
receive, the more relevant the story on SocialLink. The more “Shares” you get, the more 
members will see your post. 
 

• When Is the Best Time to Post to SocialLink?: Posts made Tuesday through Thursday, 
from 10:00 am – 11:00 am, typically get the most views on LinkedIn.  Posts on Facebook 
usually get the most views Wednesday to Friday, from 1:00 pm to 3:00 pm.  We suggest 

https://www.forbes.com/sites/neilpatel/2016/09/12/how-frequently-you-should-post-on-social-media-according-to-the-pros/
https://www.forbes.com/sites/neilpatel/2016/09/12/how-frequently-you-should-post-on-social-media-according-to-the-pros/
https://www.huffingtonpost.com/catriona-pollard/the-best-times-to-post-on_b_6990376.html
https://www.huffingtonpost.com/catriona-pollard/the-best-times-to-post-on_b_6990376.html
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making posts Tuesday through Friday, between 10:00 am and 3:00 pm, for the most 
views. Of course, you can post 24/7.  You be the judge! 
 

• What Do I Post?: We suggest posting meaningful posts.  What is a “meaningful post”? Of 
course, this is in the eye of the beholder, but we suggest that you post with your audience 
in mind.  Informing people about the newest tax law in the country of Liechtenstein, to 
make a post, is a waste of time and not exciting or relevant to non-Liechtensteiners.  If 
you create a post, think about our audience.  Is the post relevant to 1/4 or more of our 
members?  Is the post timely?  Does your post reflect well on you? Be careful. We all know 
those people on LinkedIn who post ten times a day, only to be ignored ten times per day. 
 

• Personal Posts: As for personal posts, SocialLink, and our organization is a unique 
platform.  Unlike LinkedIn, and similar to Facebook, we care about the “back-side” of the 
business card.  Thus, sharing fun posts showing interesting DTQs, adventurous vacation 
photos, pictures from meetings, etc., may help others get to know you.  We are about 
building relationships, as well as sharing resources.  If you make personal posts, make 
sure the post says something about who you are, or the posts shows your activity in the 
USA 500 Clubs. 
 

• Likes: Likes are essentially votes that others give you when they find a post interesting or 
useful.  The more Likes you get on a post, the higher it will remain on the SocialLink feed.  
It is also a great indicator of how good your post is.  Again, make posts that appeal to your 
fellow members, not just to get your name “out there”.  
 

• Shares: Shares are akin to re-Tweets on Twitter.  If your connections like what you posted, 
they can click Share and it will be re-posted to their connections.  The Share function is a 
great incentive to make meaningful posts.  Make great posts and get your name out there! 
 

• Other Members’ Posts:  If you find a post by another member relevant, interesting, 
humorous, etc., Share it.  You will be doing a fellow member a favor, because their post 
will now be shared with all of your connections.  It is also another opportunity for your 
name to be out there in front of your connections.  Don’t merely Share posts to help get 
your name out there.  Share because you think the post is worthwhile.   

 

(a) Tasks To Complete 
 
There are three (3) simple tasks to complete to start using SocialLink as a regular part of your 
Relationship Marketing Plan, which are detailed below. 
 
Task 1: Download the SocialLink Application on your Smart-Device. 
 
To download the App on your Smart Device/Phone, please follow these steps: 
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• Go to your provider’s “store” (i.e. App Store on iPhone, Play Store on Android). 

• Search “SocialLink.”  Make sure you type it in as ONE word, with two “L’s”. 

• The image for the SocialLink App is a white box with a lowercase “s” and a lowercase “l”, 
in a bluish-silver colored font. 

• Download the application to your device.  This is a free App, so if you are prompted to 
pay for it, you are downloading the incorrect App. 

• Sign into the SocialLink app, using the same credentials you use to log into the USA 500 
Clubs website. 

 
You can now use the SocialLink application on your smart-device! 
 
Task 2: Make a Post Using SocialLink! 
 
To make a SocialLink post using your computer, please follow these steps 
 

• Sign-in to www.usa500clubs.com. 

• Click the SocialLink tab on the top right-hand side.  You are directed to the Manage Profile 
page of SocialLink.  You may access SocialLink many different places, all by clicking on the 
SocialLink links provided throughout the USA 500 Clubs’ website. 

• Click “My Feed” at the top left-hand side.  You will land on the Feed page. 

• On the Feed page, you will see an editor/Text-box in which to type your post. 

• Try posting your custom URL, found at the top of your Manage Profile page.  See Section 
A, Part 2 of this Plan to set up your custom URL.   

o INSTRUCTIONAL VIDEO: Click to View an Instructional Video for Creating a 
Customized Link (Flash Player Required). 

• Or, post something else interesting! 

• Hit “Post” to submit. 

• Voila!  Your post just went to all your connections! 
 
To make a SocialLink post using your Smart-Device/Phone, please follow these steps: 
 

• Sign in to SocialLink (or you can remain signed in). 

• You automatically land on the “My Feed” page. 

• You will have two buttons, Post and Photo.  Click either one to initiate a post.  Obviously, 
if you click the Photo button first, you will need to take a photo to complete the post. 

• Enter your post in the editor.   

• Hit “Post” to submit. 

• Voila!  Your post just went to all your connections! 
 
Task 3: Schedule 2-3 posts per week on SocialLink.  Put it on your calendar! 
 

http://www.usa500clubs.com/
https://screencast-o-matic.com/u/lrgc/CustomizedURL
https://screencast-o-matic.com/u/lrgc/CustomizedURL
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Congratulations!  You have embraced social media and SocialLink as tools that will help you 
become better known within our community.  Use SocialLink!  Become an engaged member of 
the USA 500 Clubs!   
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Part 5. Step #2: SocialLink Profile – Preferences & Marketing Tips 
 

ESTIMATED TIME TO COMPLETE: 30 minutes 

  

DATE TO BE COMPLETED BY:  

  

COMPLETED BY:  

 
The steps of the Fall 2019 Marketing Plan will enhance your exposure, and will help you be seen 
as an expert in your chosen field by your fellow members.  You can create an internal blog; 
subscribe to member blogs; add photos to your profile in addition to your member photo; share 
your other social media links; complete a templated resume for quick reference for other 
members; and attach your professional resume or CV. 
 
If you have already completed Section A, Part 1, of your New Year Relationship Marketing Plan 
(the very first week), then you have completed most of your SocialLink member profile.  This step 
is simple!  You can go directly to section C – Forum Settings.   
 
If you have not completed your New Year Marketing Plan, Section A, Part 1, I suggest you go to 
Part 1 and complete it. 
 
Once you have completed this section and all the previous tasks, your “website” profile and 
marketing will be complete and will only need to be adjusted annually or as necessitated by firm 
changes, address changes, etc.  Great job!  
 

(a) Tasks To Complete 
 
Note: Task 1 is repeated from Section A, Part 4 above. 
 
Task 1: Download the Social Link Application on your Smart-Device. 
 
To download the App on your Smart Device/Phone, please follow these steps: 
 

• Go to your provider’s “store” (i.e. App Store on iPhone, Play Store on Android). 

• Search “SocialLink.”  Make sure you type it in as ONE word, with two “L’s”. 

• The image for the SocialLink App is a white box with a lowercase “s” and a lowercase “l”, 
in a bluish-silver colored font. 

• Download the application to your device.  This is a free App, so if you are prompted to 
pay for it, you are downloading the incorrect App. 

• Sign into the SocialLink app, using the same credentials you use to log into the USA 500 
Clubs website. 

 
You can now use the SocialLink application on your smart-device! 
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Task 2: Update your Information & Settings in SocialLink.  See Section “b” – Preferences for 
information on this task. 
 
Please Note: All tabs are discussed in Section “b”, as several are under development or may not 
have any marketing value.  The most relevant tabs are reviewed below.  
 

(b) Preferences 
 
In this tab, you may set and manage some of your preferences. Yes, you can eliminate some 
emails and/or subscribe to targeted emails.  There are several ways you can incorporate these 
email preferences into your marketing plan, or not.  It is up to you.  For example, one of our best 
members subscribes to all the "Email me when…" anything happens, or anyone does anything, in 
her home club.  She then reaches out to changes or events that she thinks merits comment, 
support, or input. 
 
If someone new joins this member’s club, she reaches out to offer guidance. She sends them an 
actual welcome letter, with her business card.  Sending a personal note is excellent marketing!  
You can think of a hundred ways to make these notifications work for you. Did someone change 
their company? Call them and congratulate them.  Create a plan that fits your schedule and 
personality.  At a minimum, you subscribe to the following: 
 

• Allow other members to view my connections.  Show that you are connected and that 
you are a connector! 

• Email me when I receive a connection invite.  If someone wants to connect with you, 
connect! 

• Share my favorites with other people who can see my profile.   

• Share your thoughts, activities, etc., with your fellow connections.  Be seen more often. 

• Email me when I have unread messages older than 30 days in my inbox. 

• Email me when new messages arrive. This allows you to consolidate all email 
communications to your email. 

• Display my “Online Now” status and allow others to start a chat with me.  Activity breeds 
familiarity.  If I see you are online, I may reach out to you. 

• Enable my Profile Activity Feed.  If this is not enabled, NOBODY will see your comments 
or input on our SocialLink platform. 

 
At the bottom, you will be asked to set your subscription preferences for Forums, SocialLink-
Daily, or SocialLink weekly.   
 

• Forums (i.e. ROCK Walls): IF YOU ALREADY SET YOUR PREFERENCES FOR THE INDIVIDUAL 
FORUMS (i.e. REQUESTS AND OPPORTUNITIES), THIS WILL ALREADY BE CHECKED.  IF YOU 
UNCHECK THIS BOX, IT WILL CANCEL YOUR SETTINGS ON THE ROCK WALL AND OTHER 
FORUMS.  IF YOU RECHECK IT, YOU WILL SUBSCRIBE TO ALL FORUMS' DIGESTS.  
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• SocialLink-Daily: This option will send you a synopsis of all the SocialLink posts made in 
the past 24 hours.  If you do not sign-in to the website frequently, this is a great way to 
see all the activity on the site for the past 24 hours, including ROCK Wall posts. 

 

• SocialLink-Weekly: This will send you a synopsis of all the SocialLink posts made in the 
past seven days.  If you do not visit the site at all, this is a great way to see all the activity 
on the site for the past seven days. Warning: Posts, including those from the ROCK Wall, 
may be up to seven days old by the time you see them. 

 

INSTRUCTIONAL VIDEO: Click to View an Instructional Video on Setting Preferences (Flash 
Player may be Required). 
 

(c) Forum Settings 
 
Forum Settings is where you set your preferences for forums (i.e. the ROCK Wall).  The 
preferences you set will impact the number of ROCK Wall emails you receive.  THIS SECTION IS 
WHERE YOU CAN QUICKLY ADJUST YOUR SUBSCRIPTION SETTINGS.  YOU MUST, HOWEVER, HAVE 
SET UP YOUR PREFERENCE INITIALLY USING INSTRUCTIONS IN SECTION A, PART 3.  In Section A, 
Part 3, setting preferences, via the ROCK Wall, was reviewed.  If you set your preferences when 
implementing said section, the following are directions on how to see all your forum preferences 
and how to edit them quickly.  
 
Follow these steps to access the “Forum Settings” for your member account: 
 

• Go to www.usa500clubs.com and Sign in. 

• Click the “Member Homepages” Button and Select Your Region. 

• At the top of the page, click the “Manage Profile” button. 

• You will be automatically directed to the Profile Tab of your member account.   

• On the left side of the screen click on “Information & Settings” button. 

• Then at the top of the screen click on “Forum Settings” button. 
 
The “Forum Settings” page, will show you the names of all the ROCK Wall forums that you are 
subscribed to. 
 
Under the column titled “Options,” you can select to receive Instant or Digest.  Please note, the 
buttons under this column are “action buttons”, which means that you need to click in order to 
take the action you want to take.  For example, if the option says, “Unsubscribe to from Instant 
Updates”, clicking that button will unsubscribe you for instant updates for that ROCK Wall. 
 
IMPORTANT: If you are subscribed to the Instant Updates for a ROCK Wall forum, and you wish 
to change it to Daily Digest, first click “Subscribe to Digest”, THEN click “Unsubscribe from Instant 
Updates”.  If you unsubscribe to Instant, the forum you are working on will disappear, and you 

https://screencast-o-matic.com/u/lrgc/SettingPreferences
http://www.usa500clubs.com/
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will have to go to the ROCK Wall to initiate subscription preferences again for the forum in 
question. 
 

(d) Blog Subscriptions 
 
If subscribe to any blogs hosted on the USA 500 Clubs website, this is where you manage your 
settings.  You may opt to unsubscribe and be notified when comments are made.  See more about 
creating and subscribing to blogs below, under Content and Features. 
 
