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Ohio DMA Web Community
Timothy L. Bauman

Ohio DMA President
Community will draw people to our online services. A community is a critical mass of people with common interests and needs. Currently we have the LinkedIn effort to develop further. The Ohio DMA community is where members (full site access) and potential members (limited site access);

· Meet (member lists chat room, list-serve etc.), communicate, share ideas and information and transact business with the organization and one another online. 
· Site users who integrate into the Ohio DMA online community will develop bonds with other community members and with the community itself. 

· Communities like what we are creating are increasingly common among business users such as Ohio DMA members whose needs are job and industry related. 
· Members will benefit from networking online (and offline), relationship building, and the sharing of our primary resource information. Users of our site will have controlled access to quality content contributed by community organizers and/or other members (i.e., opinions, expertise and experience). 

Our community is to be a “community of practice” characterized by a membership of the same profession or interest in healthcare food service management and professional exchanges of information. Active support of district, State and other significant industry organizations with their own sections on the site will build member awareness of what is going on. Through the web we can bind together the membership with out geographic limitation. 
Financial support of content or community development can be made available in return for association with it. As an example a company could sponsor a specific chat room on sanitation giving them visibility to their target market for a fee. Unlike advertising they will be more closely identified with the specific content and build an image as the experts who members want to do business with. Access to our membership as controlled by the professional organization is valuable and efficient marketing to the people who do business in the healthcare food service arena. In time we will need to develop community management policies and procedures however; for now we need to concentrate on getting things set up and building participation. Our web efforts contain great possibilities for lowering costs, gaining revenue and increasing our ability to offer services and benefits to the membership.
The following is a list of community resources to add or further develop on the Ohio DMA web site:  
· Make use of social networking where members can interact and post questions about industry related matters. Produce a JCAHO Local Health inspection or State inspection specific section where members can report their experiences with inspectors while reading about regulations and ask questions to other members via the bulletin board format. Social networking takes place on the Web only. 
· New Member Referral and Existing Member Renewal: The web site needs to automate the ability to facilitate individual sign up and the referral of new members by an existing member along with the delivery of the information necessary to join. Online Membership Applications and Request for Membership Info etc. can be made available. These will basically ask to provide information about a person’s name, e-mail, and organization, mailing address, city, state, zip, country, phone, fax, cell phone and anything we require to join. This service needs to be linked to secure e-commerce capability for accepting payments online. Support for DMA certification programs and contact information should be made available.
· Committee and Task Force Information: List a description of all the committees and task forces currently operating in DMA. We need to post meeting and conference call notes/minutes or at least an update of the ongoing activities of each group for the wider membership to review and comment on. We should also actually offer a feedback text field and e-mails of committee and taskforce people who act as the primary contact. 
· Provide a page where industry publications can list them selves along with calls for information for articles. Magazines can have bulletin boards to solicit member information for articles. We need to aggressively court the partnership with industry publications to give the professional organization and members’ visibility. 
· Elections and Awards: All our elections and awards can be done via email and posted on line. 
·    Event Calendar: Events can be viewed on a daily, weekly or monthly basis, as well as according to the usual metadata factors (e.g. sponsor, topic, target audience such as state chapters). 
· Publications Signups: Users can automatically sign up to get e-mail newsletters as well as subscribe to receive those publications that we mail. Over time our goal is to lower mailing costs as members switch to digital methods of receiving publications. This will be e-commerce enabled, so that people can pay for their subscriptions online.
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