Follow these steps to access the “Blog Subscriptions” page your member account: 
 

• Go to www.usa500clubs.com and Sign in. 

• Click the “Member Homepages” Button and Select Your Region. 

• At the top of the page, click the “Manage Profile” button. 

• You will be automatically directed to the Profile Tab of your member account.   

• On the left side of the screen click on “Information & Settings” button. 

• Then at the top of the screen click on “Blog Subscriptions” button. 
 

(e) Manage Social Sign-Ins 
 
You may sign in only once by connecting your SocialLink account to LinkedIn, Facebook, etc.   

 

(f) Create A Blog 
 
Display your expertise!  Yes, you can create a blog and enhance your exposure to other members 
using our new blog tool. If you are already a blogger, you can copy your blogs posts to your USA 
500 blog. If you have considered becoming a blogger, create your blogs here and copy them to 
your “outside” blog.  Remember, our global search button at the top-right hand corner of the 
website will search key-words throughout our entire site.  Thus, the more you write, the more 
key words you will use!  The more key words you use, the more you will be discovered in a search.  
Not to mention, you may get a few fellow members to subscribe to your blog! 
 

(g) Share Photos 
 
Many people like to share photos as a way of expressing who they are, sharing family moments, 
providing glimpses into their personal and professional lives, as well as sharing fun USA 500 Clubs 
moments.  These photos are available for other members to see and enjoy!  You can post photos 
using this tab.   
 
For any photos you have of USA 500 Clubs events, like meetings, socials, DTQs, golf tournaments, 
philanthropy events, etc., please email them to Laurin Johnson (laurin@usa500clubs.com), with 
an explanation of the photo and who is in it, and she will post the photo to LinkedIn and 

http://www.usa500clubs.com/
mailto:laurin@usa500clubs.com
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SocialLink.  This is just another way to increase your exposure within our community, and let 
members know about all the different activities you are participating in. 

 
INFORMATIVE ARTICLE: Click Here to view a Huffington Post Article on this Topic: Why Visual 
Content Is a Social Media Secret Weapon. 
 

(h) Share Your Other Social Media Networks 
 
You may create links for the front of your profile so that other members may click directly on 
those links to be re-directed to your other social media platforms (i.e. LinkedIn, Facebook, 
Twitter, etc.).  This section is where you create and manage those links.  By providing members 
with links to your other social media platforms, you make it easier for them to learn about your 
practice, which makes it easier for them to refer business to you. 
 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to add Other Social Media 
Networks to Your Profile (Flash Player may be Required). 
 

(i) Share Or Create Your Resume/CV 
 
The resume section allows you to complete a templated resume and provides some information 
about your professional background, as well as your present and future goals. 
 
You may also attach your Resume/CV to your profile for others to see. 
 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to share or create a resume 
or Share your CV (Flash Player may be Required). 
 
 

  

https://www.huffingtonpost.com/catriona-pollard/why-visual-content-is-a-s_b_7261876.html
https://www.huffingtonpost.com/catriona-pollard/why-visual-content-is-a-s_b_7261876.html
https://screencast-o-matic.com/u/lrgc/ShareSocialMediaNetworks
https://screencast-o-matic.com/u/lrgc/ShareSocialMediaNetworks
https://www.screencast.com/t/2ne2IJtf
https://www.screencast.com/t/2ne2IJtf
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Part 6. SmartCard & SmartBadge 
 

ESTIMATED TIME TO COMPLETE: 45 minutes 

  

DATE TO BE COMPLETED BY:  

  

COMPLETED BY:  

 
KeynectUp is the preeminent one-click assistance tool, which enables you to deliver resources 
and contacts to clients in seconds.  USA 500 Clubs worked with KeynectUp to develop the 
“SmartCard”, a super enhanced vCard, that can provide all of your professional contact 
information via text, via custom QR code, and via custom link.  KeynectUp utilizes technology that 
is pre-built onto any smartphone to make it easy for your audience or clients to contact you. 
 
The traditional business card is a relatively ineffective way of providing your information to those 
who want it or to those who you want to have it.  I don’t recall where I read it, but I remember 
an article that claimed that over 95% of business cards end up in the trash!  A business-card has 
a very limited space allotted for you to convey a message about what you do.  At best, your card 
has your name, title, company name, contact information, a logo, and perhaps a small statement. 
 
Also, handing out business cards is akin to the saying, “one man’s junk is another man’s treasure”, 
except in reverse!  Every time you hand your business card to another person, you are handing 
them an additional task to complete, because they have to go back to their office and enter your 
information into their contact management system.  Typically, however, your card will go onto a 
stack that is waiting to be entered, only to be tossed in the trash after the person has deemed 
the pile a more significant challenge than they want to tackle.  Or, by the time they get around 
to entering in your contact information, they have forgotten who you are and what you do. 
 
INFORMATIVE ARTICLE: Click Here for Some interesting statistics on business cards. 
 
Imagine if you could provide the aforementioned information about yourself, a detailed 
description of what you do, links to your social media sites, ask a few qualifying questions of the 
person asking for your card, capture their name and email when you give them your card, and 
see if someone recommended you?  Now imagine that you can provide the same information 
about a fellow member without having anything but their name in your head!  Imagine if you 
could deliver it directly to their customer relationship management (“CRM”) system in a novel 
and “cool” way.  Well, the USA SmartCard is here! 
 
Before starting the following tasks, you may want to experience the power of the new SmartCard 
by downloading my card and viewing the card I created.  To download my card, all you need to 
do is Text “USA500JCHAT” to 41411, and click the hyperlink you receive.  Answer the questions 
connected with downloading my information, and my information will instantly download into 
your contact manager.  At the same time, I will receive notification that you downloaded my card. 

https://www.smallbusinessrainmaker.com/small-business-marketing-blog/are-business-cards-dead-or-are-they-still-relevant
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(a) Tasks To Complete 
 
Before we address the new marketing tools to distribute your SmartCard, you need to make sure 
your SmartCard is set-up with all the correct information, preferences, and is programmed to 
maximize its effectiveness. 
 

(b) Managing Your SmartCard Profile 
 
Your SmartCard profile is managed by YOU3,  using the KeynectUp website.  To access the 
KeynectUp website through USA 500 Clubs, follow these steps. 
 

• Go to www.usa500clubs.com and Sign in. 

• Click the “Member Homepages” Button and Select Your Region. 

• At the top of the page, click the “KEYNECTUP” button. 
 
KeynectUp is a trusted vendor that we actively engage with to create a powerful, downloadable 
vCard that works with nearly every smart-device and computer platform.4    
 
You need, however, to enter your information and set your preferences on the KeynectUp site.  
Your username and password are yours to manage.  We do not know, nor do we keep your 
KeynectUp information.  Your preferences and custom questions are created and maintained by 
you.   
 
Below are the steps to create and edit your SmartCard. 
 
Step 1: Signing In to your SmartCard Account 
 

• Go to www.keynectup.com and log in.5  

• You will need a KUPID and a password to log in.  Your KUPID is your unique USA 500 Clubs 
code, which is “USA500 + First Initial of First Name + First Four Letters of Last Name”.  
There are no spaces. 

o For Example: John Smith’s KUPID would be USA500JSMITH. 

• Your password will be the password you created.  If you cannot remember your password, 
select the “Forgot Password?” button to reset your password. 

 
  

 
3 We are currently working on developing an “API” system that will automatically update most of your SmartCard 

profile when you update your USA 500 Clubs profile.  Stay tuned! 
4 KeynectUp does not work with Blackberry. 
5 If you require any assistance, please contact KeynectUp at (781) 856-4934. 
 

http://www.usa500clubs.com/
http://www.keynectup.com/
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Step 2: Editing your “Card Details” 
 

• Once signed in to your KeynectUp account, you will land on the default “Card Details” 
(shown in left-hand column).  

• Review and complete all questions and details for each tab along the top row: User Info, 
Notes, Employer Info, Social/IMS, Phone numbers, Emails, Links, Share.  MAKE SURE TO 
HIT THE SAVE BUTTON AS YOU UPDATE. 

• Use the “Notes” section to craft your outgoing message that show up in the “Notes” 
section of peoples’ contact manager programs.  The “Notes” section is where you 
describe what you do. 

 
Step 3: Configuring your Card Details 
 

• Once you complete the editing stage of your Card Details, proceed to the “Configure” tab, 
which is located in the left-hand column, under the Card Details Tab.  

• Complete “Challenge Screen” tab, which is located at the top of the page. 

• Upload your image/logo. 

• Set your preferences.  Click the “?” icon, for more information about the available options. 
 

o Enable SmartCard Request Function: This will require the person who is 
downloading your vCard to enter their name and email, so you know who 
downloaded your vCard, enabling you to send them a follow up email. 
 

▪ Recommended Setting – Activate this function, so you can keep track of 
who is downloading your information. 

 
o Auto Approve Request Function: This option gives you the option to auto-approve 

the download of your vCard or you can require your approval before a person is 
able to download your vCard.   
 

▪ Recommended Setting – Set the function to “allow auto approve”. 
 

o Create “Additional Questions” Function:  The Additional Questions setting allows 
you to ask up to three questions and offer answer options, which means that 
people will need to answer these questions before they can download your vCard.  
The Additional Questions option is a great tool to help you understand why 
someone is downloading your vCard and/or what service(s) they may be seeking. 

 
o “Enable User to Submit Message?” Function: This function allows the person 

downloading your vCard to send you a message along with their request to 
download your information. 
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o “Require User to Provide Email?” Function: This function requires the person 
downloading your vCard to provide their email address.   

 
▪ Recommended Setting – Set this setting to “Required”. 

 
o “User Message Will Be Required” Function: This function requires the person 

downloading your vCard to leave you a message. 
 

o Welcome Text Function: This is the message that will be at the top of the 
questionnaire/card request page that someone will see when they go to download 
your vCard. 

 
o Send Text Message Function: In this section, you can enter the question, “Who 

referred you to me?” The answer is then captured for your reference.  This will 
allow you to track where the referral came from. 

 
o Notification Interval: KeynectUp will send you an email notification when 

someone downloads your vCard.  You can select how often you want to receive 
these notifications. 

 
o Notification Email: KeynectUp will send you an email notification when someone 

downloads your vCard.  You will need to select which email address you want 
these notifications sent to. 

 
Step 4: Configure the “Requests” Section 
 

• After setting your preferences, proceed to the “Requests” section, located on the left-
hand column of the page. 

• This can be the ULTIMATE lead center for you.  You can see the details of everyone who 
adds you to their contact list.  You can view and download everyone who requested your 
vCard, plus their answers to the custom question(s) you set up. 

 
Step 5: Create an Embedding Code 
 

• After configuring the “Requests” section of your account, proceed to the “Embed Code” 
section, located in the left-hand column of the page.  The “Embedding Code” code is an 
HTML Code, which enables you to add the KeynectUp logo (a turquoise “K”) to your 
website.  This will allow visitors to your company website to easily download your vCard.   

• Click on “Embed Code” tab, located in the left-hand column of the page. 

• This will generate an HTML code. 

• Copy the HTML code and send it to your website designer.  Ask your website designer to 
add the HTML code to your company’s website. 
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Step 6: Set Up your Email Signature 
 

• Proceed to “Email Signature” tab, which is located on the left-hand column of the page.  
This function allows you to create a block email signature, which you can copy and paste 
into your email signature. 

 
Step 7: Review Reports on your vCard 
 

• Click on the “Reports” tab, located on the left-hand column of the page.  This allows you 
to view the reports on how many people have downloaded your vCard. 

 

(c) Marketing Ideas Using Your SmartCard 
 

• Use the SmartCard Tools:  When people ask for your card, give them your SmartCard 
using the QR scanner (located on your USA 500 Clubs SmartBadge / Name Badge), the 
text code, or the custom URL found on KeynectUp (under the “Share” tab).  Like the USA 
500 Clubs custom URL for your profile, the KeynectUp custom URL is downloadable into 
a CRM.  

 

• Incorporate your SmartCard into your Email Signature: You may create a box or logo in 
your email signature that people can click to download your enhanced vCard.  To create 
this signature, go to KeynectUp and click the “Email Signature” tab on the left hand side 
of the page. 

  

• Send your Links to People: When people ask for your contact information over the phone 
or via email, send them the link.  All they have to do is click the link, answer your custom 
questions, and then they can download your contact information!  You will receive a 
notification when they download your vCard!  
 

o Add the KeynectUp logo to your website so that visitors can simply click on the 
logo and to download your vCard! 

 

• Become a Giver and a Center-of-Influence:  If someone asks you if you know a certain 
type or professional, or they mention the need for a particular professional, don’t do the 
“I’ll get back to you later with their contact information”.  The enhanced vCard through 
KeynectUp allows you to make the referral instantly.  A timely and accurate referral is 
valuable.  Waiting to give or get information diminishes the chances that contact is made.  
ACT ON THE NEED IMMEDIATELY!   
 

• Using Text Messaging to Refer Fellow Members: All USA 500 Clubs members can refer 
any fellow member by using the easy texting system.  As long as you know the first letter 
of a person’s first name and the first four letters of their last name, you can pass along 
your fellow members’ SmartBadge!  This is a potent tool! 
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o To have a contact download a fellow member’s vCard, they just need to text the 

members’ USA 500 Clubs code to 41411, and click the hyperlink they receive.  Each 
member’s unique USA 500 Clubs Code is “USA500 + first letter of first name + first 
four letters of last name”. 
 

▪ Note: If a person’s last name has only three letters, their code will be 
“USA500 + first letter of first name + first three letters of last name”. 

 

• Make Yourself Stand Out by Using this Technology: You can find any members 
information, and you can give someone else any member’s information, from any place, 
and at any time, assuming you have a phone signal/date!  You will impress anyone who 
asks you for a referral/recommendation, by providing instantly providing them with the 
information of the member you are recommending.  Yu will show that you are the 
connected person they want to call when they have a need.  You are a center-of-influence. 

 

(d) SmartBadge 
 
Every USA 500 Clubs member has a SmartBadge.  The SmartBadge is a multi-faceted tool that 
provides you two (2) name badges in one!   
 

• Side 1: This is your USA 500 Clubs name badge, which displays your name, firm name, 
home club, phone number, email, and the USA 500 Clubs logo. 
 

• Side 2: This side displays your name, firm name, QR code, and texting instructions.  This 
side does not include any USA 500 Clubs related information. 

 
If anyone asks you for your business card, instead of handing them your business card, have them 
scan the QR code, located on “Side 2” of your SmartBadge.  Virtually all smart devices have a QR 
scanner built into them.  The more recent iPhone models are equipped with cameras that double 
as scanners.  If your phone does not have that capability built in, you can download one of several 
free QR code reader apps. 
 
When your QR code is scanned, your vCard will instantaneously download into the scanner’s 
smart-device and/or to their contact management system.  It is that simple!  The novelty of this 
technology will help you stand out!  People enjoy going through the process because efficient 
and innovative.  People will thank you for saving them the time of having to enter your 
information into their contact management system.  You have taken a task off of someone’s plate 
and you have turned it into a fun and exciting transaction.  Keep your SmartBadge in your wallet, 
so that you never have you carry around business cards again! 
 
If someone does not have a QR code reader/scanner on their phone, they can use the text 
function to download your information.  You can refer to the text instructions on Side 2 of your 
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Smart Badge.  All someone needs to do is text your USA 500 Clubs code to 41411, and click the 
hyperlink they receive.  Each member’s unique USA 500 Clubs Code is “USA500 + first letter of 
first name + first four letters of last name”.  For example, If I want to give John Smith’s contact 
information to someone, I would instruct them to text “USA500JSMIT” to 41411.  Upon sending 
this text, the texter will receive a hyperlink, allowing them to instantly download John Smith’s 
vCard. 
 
In addition to serving as a tool for giving out information, you may also use your SmartBadge as 
a DTQ card when you forget to bring your business card to a club meeting.  The information on 
the Side 1 of your SmartBadge is everything you need to set up a DTQ. 
 
Congratulations!  You have now completed a thorough profile AND you’ve set up the public-
facing tools as your disposal to that your fellow members can easily share your information with 
other people, using text (SMS), hyperlinks, and QR codes!  The easier it is for you and others to 
send out your professional profile, the more likely it will occur!  
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Section B. Getting Off The Couch (a/k/a Making Yourself Valuable To Your 
Fellow Members) 

 
 

Part 1. Creating And Committing To A Meeting Schedule 
 

ESTIMATED TIME TO COMPLETE: 1 hour 

  

DATE TO BE COMPLETED BY:  

  

COMPLETED BY:  

 
Relationship Marketing is perhaps the most enjoyable way of developing meaningful 
relationships with vital resources, potential clients, and others who will advertise your services 
as part of their resource network.  Think of this as growing a great group of friends who WANT 
to help you because they care about you and they trust you.  If you want your fellow members 
to think of you as a resource, you need to be in front of them consistently and with purpose.  Be 
present and be seen! 
 
While I prefer the term Relationship Marketing, most people call it “networking”.  Networking is 
self-defining.  The word is purposefully called “netWORK”, not netPLAY, not netEAT, not 
netDRINK!  
 
In the following video, Dr. Ivan Meisner discusses how much time should be dedicated to 
networking activities.  Please watch this video and start thinking about the time and the 
commitment you are currently devoting to your networking activities, both inside and outside 
USA 500 Clubs.   
 

INSTRUCTIONAL VIDEO: Click Here to see the video called, How much time should be 
dedicated to business networking?. 

 
In Part A, Section 1 of this Relationship Marketing Plan, you set the foundation for success.  You 
went through the all-important process of defining who you are, sharpening your message, and 
setting up the tools to allow members to quickly refer people to you.  If you have not completed 
Section 1 of Part A, I suggest that you go back and do so now. 
 
Obviously, your public persona and your personal brand is a significant component that will affect 
your success (or lack of success) within USA 500 Clubs.  We talk about knowing your fellow 
members, liking your fellow members, trusting your fellow members, and ultimately referring to 
your fellow members.  While people may skip the first three steps and take leaps of faith, those 
members who spend the time on the first three steps end up developing authentic personal 
relationships that will yield ongoing results, both professionally and personally. 
 

https://www.entrepreneur.com/video/287278
https://www.entrepreneur.com/video/287278
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USA 500 Clubs provides dozens of tools to facilitate building relationships.  The foundation for 
building relationships with members is the monthly meeting of your home club.  Your monthly 
home club meeting is the glue that holds your entire USA 500 Clubs experience together.  The 
monthly club meeting is where you establish a public persona, reinforce your brand, get set up 
in DTQ meetings, and have fun.  To make the meetings work for you, you must commit to your 
club and fellow members.  To achieve remarkable results, you must give remarkable effort.  
 
To be an effective relationship marketer, you need to participate ACTIVELY.  Participation means 
you have to commit to regularly attending your meetings, guesting at other clubs, attending 
social events, and MAKING YOUR PRESENCE KNOWN at each.  Engage!  Engage!  Engage!  When 
we ask our Club Facilitators to describe the qualities they are looking for in prospective members, 
many say they want “Dynamic, Engaged, Givers”.  Use the meetings, trainings, and events you 
attend through USA 500 Clubs to establish yourself as a dynamic, engaged, giver! 
 

(a) Tasks To Complete 
 

(i) Task 1: Schedule Your Meetings In Your Calendar, In Perpetuity 
 
Regardless of the calendaring system you use (i.e. Outlook, Google Calendar, Act! CRM, etc.), you 
have the option to create a recurring event.  If your club meeting is the first Thursday of every 
month, schedule it on your calendar as a recurring calendar event, that does not have an end 
date.  Do not wait to see if something better comes up, or not, registering and scheduling yourself 
to attend your monthly home club meeting.  OTHER MEMBERS PAY, IN TIME AND DOLLARS, TO 
BE IN A ROOM SURROUNDED BY OTHER PROFESSIONALS, AND THIS INCUDES YOU.  IF YOU ARE 
NOT ATTENDING YOUR MONTHLY HOMECLUB MEETINGS, YOU ARE DEPRIVING YOUR FELLOW 
MEMBERS THE OPPORTUNITY TO WORK WITH YOU. 
 

(ii) Task 2: Registering For Meetings 
 
Register for the upcoming meetings for your home club through the USA 500 Clubs website.  The 
USA 500 Clubs calendar has all meetings scheduled for out for the next several months.  Barring 
any future changes (i.e. host venue relocations, meeting date changes due to holidays, etc.), the 
calendar is accurate.   
 
The easiest way to register for your home club meetings all one time, is to follow these steps: 
 

• Go to www.usa500clubs.com and Sign in. 

• Click the “Member Homepages” Button and Select Your Region. 

• Click the box that says, “My Club(s)”.  You can also select “My Club(s)” by clicking on the 
“QUICK LINKS” dropdown link at the top of the page. 

o Every club, RoundTable, and Common Interest Group (“CIG”) that you are a 
member of will be listed on the page you are directed to by clicking “My Club(s)”. 

http://www.usa500clubs.com/
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• Click the Title of your Home Club, which is a hyperlink.  There will be a gold * next to your 
home club. 

• Click on the blue “Calendar” button, located at the top of the page, just below the name 
of your home club.  The button also includes a calendar image/icon in it.  You will now see 
all the calendar events related to your home club. 

• Click on the hyperlink for each Club Meeting/Event, which will take you to the registration 
page. 

• Register for the meeting. 

• Repeat x 12! 
 
INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to Easily Register for 
Multiple Home Club Meetings (Flash Player may be Required). 
 

(iii) Task 3: Creating a “4 x 3” Plan 
 
Implementing a 4 x 3 Plan is arguably one of the most impactful things you can do to have a 
successful membership experience!  Relationship Marketing is about developing authentic and 
meaningful relationships with key influencers in our community.  Your home club is the platform 
from which you launch into all the other benefits of the organization: networking exercises, 
relationship development, DTQs, information for the clubs, social events, etc.  Each club is limited 
to approximately 25-30 members.  Going to the same meeting for years, with the same people 
can seem a little redundant and boring, despite the great activities.  However, like most 
MEANINGFUL relationships, familiarity is what makes the relationship valuable, in spite of the 
fact that the novelty may have worn off.  The following plan will help you maintain the excitement 
of developing new relationships WHILE preserving your more meaningful home-club 
relationships! 
 
Dunbar’s Number estimates that most humans can maintain a network of about 150 
relationships.  For purposes of this theory, “relationships” are informally defined as, “the number 
of people you would not feel embarrassed about joining uninvited for a drink if you happened to 
bump into them in a bar”.  Think about the comfort level you need to have to join someone for 
a drink without being invited.  How many people would you invite to join you or feel comfortable 
joining?  150 is a lofty number!  USA 500 Clubs works hard to help our members develop these 
types of meaningful relationships which are based on trust and a high level of comfort. 
 
It is this level of trust that precedes most referrals, and this is the key to developing business 
relationships.  To achieve this level of trust, the first step is to be a consistent presence in other 
peoples’ lives.  Implementing the “4 x 3” Plan will help you achieve this level of familiarity, with 
your fellow members. 
 
The “4 x 3 Plan” was developed to help you know, and be known by, 150 fellow members, without 
encumbering yourself with meetings and the subsequent DTQs.  If you visit a club three (3) times 
consecutively, people in that club will start to consider you a member of their club.  THIS 

https://screencast-o-matic.com/u/lrgc/RegisterHomeClubMeetings
https://screencast-o-matic.com/u/lrgc/RegisterHomeClubMeetings
https://en.wikipedia.org/wiki/Dunbar%27s_number
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STRATEGY REQUIRES THAT YOU ATTEND YOUR HOME CLUB MEETING AND ONE (1) OTHER 
MEETING PER MONTH!  THE 4 x 3 PLAN IS VERY MANAGEABLE! 
 
Here are the steps to implement the 4 x 3 Plan:  
 

• Choose Four (4) Clubs to Visit: Select four (4) other clubs that you would like to visit.  You 
can go to the Club Info page on the USA 500 Clubs website for a complete list of our clubs 
in each region, along with the meeting details for each club. 
 

o There are many ways to select which clubs you intend to visit.  For example, you 
may strategically select the clubs by analyzing their membership in terms of what 
practice your practice with complement, OR you may select these clubs based on 
geographical convenience.  Of course, taking a strategic approach to select which 
clubs you plan to visit, will typically benefit you more, than just selecting the club 
meetings based on proximity to you.  Regardless of your approach, implementing 
this strategy will undoubtedly increase your exposure with the USA 500 Clubs 
community. 
 

o INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to Search for 
Membership of a Specific Club or Clubs (Flash Player may be Required). 

 

• Commit and Register: Once you select the four (4) clubs you plan to visit, commit and 
register to attend each club’s meeting three (3) months in a row6. Some members prefer 
to choose three (3) clubs and visit each club four (4) months in a row (i.e. a 3 x 4 Plan).  
While you will meet fewer people using this approach, you may have a more meaningful 
impact.  Of course, this is up to you. 
 

• Calendar Your Commitments: Enter your commitments into your calendar.  Remember, 
visiting these four (4) other club meetings are IN ADDITION to monthly home club 
meeting.  At the end of one (1) year of doing the 4 x 3 Plan, you will be in front of your 
home club members 10-12 times, AND you will be in front of the members of four (4) 
additional clubs (approximately 120 different members) three (3) times each.  As a result, 
you will be known to about 150 members.  The 4 x 3 Plan is an easy and manageable 
process to get your name into the USA 500 Clubs community.  Repeated over year after 
year, and you and your practice will be known by hundreds of local professionals! 
 

o For Example:  If you start the 4 x 3 Plan in September, here would be your guesting 
schedule for one (1) year: 
 

▪ Months to Visit FD1: September, October, November 

 
6 Some members prefer to select three other clubs and attending each one four times (“3 x 4”).  You meet less 

people, but may a more meaningful impact.  Of course, this is up to you. 

 

https://screencast-o-matic.com/u/lrgc/SearchMembershipOfClub
https://screencast-o-matic.com/u/lrgc/SearchMembershipOfClub


 

Relationship Marketing Plan – Fall 2019 Page 39 of 68 

 

▪ Months to Visit FD2: December, January, February 
▪ Months to Visit FD3: March, April, May 
▪ Months to Visit TNS: June, July, August  

 
Imagine having 150 respected professionals and trusted advisors who are very familiar with you 
and your practice.  If you make a positive impact on these people, you have created a powerful 
referral team for your business! 
 
Below, please find a list for you to complete and commit to: 
 

First Club to Visit for 3 Consecutive Months: _______________________ 

 

Meeting No. Meeting Date Registered (Y/N) In Calendar (Y/N) 

(1)     

(2)    

(3)    

 

Second Club to Visit for 3 Consecutive Months: _______________________ 

 

Meeting No. Meeting Date Registered (Y/N) In Calendar (Y/N) 

(1)     

(2)    

(3)    

 

Third Club to Visit for 3 Consecutive Months: _______________________ 

 

Meeting No. Meeting Date Registered (Y/N) In Calendar (Y/N) 

(1)     

(2)    

(3)    

 

Fourth Club to Visit for 3 Consecutive Months: _______________________ 

 

Meeting No. Meeting Date Registered (Y/N) In Calendar (Y/N) 

(1)     

(2)    

(3)    

 
 

Now that you have completed your meeting schedule, stick with it! 
 

 



 

Relationship Marketing Plan – Fall 2019 Page 40 of 68 

 

Part 2. Meeting Strategies 
 

ESTIMATED TIME TO COMPLETE: Ongoing 

  

DATE TO BE COMPLETED BY: Ongoing 

  

COMPLETED BY: Ongoing 

 

(a) Before A Meeting 
 
Make the most of every meeting you attend by: (i) planning ahead, (ii) preparing for DTQs, (iii) 
being active, and by (iv) volunteering. 
 

• Plan Ahead: Plan Ahead by Selecting the clubs you intend to visit, and by reviewing the 
registration list in advance of each club meeting you attend. 
 

o Club Selection: Selecting the clubs to visit should be a serious consideration!  As 
an organization, we will try to place you in a club that needs your profession and 
practice area, but we also need you to evaluate whether the club is best for you.  
We try to avoid unnecessary dilution, but we do not know what you are looking 
for unless you tell us.  When selecting your home club, as well as those clubs you 
intend to visit, make sure that you will complement the people and practice areas 
in the room!  If you are a solo, collaborative divorce attorney and there are two 
solo, collaborative divorce attorneys in a club, it may not be a great club to visit, 
regardless of whether the club geographically convenient or not!  Be strategic! 
 

o Registration List: The attendance list for every regular meeting is distributed to all 
registered attendees the day before the meeting.  The list, as well as the meeting 
reminder, which is sent two (2) days before the meeting, provide reminders and 
ideas for you to think about before attending.  Review the registration list and plan 
as to whom you want to meet during the open networking portion of the meeting.  
Look up the profiles of the members you want to meet to learn more about them 
before the meeting.  

 

• DTQs: Prepare a business card for your DTQ requests, or use your SmartBadge if you don’t 
have a business card.  Don’t wait until the Club Facilitator calls for business cards. You will 
feel rushed and likely not ask for a custom DTQ.  When reviewing the registration list, 
write the names of the three people you would most like to be in a DTQ with on the back 
of your business card.  Depending on the month in the DTQ cycle, you may only get match 
with one of the people you requested, but you may also get more!  If it is a duo-DTQ 
month, approach the DTQ Coordinator before the formal part of the meeting begins, and 
request that they try to accommodate your DTQ request. 
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• Be Active: Ask your Club Facilitator if you can participate in various focused activities, 
such as the One Sheet Exercise, Member Spotlights, MasterMinds, and practice 
comparisons.  The more people know you, like you, and understand what you do, the 
more likely they will think of you when they have a need in your practice area. 

 

• Volunteer: It takes a lot of work to run a club.  Ask your Club Facilitator if you can be on 
the Leadership Committee or help organize specific activities.  Your Club Facilitator will 
appreciate it, and you will get extra exposure to others in your club by become more 
active within your home club. Be mindful of what you volunteer to do. People will 
evaluate you on how well you do the job.   

 

(b) The Meeting 
 

• Arrive On Time for the Open Networking Part of the Meeting: It is tempting to sleep the 
extra one-half hour, but it is more important that you get to the meeting for the thirty 
(30) minute networking portion of the meeting.  Again, it is the personal relationships that 
primarily drive business, not your elevator pitch.  The open networking part of the 
meeting a scheduled time every month to at least say hello, ask how others are, set-up 
times to meet, and have fun. 

 
o It is normal to socialize with the members you already know, but try to approach 

members you don't know!  Remember, even your closest friends were strangers 
at one time!  You may find yourself requesting your new acquaintance for a DTQ! 

 
o Approach prospects!  Prospects are eager to meet members and establish 

relationships.  You may become their go-to resource in your practice area because 
you developed the relationship first. 

 

• Know Your Brand: Despite instincts that may tell you otherwise, casting a broad net, or 
soliciting all the services your firm may offer, only confuses your fellow members and will 
result in fewer referrals.  Select the business you want to build or have already developed 
and stick with it!  Try to narrow the focus of your niche.  Marketing your niche practice 
will result in more business, and will help you differentiate yourself within the 
organization.   

 
o WINK 201: I suggest taking the WINK 201 Training to help you define your brand.  

If you are interested in taking the WINK 201 Training, please email Laurin Johnson 
(laurin@usa500clubs.com).  

 

• Respectfully Make Your Presence Known: To merely attend another meeting will not 
maximize your opportunities.  You need to make your presence known during the 
meeting, in addition to doing so during the open networking part of the meeting. 

 

mailto:laurin@usa500clubs.com
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o During the meeting, have something to contribute to Announcements, ROCKs, 
Meaningful Acknowledgments, or otherwise.  Please be respectful of everyone's 
time and make sure what you share adds value. 
 

o DO NOT compare your fees or compensation structure to other members! 
 

o Do Not Solicit!  Even if you think you are “smooth” and doing a “back-door” solicit, 
our members are very intelligent and can see through it.  Members will resent 
your efforts.   

 
o Educate members about what you do using timely issues, legislation, current 

events, etc. 
 

• Be a Proactive Listener: Throughout the meeting, you will hear announcements, ROCKs, 
meaningful acknowledgments, and other interesting inviting bits of information.  As the 
49'ers used to yell, "There is gold in them thar hills!"  If you pay close attention to what 
people are saying, as well as to the little voice in your head, you will uncover a multitude 
of introductions, ideas, opportunities, or commonalities.  If someone mentions something 
they did on a case and it reminds you of someone else’s practice (whether they are in a 
different profession or not), you should be thinking of making an introduction.  If a 
member mentions a hobby or passion and your little voice recalls a book or article you 
read, send it to them.  Listen, Listen, Listen! 
 

• Help Cards: “Help Cards” are a simple yet effective tool for passing along opportunities, 
making introductions, sending a note, or reaching out for any reason.  Help Cards should 
be placed throughout the meeting room for every member’s convenience.   
 

o Paper is cheap!  When you hear an opportunity, think of an introduction, 
recommend an article or book, or you just have an idea, fill-out the Help Cards and 
pass them along to other members.  People love to receive this thoughtful little 
gift!  It shows you are listening and that you care.   

 

• Follow Up: Be it a DTQ, personally arranged meetings, a promise to make an introduction, 
or anything else – if you tell a member you will do something, follow-up and do it! 

 
Now, go to a meeting and be an outstanding member! Your efforts will be rewarded with 
friendship, resources, and opportunities. 
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Part 3. Meaningful Acknowledgments 
 

ESTIMATED TIME TO COMPLETE: Ongoing 

  

DATE TO BE COMPLETED BY: Ongoing 

  

COMPLETED BY: Ongoing 

 
What is the proper way to say thank you to someone?  In the USA 500 world, Meaningful 
Acknowledgments are currency.  The more meaningful acknowledgments you receive, the higher 
your metaphorical stature in the organization, which means that members will seek you out and 
will go out of their way to develop a relationship with you.  When you receive a lot of meaningful 
acknowledgement, people will recognize that you are a center-of-influence for your family, 
friends, clients, colleagues, and to anyone who come across your path.  When you receive 
meaningful acknowledgments, it demonstrates to your fellow members that you have a deep 
bench of contacts and clients, and that you are a trust advisor, and that you are someone others 
seek out for guidance and resources.   
 
While almost any “thank you” will spotlight you for a moment in time, you have little control over 
how someone describes the good deed that you have done for them.  That said, a missed 
opportunity to thank someone, or a substandard “thank you”, will likely lead to hurt feelings and 
resentment.  On the other hand, outstanding Meaningful Acknowledgment will make you feel 
and look like a star in the eyes of others.  This is not an insignificant result, as other people in the 
rooms may lean towards helping you, if only so they can be on your “list”.  This goes both ways!  
You must also give strong Meaningful Acknowledgments to make others look good! 
 
In this section, we will discuss and create a plan for using all the tools available to you to help 
others shine!  In the process, you will earn the respect, business, and the admiration of your 
audience.   
 
Meaningful Acknowledgements are different from all other ways of saying “Thank You” to a 
fellow member for helping you.  In a Meaningful Acknowledgement, you want to make sure to 
accomplish several items: 
 

• Correctly pronounce the name of the person you are thanking. 

• Correctly pronounce the name of the company of the person you are thanking. 

• Explain what the person you are thanking does professionally, including their niche 
practice. 

• Describe how or why the referral came about, how the person was in the position to refer 
the business to you, and explain how you fit into that equation. 

•  
o If the deal stems from a unique or comment-worth transaction, discuss it.  
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• Did a member go the extra mile to make the introduction and/or to make the deal work?  
If so, highlight that during your Meaningful Acknowledgment. 

• This is not required, but including a little-known fun fact about the person you are 
describing can be very memorable.  
 

o Little Known Facts: The fact is that most people will not remember most of your 
Meaningful Acknowledgment after it is given.  A preponderance of Meaningful 
Acknowledgments is what people usually remember.  Absent a ton of Meaningful 
Acknowledgments, a great way to help members remember the recipient is to tell 
a “Little Know Fact” (“LKF”) about them.  An LKF can be fun, impressive, and will 
certainly help members remember you and the person you are describing. 
 

• And then, at the end, and only at the end, state your name, your company name, and 
provide a brief description of your practice. 

• A Meaningful Acknowledgment should not last longer than one (1) to two (2) minutes. 

• A truly Meaningful Acknowledgment champions and highlights the other person you are 
thanking, not yourself.   
 

Here is a “DO NOT DO” list when it comes to Meaningful Acknowledgments: 
 

• “Mocknowledgements”: This is not an acknowledgment, but rather it is a short 
presentation about something that is not a piece of business, introduction, or meaningful 
favor.  This speech is the classic “Thank you for taking me to a great new restaurant in 
town ... great sandwiches!”  Other members recognize this for what it is, an attempt to 
do a short advertisement or to draw attention to oneself. 
 

• “Lacknowledgements”: This happens when someone doesn’t know enough to make a 
proper meaningful acknowledgement. This acknowledgment is one of the most 
damaging.  The speaker stands up to say thank you, only to forget the name of the 
recipient’s firm, the recipient’s practice area, or other essential information.  The 
recipient often feels slighted and unappreciated, thinking to themselves, “I gave this 
person business, and they can’t even be bothered to remember my name”.  Be prepared! 
 

• “Backnowledgements”: This is also known as a “reverse serve”.  If somebody has already 
given a Meaningful Acknowledgment to you for a particular matter, there is no need for 
you to stand up to return the favor by discussing the dame deal.  This is a waste of 
everyone’s time! 
 

• “Hacknowledgements”: This is where someone messes up every component of their 
acknowledgment.  To stand up and mispronounce a member’s name, mispronounce the 
name of their firm, and to not know their practice area, comes across and ungrateful and 
unprepared.  It is a safe assumption that they pronounced your name correctly when 
making the referral! 
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• “Factknowledgements”: This is when the person provides way too much detail.  It is 
terrific to explain how or why a transaction came about but be appropriately brief.  If you 
need describe the details of a deal to adequately describe another person’s practice, go 
for it.  However, be cautious so as not to “lose” your audience by going into the 
unnecessary minutiae. 

 
There are several places where you can give a Meaningful Acknowledgment, which are detailed 
below. 
 

• Meetings: It is a suggested practice to give Meaningful Acknowledgments at all the 
meetings you visit in each month, assuming the club(s) are allowing acknowledgments 
outside the room.  At a minimum, you should give an acknowledgment in your own club, 
and visit the recipient’s home club to do the same.  It makes the member look good and 
it shows you are grateful and know how to highlight the recipient.   
 

• ROCK Wall: If you post a Meaningful Acknowledgment on the “Meaningful 
Acknowledgments” ROCK Wall, not only will all your SocialLink connections see your post, 
but all the subscribers to that ROCK Wall will also see that post.  Not to mention, if you 
make a post on any forum of the ROCK Wall, it remains in the database and is searchable, 
in perpetuity.  A Meaningful Acknowledgment at a club meeting(s) lives for the time of 
the meeting.  A Meaningful Acknowledgment on the ROCK Wall lives forever! 
 

• SocialLink: If you post a Meaningful Acknowledgment using the SocialLink feed, your 
acknowledgment will go out to all your connections.  Your connections will see your 
gratitude and can “Like” or “Share” your post with their connections!  
 

• DTQs: If you are discussing business during a DTQ, it never hurts to toss in a few great 
words about someone who has helped you, and why the person is a valuable resource.  
This is less structured, but it can be more meaningful, given that it can result in an 
engaging conversation, which enables you to elaborate about the recipient.   
 

• Card or Gift:  Giving card, gifts, or fee-sharing is not prohibited by our organization unless 
dictated by law or accepted practices.  It is your responsibility to make sure you are not 
violating any laws, by-laws, or accepted practices in your industry.  If referral fees, fee-
sharing, or gift-giving is not forbidden, we encourage various ways of saying thank you.  A 
simple card is often powerful and more than enough. 

 
INFORMATIVE ARTICLE: Click Here for a Forbes Article on Saying Thank You: 
https://www.forbes.com/sites/amymorin/2016/11/20/how-an-authentic-thank-you-can-
change-your-workplace-culture/#441fc0577990 

  

https://www.forbes.com/sites/amymorin/2016/11/20/how-an-authentic-thank-you-can-change-your-workplace-culture/#441fc0577990
https://www.forbes.com/sites/amymorin/2016/11/20/how-an-authentic-thank-you-can-change-your-workplace-culture/#441fc0577990
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Part 4. Strategic DTQs 
 

ESTIMATED TIME TO COMPLETE: 10 minutes 

  

DATE TO BE COMPLETED BY: Ongoing 

  

COMPLETED BY: Ongoing 

 
At this point, if you are implementing the plan in the order in which it is being presented, you 
have updated your profile to enhance your marketability and searchability on our website.  You 
have set up your KeynectUp account for your SmartCard.  You have created and implemented a 
robust guesting strategy.  You are purposeful when attending your meetings.  Now, I will discuss 
how to maximize the value of your DTQs.  
 
DTQs stands for Duos, Trios, and Quattros.  While each DTQ type represents a different social 
dynamic, all DTQs are small meetings, organized by each club’s DTQ Chair, which provide 
members an opportunity to get to know the “back side of a person’s business card” and learn 
more about your fellow members.  DTQs are perhaps the most essential activity in the USA 500 
Clubs toolbox!  
 
DTQs (i.e. Duo meetings, Trio meetings, and Quattro meetings) are run on a calendar basis.  The 
first month of every quarter is a “Duo Month”.  The second month of every quarter is a “Trio 
Month”.  The third month of every quarter is a “Quattro Month”.  The reason we rotate between 
Duos, Trios, and Quattros, to allow our members to take advantage of varying group dynamics 
and to create a guesting strategy, which plays to that particular member’s strengths.   
 
For example, if you choose to guest once per quarter, you may wish to do so on the Quattro 
months, allowing you to meet three (3) members of a club in one shot.  If you prefer one-on-one 
interactions, you may choose to guest during the Duo months.  
 
As noted in Section B, Part 2, Step 1, you should prepare for any meetings you attend by knowing 
who you would like to DTQ with, and by knowing what month it is in the DTQ cycle.  Here are the 
suggested practices and rules when it comes to DTQs:  
 

• No Meeting, No DTQ: With rare exception, you will not be included in DTQs unless you 
attend the meeting.  It is too complicated for the Club Facilitator or DTQ Coordinator to 
recall who wants what.  DTQs are a privilege earned by attendance. 
 

• Review Attendee List Prior to the Meeting: One (1) day prior to any meeting you are 
registered to attend, we will send you the list of everyone who is registered for that 
meeting.  Review at the list, click any member’s name to review their profiles and gauge 
any synergistic relationships.   
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• Prepare Your DTQ Request: Meetings move quickly.  Don't be caught off guard when the 
Club Facilitator asks you to pass forward your business card for DTQs.  BE PREPARED.  
When reviewing the attendee list, write the names of the top three attendees, with whom 
you want to be matched, on the back of your business card.  This way, you have a card, 
with requests, ready, and prepared for the meeting.  Given that several others are also 
asking for arranged DTQs, writing down several names on the back of your business card 
will maximize your chances of getting paired with at least one of your requests!  If you 
are following the 4 x 3 or 3 x 4 Guesting Plan (Section B, Part 1), select your top 6-8 
requests, write the said list on the back of three (3) of your cards.  This way, you are 
prepared for three (3) months, and you can simply cross off the names of those you have 
met in prior DTQs.  Hopefully, at the end of three (3) months, you will have met all six (6) 
of your requests, maximizing your guesting efforts! 
 

o No DTQ:  If you know that you are too busy for a DTQ during a given month, write 
“No DTQ” on the front of your business card when you pass it into the DTQ 
Coordinator.  This request is perfectly acceptable.  We use the DTQ cards to track 
meeting attendance, so it is important to pass forward your business card, even if 
you cannot do a DTQ that month. 
 

o No DTQ with Certain People: If you prefer not to meet a specific member(s), for 
whatever reason, simply write “No-DTQ - followed by the name(s) of the person 
you don’t want to meet with”.  The DTQ Coordinator will do his or her best not to 
put you together.  It is not a bad thing to use this option, nor is it a bad thing to 
have your name associated with this option.  There are a million reasons why 
someone may make this request, and you never be questioned about why you are 
exercising this option. 

 

• Speak to the DTQ Coordinator:  If there is an attendee with whom you particularly want 
to meet, approach the DTQ Coordinator, with your prepared card in hand, and mention 
that you came to the meeting to specifically meet someone.  The DTQ Coordinators will 
do their best to accommodate the request. 
 

• Coordinating Your DTQs:  Do not leave the meeting without coordinating your DTQs!  
Everyone’s time is valuable. Trying to coordinate DTQs over email is a nightmare.  Bring 
your calendar to every meeting so that you can schedule your DTQ at the end of the club 
meeting.  If someone in the DTQ left early, coordinate the DTQ with the other members 
and volunteer to send the date/time/venue to the absent party.  
 

• Make Your DTQs Count!  Based on the structure of DTQs, you will meet six (6) members 
of a club per quarter (i.e. 24 members per year).  Most clubs have 25-30 members.  This 
limitation means that you are not likely to meet every member of a club during a full year, 
and you may meet some folks several times.  This fact not only reinforces the importance 
of requesting DTQs, but it also reinforces the need to making your DTQs count!  Meeting 
only once or twice during the year, will hardly create a strong relationship.  In fact, studies 
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suggest7, that your DTQ partners will likely forget the majority of what you say within a 
month, much of it in the week following the meeting.  So, it will take several meetings to 
have what you say, and what you hear, sink-in.  DTQs are a cumulative effort requiring 
several meetings.   
 

• Make You and Your DTQ Memorable:  Here are some ideas to make yourself more 
memorable, in a shorter amount of time: 
 

o Ask your DTQ partners if there is something they have always wanted to do?  
Creative and fun DTQs may require more time and money, but they will most 
assuredly result in a more memorable experience, which means the people you 
meet with are more likely to leave with a strong, and memorable impression of 
you. 

 
▪ I always say, if you can spend a day deep-sea fishing with people and don't 

throw them overboard, then you are friends for life!  There are many, 
many activities that bring people together: sports; cultural events; novel 
activities; interesting venues; specialized restaurants.  If you and your DTQ 
partners do something new and interesting, you will imprint yourself into 
their memories, and you will likely establish a more meaningful connection 
than you would from eating at Panera. 

 
o Be strategic about using the DTQ schedule.  If you want to connect with a 

particular member, one-on-one, visit that member’s home club during a duo 
month, make a point to ask the DTQ Coordinator to put you in a DTQ with person 
you are requesting, and do a memorable DTQ!  If you are matched with people 
you already know well, perhaps a “regular DTQ” is in order.  Some members 
categorize their DTQs as Gold, Silver, and Bronze; creating elaborate DTQs, or not, 
based on how to maximize the relationships. 

 

• Cancelling DTQs: If you must cancel a DTQ, you should email, call, and text the other 
people to make sure they know you will not be able to attend.  If you cancel a DTQ, it is 
incumbent upon you to verify that all parties received the cancellation, and it is your 
responsibility to reorganize the DTQ. 
 

• Confirm DTQs:  Sending a confirmation prior to a DTQ, is a great way to avoid 
misunderstandings.  The confirmation establishes the date, time, and venue so that there 
are no misunderstandings.  If you are meeting at a restaurant-chain, please confirm the 
location.  There have been many events where one member arrived at one venue and 
others arrived elsewhere! 
 

 
7 INFORMATIVE ARTICLE: See the following article: https://hbr.org/1957/09/listening-to-people. 

https://hbr.org/1957/09/listening-to-people
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• DTQ Sheets:  If you lose your DTQ Sheet and need to get a copy, you can retrieve a copy 
using the My Club(s) page on the website.  When you are on your Regional Homepage, 
you can access “My Club(s) through the Quick Links dropdown list at the top of the page, 
or through the “My Club(s)” box in the middle of the page. 
 

o INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to Retrieve 
a DTQ Sheet (Flash Player may be Required). 

 

• Making Your Own DTQs: If you are not matched with your request, you are encouraged 
to ask other members to meet on your own.  DTQs are not required for members to meet 
each other! 

 
The final topic I want to discuss as it relates to DTQs is etiquette.  DTQs offer you an opportunity 
to develop relationships with fellow members, and the relationships you develop are the “life 
blood” of your USA 500 Clubs experience.  Below please find Joe’s Rules of Order and Conduct 
for DTQ Meetings.  
 

• DTQs are “Dutch”:  Unless someone offers to pay, for whatever reason, the assumption 
is that DTQs are paid for by each participating member.  You may choose to split the bill 
by the number of attendees, but always try to be considerate of someone who may order 
something much less expensive than the others (i.e. salad vs. lobster), or who does not 
order alcohol.  Be fair!  It is appreciated. 
 

• Exchange Cell Numbers: Emergencies happen.  If and when they do occur, you need to 
reach out as soon as possible to let your DTQ partners know you will not be able to attend.  
Except for the most extreme cases, it is unacceptable to not notify your DTQ partners and 
not attend the DTQ!  Everyone’s time is valuable and to treat it otherwise is disrespectful 
and unprofessional. 
 

• DTQ are Business Meetings: Do not cancel DTQs because “something better came up”, 
or you are too busy.  You made the meeting, and you are expected to be at the DTQ. 
 

• Cancelling a DTQ: Emergencies noted, if you must cancel, please provide at least 24 hours’ 
notice to your DTQ partners.  If you cancel a DTQ, it is incumbent upon you to verify that 
all parties received the cancellation, and it is your responsibility to reorganize the DTQ. 
 

• Unwanted DTQs: If you are matched with DTQ partners with whom you do not wish to 
meet, you are still expected to attend the DTQ.  There is a randomness that may occur 
when organizing DTQs that cannot be avoided.  Besides, you may find an opportunity 
where you least expect it! 
 

https://screencast-o-matic.com/watch/cqQYYPt8gg
https://screencast-o-matic.com/watch/cqQYYPt8gg
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• DTQ Location:  Unless otherwise agreed to, the assumption is that DTQs will occur in the 
general vicinity where the club meeting takes places.  If you are guesting from another 
club, you should expect to travel back to that area for your DTQ.   
 

• DTQ Agenda:  There is no agenda.  DTQs are meant to be casual meetings, NOT sales 
meetings.  Appropriate personal and business conversation is encouraged.  Unless asked 
for, do not bring sales materials.  Doing so puts other DTQ partners in an uncomfortable 
position.  It is entirely acceptable to discuss business opportunities, needs, requests, and 
great introductions, if the conversation turns that way.  It is encouraged. DTQs should 
flow naturally and without pressure.  
 

• Listen, Listen, Listen:  As the old saying goes, "You were born with two ears and one 
mouth so you should listen twice as much as you speak!"  Do not be the person no one 
wants to be in a DTQ with because you monopolize the conversation.  It only hurts you.  
Proactive listening and asking thoughtful questions will lead to great relationships. 

 
The following article is a must read! 
 

INFORMATIVE ARTICLE: Click Here for a great HBS Article on active listening: 
https://hbr.org/1957/09/listening-to-people. 

 
Congratulations!  You have now completed Section B of the Relationship Marketing Plan.  If 
you have completed all the tasks up to this point, and you are using the advice provided, you 
will have a very successful networking career, inside and outside of USA 500 Clubs!   
 
Section C of the Relationship Marketing Plan will focus on using the other tools of membership. 
  

https://hbr.org/1957/09/listening-to-people
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Section C. Big Person Campus (a/k/a Becoming A Resource For Your Fellow 
Members) 

 
 

Part 1. Impactful Introductions 
 

ESTIMATED TIME TO COMPLETE: Ongoing 

  

DATE TO BE COMPLETED BY: Ongoing 

  

COMPLETED BY: Ongoing 

 
What better way to achieve the “like” element than to make “Impactful Introductions” and 
change people’s lives?  In Section C of this Relationship Marketing Plan, we will cover what is an 
Impactful Introduction and strategies for making them.  This strategy may be the most important 
component of the marketing plan.  After all, if you are making Impactful Introductions to your 
fellow members, you will receive numerous meaningful acknowledgments during meetings, 
through SocialLink, during DTQs, and elsewhere (See Section B, Part 4 of this Plan, which 
discusses Meaningful Acknowledgements).   
 
If you develop a reputation as a giver, member will want to be around you, and they will actively 
work to create meaningful relationships with you.  Members will be more inclined to refer 
business to you, so that you begin to see them as a trusted resource.  It is not coincidental that 
the most prominent givers in the clubs are also the most successful business developers.  
  
While most introductions have some value, they are often fraught with vagaries and well-
intentioned mismatches.  Yes, luck and skillful probing by one or all parties can uncover synergies, 
but there are many lost opportunities, and the parties leave the budding relationship scratching 
their heads and wondering why they were introduced in the first place.  Worse, you may have 
wasted peoples’, and your kind intentions result in people thinking you don’t understand who 
they are or what they do.    
 
What is an Impactful Introduction?  Like anything, there are degrees of impact.  Optimally, you 
will make the most significant impact, resulting in long-term relationships that further result sin 
meaningful relationships and a considerable payoff (personally and/or professionally).  However, 
you may not be in a position to make an impactful introduction.  You may have just met a person 
and think you understand what they do, or, admittedly, you do not.  A well-intention introduction 
is better than no introduction at all, assuming you mitigate the lack of knowledge with extra 
efforts and explanations.  Making an Impactful Introduction requires work. 
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(a) Uncovering Opportunities 
 
Every single day, you encounter opportunities for your fellow members.  The challenge, of course, 
is recognizing an opportunity when you see it, or hear it, and taking the time to act on it.   
 
How do you recognize these opportunities?  Listen, watch, and pay attention!  In almost all 
interactions, someone is mentioning a need, a challenge, or an opportunity.  If you actively pay 
attention, you will learn about the people you encounter.  Start proactively thinking about 
creating opportunities, using the following ideas: 
 

• Where and When – In Person: When you are with someone in person, be an active 
listener. 
 

o INFORMATIVE ARTICLE: Click Here a great article on active listening: 
https://hbr.org/2016/07/what-great-listeners-actually-do. 

 

• Where and When – In Your Head: Start thinking of how to connect people, and make a 
habit of doing so. 
 

• Where and When – Through Social Media: Social Media is loaded with opportunities to 
connect people. 
 

o INFORMATIVE ARTICLE: Click Here for a great article on introducing people 
through LinkedIn: https://www.linkedin.com/pulse/20140819153933-6154897-
how-to-introduce-your-linkedin-contacts-to-each-other/. 

 

• Who Do You Know?: Think about the people you know, and when you think about what 
a person does personally and/or professionally, do you know someone they can help, or 
someone they would be helped by knowing? 
 

• Ask Questions:  Learn more about the people with whom you deal.  They will appreciate 
the attention, and you will uncover opportunities. 
 

• Get Permission: Asking others who may be a good connection for them will more often 
than not result in your “stock” increasing in the other person’s eyes!  Not to mention, 
they may ask the same question to you! 
 

• Be a Center-of-Influence: Let people know that you are always a resource for your friends, 
family, clients, colleagues, etc.  If people need something, all they have to do is reach out, 
because you are always happy to help! 
 

https://hbr.org/2016/07/what-great-listeners-actually-do
https://www.linkedin.com/pulse/20140819153933-6154897-how-to-introduce-your-linkedin-contacts-to-each-other/
https://www.linkedin.com/pulse/20140819153933-6154897-how-to-introduce-your-linkedin-contacts-to-each-other/
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o INFORMATIVE ARTICLE: Click Here for a great article on “Givers Get”: 
http://knowledge.wharton.upenn.edu/article/givers-vs-takers-the-surprising-
truth-about-who-gets-ahead/. 

 

• Follow-Up: If you tell someone you will make an introduction, make sure to do it.  Make 
sure to manage their expectations.  If you are busy, tell them it may be a certain amount 
of time before you can make an Impactful Introduction. 

 

(b) Making Connections 
 
Once you start uncovering opportunities, it is time to connect the dots!  You now need take the 
next step, which is to make the Impactful Introductions.  An impactful introduction should include 
all (or most) of the elements outlined below. 
 

• Understanding: You need to understand what both sides do and what their needs and 
requirements are.  Introducing a client, with $10,000.00 of total assets, to a wealth 
advisor whose investment minimum is $5,000,000, will waste the wealth advisor’s time, 
and may result in your client being embarrassed.  Again, this may show that you have not 
listened well.  Understand why you are making the referral and make sure you are correct 
in your thinking.  If you don’t understand, ask.  It is better to be told “no” than to have 
your client be told “no”. 
 

• Matchmaking: For every 100 people, you have 100 distinct personalities.  Thus, you need 
to think about proper matchmaking.  Assuming you have more than one resource for the 
introduction, you should focus on making a successful introduction by matching the 
personalities of both sides according to the situation.  It is equally important to listen to 
your client’s preferences.  You need to match the emotional and personal needs of your 
client to the strengths of the person you are connecting them with. 
 

o For Example: Your client may be a female going through a bad divorce, to refers 
to work with female attorneys.  In this instance, connecting your client with a male 
family law attorney, no matter how great the attorney is, is not going to yield a 
positive outcome. 
 

o For Example: You may have a detailed-oriented inventor who would work well 
with a detail-oriented intellectual property attorney, as opposed to an attorney 
who is more of a “big picture” thinker. 

 

• Synergies: For personal and professional introductions, it is essential to think about 
synergies.  Do the parties complement each other or each other’s practices?  How do they 
complete each other’s practices?  Matchmaking is just as important here.  Many practice 
areas have two sides to them.  Some employment law attorneys primarily and/or 
exclusively focus on management side (i.e. the Employer) matters, whereas other 

http://knowledge.wharton.upenn.edu/article/givers-vs-takers-the-surprising-truth-about-who-gets-ahead/
http://knowledge.wharton.upenn.edu/article/givers-vs-takers-the-surprising-truth-about-who-gets-ahead/
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employment law attorneys primarily and/or exclusively focus on plaintiff side (i.e. the 
Employee) matters.  This combination is a match made in heaven!  Alternatively, you may 
know two (2) management side employment law attorneys, but if one is at a large firm, 
and the other is with a small firm, they will have a significant differential in fees, which 
means introducing them can result in their ability to refer to one another.  Understand 
how your introductions can work with each other! 
 

• Creates Opportunities / Don’t Wait:  Do not wait for opportunities to drop into your lap.  
A proactive introduction can be more impactful than one that is forced by circumstance 
or timelines.  A proactive introduction allows the parties to get to know each other and 
establish a relationship before a need arises.  Agenda-free introductions are one of the 
most comfortable referrals to make!!!  Why?  People will never resent you for making an 
obligation-free introduction void of business pressures.  There is no pressure to work with 
each other and if the parties do not “click”, they just do not click.  The parties still 
appreciate your efforts.  If they do click, then you have hopefully set the parties up for a 
longer term relationship they will always appreciate! 
 

• Solve a Problem: This is the most obvious reason for an introduction.  One party has a 
need, and the other party has a solution.  This scenario is what most people rely on when 
networking.  You need to go many steps further to make yourself a big giver! 
 

• Purpose: When making an introduction, you need to be clear about why you are making 
the introduction.  Being transparent with the goals of the introduction will help all parties 
to understand the purpose of the introduction, and allows the parties to step-up or step-
out.  For example, when you say “I am introducing the two of you because Mr. A need ‘x’, 
and Ms. B provides this exact service.  I am hoping that the two of you can work to 
together after some further exploration.”, you are letting all parties involved know why 
you are making the introduction.   
 

• Skin in the Game: This is one of the essential elements of an Impactful Introduction.  Put 
your skin in the game, if possible.  By “skin in the game”, I am referring to your credibility, 
your time, and your effort.  If it is possible, offer to make a face-to-face introduction over 
coffee or a meal.  At the least, a video conference call or audio conference call will work.  
The conclusion of any introduction should be followed with the offer to get the parties 
together to meet, assuming it is geographically convenient for everyone.   This over-the-
top effort shows all the parties involved that you care about them, and that you back up 
your recommendations with your time and effort.  Not to mention, face-to-face 
introductions will more likely result in business, making you a star referral source! 
 

• Share: There no better way to create relationships, then to share non-invasive personal 
information about the parties you are introducing.  If you discover that both people are 
from the same community, went to the same college, have similarly aged kids, share a 
love for sports, share it with them.  This commonality will help people connect in a 
meaningful way.  
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The more of the above elements you can incorporate into your referrals process, the more 
impactful your introductions will be.  The more impactful the introduction, the more likely 
introduction will result in success.  The more successful your referrals, the more your fellow 
members will appreciate and acknowledge you.  The more your fellow members acknowledge 
you, the more others will want to be a resource to you.   Resources understand that they need 
to give to get.  Impactful Introductions will help you build your business!    
 

(c) Tasks 
 
Make One (1) Introduction to a USA 500 Clubs Member Per Week:  The introduction can be 
member-to-member, or to outside contacts.  If every member committed to making 52 
thoughtful introductions per year, every single member’s lives would be changed for the better.  
Making introductions is not a hard thing to do!  Make one (1) referral or introduction per week!  
You can do it!  If you do so, you will quickly become a very relevant member! 
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Part 2. Social Events 
 

ESTIMATED TIME TO COMPLETE: Ongoing 

  

DATE TO BE COMPLETED BY: Ongoing 

  

COMPLETED BY: Ongoing 

 
At this point, you have updated your profile so that it is clear, comprehensive, and inviting to 
your fellow members.  A member in another region should be able to perform a “key word” 
search for any term related to your practice area, and your profile should appear in the top 
directory results that the search returns.  Searchability is critical when building your USA 500 
Clubs’ profile and your KeynectUp profile. 
 
At this point, you have hopefully created a disciplined plan to visit several other clubs throughout 
one (1) year, and you know who you need to get to know using strategic DTQ planning and 
memorable events. 
 
Perhaps the easiest of all the steps is enjoying the social opportunities that abound in USA 500 
Clubs.  From your clubs’ social/philanthropic events, joint club social events, regional social 
events, and organizational-wide events, there is no shortage of social events to participate in.  
Each social event offers you the ability to meet your fellow members in a fun, relaxed setting, 
that is not overly programmed.  Remember, the name of the game is building relationships, and 
if you only ever discuss business, you will miss out on creating personal relationships with your 
fellow members. 
 
Socializing is different from networking.  Socializing is agenda-free, except for the purpose of 
enjoying the company of others.  Most people actually enjoy the stress-free nature of socializing 
versus how deliberately intentioned networking is.  Networking tends to be driven by goals: 
meeting the right person; getting your message “out there”; developing prospects.  Arguably, 
USA 500 Clubs driven by the socializing aspect rather than by pure networking.  Our philosophy 
is premised on the idea that if we fill the organization with qualified professionals who are 
givers, and we create opportunities for authentic and strategic socialization, that business will 
naturally follow from that dynamic.  We have seen tremendous success from this! 
 
Our members have established hundreds, if not thousands, of meaningful relationships with 
other members.  Social events provide the opportunities to develop these friendships.  Taking 
advantage of the social events we offer is vital to your success, and ours! 
 
Below, please find some interesting articles on socializing, as well as some simple tasks to help 
you make social events an effective part of your relationship marketing plan.  
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• INFORMATIVE ARTICLE: Click Here for an Article on Social Wellbeing: Social Wellbeing: 
The Importance of Personal Relationships. 
 

• INFORMATIVE ARTICLE: Click Here for an Article about Social Relationships at Work: How 
to Build the Social Relationships You Need at Work. 

 
 

• INFORMATIVE ARTICLE: Click here for an Article on the Nine Benefits of Socializing: Nine 
Benefits of Socializing. 

 

(a) Understanding Events 
 
Everyone is very busy.  All your decisions should be strategic, including which events make the 
most sense for your schedule.  There are several types of social events, each with different social 
dynamics and expectations: club specific events; joint club events; regional events; USA 500 Clubs 
organizational-wide events; party events; charitable service events; business-events; sports 
events; cultural events.  You need to look at the events and choose the events that fit your 
personality, goals, and passions.  You are a far more inspiring person when you are authentically 
participating in something you enjoy! 
 

• Club Specific Events: These are events organized for the member of your club only.  AT A 
MINIMUM, YOU SHOULD ATTEND YOUR CLUB EVENTS!  Each club has approximately 25-
30 members.  Club socials are purposefully smaller in size, as they are designed to bring 
the members of the club closer together.  Your club’s social event(s) is likely the most 
fruitful of all your social events given the small size of the event and the frequency at 
which you see your fellow members.  These events are typically meals, happy hours, wine 
tastings/pairings, novel events (i.e. Escape Room), philanthropic events, etc.  Most of the 
time these events are free for the members of the club. 
 

• Joint Club Events: Joint events are generally organized for two clubs that are in close 
geographic proximity.  Joint club events provide you a platform to spread your message 
to a larger audience that is still in the geographical market where you operate.  These 
events have a general air of excitement, because members will meet new people, and 
have an opportunity to increase the number of people who know you and know what you 
do.  The clubs hosting these events share the event costs, enabling the events to be more 
elaborate, such as boat cruises, mini golf tournaments, wine tastings & dinner, murder 
mystery dinners, etc.  These events are typically free or low cost to the members of the 
clubs that attend. 

 

• Regional Events: Regional events typically involve 75 members or more.  These events 
are a terrific way to “see and be seen” by members from all over your region.  If your goal 
is to meet a lot of people in the area, the regional events are the place to do so.  By actively 
participating, meeting several people, and actively following up with the people you 

https://www.gibsonins.com/blog/social-wellbeing-the-importance-of-personal-relationships
https://www.gibsonins.com/blog/social-wellbeing-the-importance-of-personal-relationships
https://hbr.org/2015/09/how-to-build-the-social-ties-you-need-at-work
https://hbr.org/2015/09/how-to-build-the-social-ties-you-need-at-work
http://justbreathemag.com/life/holistic-lifestyle/9-benefits-of-socializing/
http://justbreathemag.com/life/holistic-lifestyle/9-benefits-of-socializing/
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meet, you can walk away with several new budding relationships!  Regional events are 
typically big affairs, such as golf tournaments, talent shows, trivia events, and 5k road 
races. 
 

• USA 500 Clubs Events: While regional events typically invite members from all other 
regions, there are some events that the organization makes a strong push to get members 
from all regions to attend: the Annual Night of 500 Stars Gala, and the Summer Kick-Off 
Event at Tia’s on the Waterfront.  The organizational wide events typically have over 200 
members in attendance.  These events last several hours, so members have a lot of 
opportunity to meet and greet members from other regions.  These events are impactful 
for those who wish to become the “first call” resource in their region when other regions’ 
members need advice or to be pointed in a particular direction.  Not to mention, these 
events are a lot of fun! 
 

• Types of Events:  Here at USA 500 we offer a variety events, so there is something for 
everyone. 
 

o Party Events: These are loosely structured events to get members together for 
fun.  Rarely is there a formal agenda.  Party events are social events only.   
 

o Charitable Service Events: Several clubs may opt to have a philanthropic event.  
The purpose of these events is to give back to the community by dedicating some 
time to a selected charity.  These types of events are an excellent opportunity to 
show your organizational and follow up skills, as well as help other people.   

 
o Business Events: Several clubs may host an event where a few or more members 

highlight current issues in the business world or news that other members may 
benefit from learning.  These events may be an open forum or not.  Members have 
an excellent opportunity to share knowledge through input and great questions.   

 
o Sports Events: Unless stated otherwise, the sports events are for everyone, from 

the amateur to the experienced.  Golfing, bowling, hiking, etc. are all great 
activities to get to know people...and break a sweat!  If you enjoy meeting people, 
playing a sport, learning a game, or just want to get your competitive juices 
flowing, the sports events are a terrific way to meet other members.   

 
o Cultural Events: Maybe sports/games are not your “thing”.  Perhaps cultural 

events are more to your liking.  Sharing a passion with other members is an 
excellent foundation to establish a meaningful relationship.  A love of history may 
inspire you to go on a Freedom Trail event, followed by food and drinks at a local 
tavern.  Museums, art galleries, historical tours, and a slew of other activities are 
all terrific ways to share a passion and get to know each other! 
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(b) Behavior 
 
Regardless of the event type, we are a professional organization, and it is important to conduct 
yourself accordingly. 
 

• Alcohol:  Alcohol may be served at many events.  All types of events are meant to be fun, 
but all members are expected to drink responsibly and behave professionally.  A person 
who loses control or acts unprofessionally will be asked to leave the event, and possibly 
the organization, and will likely damage their reputation beyond repair.  Have fun, but be 
responsible.  The two are not mutually exclusive.  
 

• Inappropriate Behavior:  It is pretty simple, use your best judgment when speaking with 
your fellow members.  If you would not say something in front of your parents or 
grandparents, do not say it to your fellow members.   
 

• Respect Everyone’s Right to an Opinion:  Not everyone will share your views.  Politics, 
religion, and money, while the only worthwhile subjects to discuss, may stoke some 
tempers.  If you cannot tolerate other opinions, change the subject to something less 
controversial, like family, business, sports, or the weather! 
 

• Attendance:  If you register to attend an event, you should attend the event.  Several 
people have spent many hours organizing all the events above.  To register and not attend 
is rude (barring certain circumstances).  While little, if anything, will be said, resentments 
may be formed.  You would not tell your friends you will be coming to dinner and then 
not show up.  Don’t treat your fellow members differently. 

 

(c) Tasks 
 
Check the calendar and the weekday E!E! email for upcoming social events.  When you are on 
the Master Calendar, you have the option to view only social events.  To do so, use the 
“categories” drop-down menu on the Master Calendar page, and select “Special Events”. 
 

INSTRUCTIONAL VIDEO: Click to View an Instructional Video on How to View Only Social 
Events on the Master Calendar (Flash Player may be Required). 

 
Register for social events, like the Gala, Golf Tournament, and events specific to your club.  Make 
it a priority to attend the events you register for.  Additionally, consider organizing an event for 
your club.  The Club Facilitator and the Club Development Director will appreciate your initiative, 
and you will have a chance to shine! 
 
 

 

 

https://screencast-o-matic.com/u/lrgc/SocialEventsSearch
https://screencast-o-matic.com/u/lrgc/SocialEventsSearch
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Part 3. Member Benefits 
 
Up until now, you have learned about the different tools and strategies to make your relationship 
marketing plan a successful reality.  You started out by creating a simple customized email link 
to your profile.  Then you learned how to help yourself and how to help your fellow members by 
using the ROCK Wall.  You developed an enhanced vCard unlike any other, and you created a 
social media profile using SocialLink.  You thought about guesting strategies, how to make a 
Meaningful Acknowledgement, and focused on the components to make an Impactful 
Introduction, among many other things. 
 
For Part 3 of Section C, we will take a break from topics on marketing yourself, in order to provide 
you with an overview of some of the benefits that you enjoy as a member. 
 
Our website is loaded with different tools and features at your disposal.  The benefits of 
membership are not solely on our website, but many of them are there.  I always say that I get 
my best ideas from members, so I am counting on you to share your ideas for what we can do to 
improve and enhance your membership experience. 
 
USA 500 Clubs is a dynamic organization.  We are constantly evolving and improving.  We hope 
you enjoy all the following benefits.  We could not offer them without the leverage of such a 
great group of members.  Thank you. 
 

(a) Website – Tools And Exclusive Offers 
 

(i) Tools On The USA 500 Clubs Homepage 
 
The USA 500 Clubs website homepage is public facing, as such any member-only tools, need to 
be accessed through your Regional Homepage, as opposed to on the USA 500 Clubs homepage. 
  

(ii) Member-Only Tools 
 
To access the tools and features that are only available to our members, you will need to go to 
your Regional Homepage.  To access your Regional Homepage login through 
www.usa500clubs.com, and when you are on the homepage, click the green “Member 
Homepage” button and select your Region. 
 
Each Region has offers unique to that Region.  For example, our New England Region has 
membership opportunities and benefits with the Downtown Harvard Club and the Wellesley 
College Club.  However, many benefits are the same across all of our Regions. 
 
  

http://www.usa500clubs.com/
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• Tools on the Regional Homepages: 
 

Business Journals: Each member has a free subscription to The American Cities 
Business Journals (“ACJB”) and Business Journal’s Corporate 
Portal.  Access to news occurring in Boston, Los Angeles, and 
New York Regions is available to all members.  
 
You also have access to the following online magazines: 

• AmericanInno – a magazine dedicated to Innovation 
and Innovation hotpots 

• Bizwomen – a magazine focusing on women in 
business; 

• L.A. Biz – a Los Angeles-focused magazine 
 
You also have access to many other resources such as: Biz 
Leads, Commercial Real Estate Search, Court Records, Liens 
& Bankruptcies, Banking News, Philanthropy, and several 
more. 
 
To access the ACBJ, go to your Member Homepage and click 
on the “Business Journals” picture. Enjoy!   
https://usa500club.site-ym.com/?page=bizjournals 

  
Cancel Registrations: This provides you will specific instructions on how to cancel 

any registration you have for a meeting, training, or event. 
  
KeynectUp & Enhanced 
vCard: 

KeynectUp is the preeminent one-click assistance tool, which 
enables you to deliver resources and contacts to clients in 
seconds.  USA 500 Clubs worked with KeynectUp to develop 
the “SmartCard”, a super enhanced vCard, that can provide 
all of your professional contact information via text, via 
custom QR code, and via custom link.  KeynectUp utilizes 
technology that is pre-built onto any smartphone to make it 
easy for your audience or clients to contact you. 
 
The SmartCard is a customizable and downloadable vCard 
and leads capture system.  If someone downloads your 
vCard, you get an email.  You can set-up questions that must 
be answered before someone can download your 
information, enabling you to gather specific information (i.e. 
name, email, why they are downloading your vCard, who 
referred them to you, etc.).  To edit your SmartCard, go to 
the KeynectUp tab on your member homepage. 

  

https://usa500club.site-ym.com/?page=bizjournals
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OfficeShare: Our OfficeShare Program allows all members to use office 
space and/or conference room space in an area where they 
do not have an office location.  Each OfficeShare space is at 
the will of the sharing member.  If you are a California 
member visiting New York, and you need a place to sit, or to 
meet a client for a few hours, look on Office Share. 
 
Our members with space available provide us their 
information which is added to the OfficeShare Program.  
Please note the restrictions and requirements of each Office 
before containing the sharing member.  To access our 
OfficeShare list, go to your member homepage and click on 
the OfficeShare picture and follow the instructions. 
https://usa500club.site-ym.com/?page=OfficeShare_New 

  
Online Tutorials: We have 2-5 minute online tutorial videos on the following 

topics: 

• Profile 

• ROCK Wall 

• Calendar 

• Club Items 

• Subscriptions 

• Strategic & Purposeful DTQs 

• Making the News 

• Video Marketing 

• 500 University Presentations 
  
Store: You can order a new name SmartBadge through our online 

store.  The cost to order a new name badge is $15. 
 

• Exclusive Offers:  To access the Exclusive Offers for your Region, click on the “Exclusive 
Offers” box on your Regional Homepage.  Please note, some of the offers listed below are 
regional specific. 

 
Ace Elite: Ace Elite is the premier, invitation-only service provided by 

Ace Ticket, New England’s leading ticket source, to create an 
unparalleled buying experience for its member.  Members 
can access the dedicated website for Ace Elite through the 
“Exclusive Offers” box on your Regional Homepage.  There is 
also a dedicated customer service line for USA 500 Clubs 
members. 

  

https://usa500club.site-ym.com/?page=OfficeShare_New
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Career Center: The USA 500 Clubs Career Center is the premier resource to 
connect career opportunities with highly qualified, industry 
talent. The Career Center is designed to provide you with a 
better overall experience through a modern design and an 
intuitive interface. You Can access the Career Center through 
any device of your choice- smartphone, tablet, or desktop. To 
access the Career Center, visit: 
https://careers.usa500clubs.com/ 

  
Club Quarters: Club Quarters is a private hotel membership club which 

offers its corporate members, and their 
employees/members discounted room rates at all of their 
exclusive business hotels.  The hotels are designed for the 
business traveler and offer members club-like facilities and 
rewards programs.  Many large companies purchase the 
corporate membership to benefit their employees.  Smaller 
companies often do not have the resources to justify the cost 
of a corporate membership.  We have leveraged our 
membership numbers to justify a corporate membership 
that all our members can use, free!  
https://www.usa500clubs.com/page/clubquarters. 
 
All members can benefit from our corporate membership 
with Club Quarters!  Stay at CQ hotels and enjoy the comfort 
and exclusivity that Club Quarters membership offers to ALL 
USA 500 Clubs members, often at significant discounts to the 
market! https://www.usa500clubs.com/page/clubquarters.  
 
One terrific benefit of CQ is the CQ Rewards!  For every two 
day that you stay at one of its properties, you get a third night 
for free!  You may also exchange your points for gift cards, 
etc. 

 
CQ has properties in several the United States and in 
England. 

  
Harvard Club: While all USA 500 Clubs members may join the Harvard Club 

of Boston, it only makes sense for those who are local or 
those who spend a significant amount of time in Boston.  The 
Harvard Club of Boston has two locations: Back Bay and the 
Financial District.  As members of the USA 500, you may join 
the Harvard Club, regardless of your alma mater.  The 
Harvard Club shares a desire to have top quality members in 
its community.  We have top quality members!  Over the last 

https://careers.usa500clubs.com/
https://www.usa500clubs.com/page/clubquarters
https://www.usa500clubs.com/page/clubquarters


 

Relationship Marketing Plan – Fall 2019 Page 64 of 68 

 

several years that we have enjoyed this mutually beneficial 
relationship.  Many of our members have used the Harvard 
Club facilities as a central location to meet their clients, enjoy 
good food & drinks, and run into fellow USA 500 Club 
members!  See the Harvard Club of Boston website to learn 
more about the specific benefits of membership, including 
the use of reciprocal clubs around the globe. Letters of 
Introduction are required.  https://usa500club.site-
ym.com/?page=THC 

  
Wellesley College Club: USA 500 Clubs owns a corporate membership at the 

Wellesley College Club, located in Wellesley, MA.  As 
members of USA 500 Clubs, you may use the Wellesley Club 
facilities for business purposes.  The use of rooms is free!  
Members must pay for any catering and AV usage costs/fees.  
Like the Harvard Club membership, our members enjoy the 
use of reciprocal clubs around the globe.  Letters of 
Introduction are required. https://usa500club.site-
ym.com/?page=WCC 

 

(b) Social Media 
 

• SocialLink: You can manage all you club activities from our custom application, called 
SocialLink.  SocialLink not only gives you full access to the USA 500 Clubs’ website, but you 
can quickly post ROCKs to the feed, and make posts about USA 500 Clubs activities.  
SocialLink is like LinkedIn, except that EVERYONE on SocialLink is a fellow USA 500 Clubs 
member.  Click the following link to log in to SocialLink through the USA 500 Clubs 
website.  https://usa500club.site-ym.com/members/dashboard.aspx  
 

• Expert Search: On the web, nearly every day, we share information on the USA 500 Clubs 
corporate LinkedIn account about our membership, and about our members.  Part of 
every post is an invitation to find our experts for engagement.  Our public-facing website 
has an Expert Search option allowing non-members to search for different professions in 
different areas, and according to specializations.  Expert Search is a free service for those 
seeking experts.  Click Here to access the Expert Search Tool on our website:   
https://usa500club.site-ym.com/?page=Expert_Proceed. 
 

• Phone Service: Our main phone line (617) 340-9532 x 8, directs people who are looking 
for experts to the Expert Search tool on our website. 

 

(c) Trainings 
 

https://usa500club.site-ym.com/?page=THC
https://usa500club.site-ym.com/?page=THC
https://usa500club.site-ym.com/?page=WCC
https://usa500club.site-ym.com/?page=WCC
https://usa500club.site-ym.com/members/dashboard.aspx
https://usa500club.site-ym.com/?page=Expert_Proceed
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Our goal is to help you maximize your membership with USA 500 Clubs.  We offer many trainings, 
at no additional cost, designed to help you take full advantage of your members. 
 

• WINK 101:  WINK stands for “What I Need to Know”.  We offer WINK 101 as a live online 
training from 9:45 am– 12 pm on the first and third Monday of each month.  This training 
will teach you how to navigate our website and use all the tools available to you.  Topics 
covered in this training include, but are not limited to, building a strategic profile to 
increase your search engine optimization on our website, using the ROCK Wall, using 
SocialLink, registering for meetings, and how to access the online training videos. 

 

• WINK 201:  WINK 201 is a branding and marketing class designed to teach members how 
to create an identity and develop business within USA 500 Clubs.  WINK 201 is a four-
hour, in person training, which is limited to four participants, per class.    
 

• Training Videos: A comprehensive video library is available for all members, just by going 
to your Regional Homepage and clicking the “Online Tutorials” box.  You will find over 30 
videos providing visual directions on how to use our website and its tools. 
 

o INSTRUCTIONAL VIDEOS: Click to View over 30 Training Videos, most of which are 
between 2-6 minutes with one being 7 minutes and 33 seconds, on our Online 
Tutorials page. (Flash Player may be Required). 

 

• Marketing Plan: The Relationship Marketing is a lot of hard and strategic work.  Anyone 
can visit a meeting and check-off a box that they did their marketing.  Successful members 
use this detailed marketing plan, designed specifically for maximizing your USA 500 Clubs 
membership, to maximize the value of membership, to increase their commerce, to 
increase their visibility, to enhance their reputation, to develop their resources, and to 
increase their search engine optimization.  This Relationship Marketing Plan is broken into 
Parts and Sections, so that attacking and implementing the plan is manageable.  Just take 
this plan one step at a time. 
 

• USA 500 University: Once per year, USA 500 Clubs will be organizing quarterly one-day 
"university" for members to take advantage of in-depth training on how to be more 
successful in and out of the USA 500 Clubs.  The day will be broken into two parts to allow 
members to take advantage of ½ day commitments.  Classes will include WINK 101; 
SocialLink; Impactful Introductions; Meaningful Acknowledgements; DTQ strategies; 
Visiting Strategies; and more. 

 

(d) Meetings 
 

• Unlimited Guesting:  As a member, you enjoy the privilege of having unlimited guesting 
opportunities at all meetings, in all regions.  The only EXCEPTION to this rule is when a 
club has a “Closed” meeting.  If you are traveling in a different region where we have 

https://www.usa500clubs.com/page/OnlineTutorials
https://www.usa500clubs.com/page/OnlineTutorials
https://www.usa500clubs.com/page/OnlineTutorials
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meetings, register and attend!  You are welcome!  If you want to go to one (1) meeting 
per month, then go to one (1) meeting once per month.  If you're going to go to twenty 
(20) meetings, then go to twenty (20) meetings per month!  We encourage all our 
members to guest as often as possible! 
 

• MasterMinds:  Have you ever had an issue or difficulty that you wish you could 
confidentially share with a highly experienced and knowledgeable group of advisors.  Well 
you are in luck, because every meeting offers members the opportunity to do just that.  
The MasterMind exercise is for all members to use in times of need.  Where else will you 
find thirty (30) or so highly-qualified, experienced, and caring people to help you with 
your problem? 
 

• Community Resource Clubs/Groups: Each Region may offer Community Resource Clubs, 
which are groups that provide members different vehicles for them to display their 
professional and personal strengths while pursuing their passions, improving the lives of 
others, and sharing peer-to-peer challenges and ideas.  
 

o Specialized Clubs: Members of a specialized club are connected by their practice 
area and/or practice focus.  For example, we have a Special Needs Consortium 
(“SNC”) Club and an M & A Collaborative (“M&A”) Club. 
 

o RoundTables (“RTs”):  The goal of a RoundTable is to facilitate meaningful 
discussions on a given subject of common interest.  The smaller and more informal 
settings of the RoundTables foster an engaging environment which encourages 
the maximum amount of group input on a chosen subject from each participant.  
Some examples of existing RoundTables are the Health Care RT, Franchise and 
Multi-Location RT, and the Divorce RT. 

 
o Common Interest Groups (“CIGs”):  These are informal groups, which connect 

members through a common activity and/or hobby.  Common Interest Groups 
require nothing more than having a common “PASSION VERTICAL” or 
commonality.  These are social groups.  Some examples include, Women’s Group, 
Golf, Mountain Biking, and Scott Appreciation. 

 
o Committees:  Being on a committee allows members to get involved behind the 

scenes and to showcase their leadership skills.  Some examples of existing 
committees are the Membership Experience Committee, the Gala Committee, 
and the 501(c)(3) Giving Circle Advisory Committee. 

 
PLEASE NOTE: Membership in any Community Resource Club/Group may require an application.  
Membership is not guaranteed. 
 

(e) Social Events 
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USA 500 Clubs, through its specific clubs, or through the larger organization, hosts over 500 
events per year.  While some may be “closed”, meaning only members of a specific club may 
attend, most social events are open to all members.  Some examples include, Golf Tournaments, 
Annual Night of 500 Stars Gala, Summer Kick-Off Events, Ski Trips, Trivia Night, and 5k Road Races. 
 

(f) Reputation Tools 

 

• Industry Awards: Many industries have awards or recognitions based on a nomination 
and voting process (i.e. Super Lawyers, Best Lawyers, 40 under 40, Top Advisor, 
Community Banker, etc.).  Each Region of USA 500 Clubs will do its best to provide the 
links and applicable information to you, so you can nominate your fellow members for 
awards, honors, and accolades in their specific industry. 
 

o This is a NOT a quid pro quo nomination and voting process.   
 
o In order for us to send out this information, we rely on our members to forward 

us all applicable information regarding the awards and nomination process.  
 

• Media Opportunities/Extra!Extra! (“E!E!”) Emails: Every weekday, USA 500 Clubs 
purchases, “scrubs”, and shares media opportunities for our membership.  These 
opportunities include TV interview opportunities, radio interview opportunities, writing 
requests, etc.  Being quoted in national media outlets and newspapers, as well as in local 
industry publications, can add credibility to any professional’s CV.  You may also use the 
Extra! Extra! Member Column to submit important stories about recent successes or 
member collaboration, which then go out to all of our members.   
 

• Announcements Forum (i.e. ROCK Wall): The ROCK Wall has a forum for 
Announcements.  On the Announcement’s Forum, members may share announcements 
with all other members subscribed to this forum.  This is a great tool to let people know 
about your successes and about your achievements.  

 
Use these tools!  USA 500 Clubs has developed them for your benefit!  As always, please let us 
know if you think we can add another tool that will add value to your membership.  Thank you! 
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Section D. Conclusion 
 
Whether you complete the entire marketing plan, or just parts of it, you should see results 
emanate from your hard work.  Ultimately, success in Relations Marketing comes from being an 
aware, visible, active, and trustworthy member.  Though crass, I have often said that people 
would rather refer business to a competent nice person than to a hyper-competent asshole.  It is 
the way we are wired.  If you are a member, our organization believes you are the rare balance 
of hyper-competent AND a great person.  We would not have accepted you otherwise.  We hold 
you to a higher standard than other networking organizations do.  I hope that you will read this 
plan, periodically review and implement its suggestions, and focus on helping your fellow 
members achieve personal and professional success.  If you do this, the rest will follow naturally.  
As always, thank you for your support and good luck!   
 
Joe Chatham 
Managing Partner 
USA 500 Clubs LLC 
 
 


