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Brief overview of the Exchange Club of Las Vegas, NV
« 6 members on July Ist, 2024
« 25 members on Sept 30th, 2025
. (18 Business Members)
« As of today, 30 Members.
e Mission and core values
 Aligned with The National Exchange Club Mission

» Focus on the four Areas of Impact aligning with the club
board of directors.

* Create your motto
« Put UNITY back into CommUNITY
Importance of adapting to modern community needs
« Communities evolve
« Continuously adapt to changing needs, values, and

expectations,


Presenter Notes
Presentation Notes
Communities evolve—and so must we. To remain relevant and impactful, the Exchange Club must continuously adapt to the changing needs, values, and expectations of the people we serve.

Demographic Shifts
Las Vegas is growing and diversifying. Younger generations, immigrant communities, and tech-savvy residents are shaping the city’s future.
These groups may have different priorities—mental health, digital access, environmental concerns—that weren’t as prominent in past decades.

Changing Volunteer Expectations
Today’s volunteers want:
Flexible involvement (short-term or project-based)
Visible impact (measurable results)
Digital convenience (online sign-ups, virtual meetings)
We must meet them where they are—both physically and digitally.

Technology & Communication
Traditional outreach methods (flyers, word of mouth) are no longer enough.
Social media, email newsletters, and mobile-friendly websites are essential tools for engagement and storytelling.

Community Challenges Are Evolving
Issues like affordable housing, mental health, youth disconnection, and digital equity are now front and center.
A modern Exchange Club must be proactive in identifying and addressing these emerging needs through partnerships and programming.

Competition for Attention
People have more choices than ever for how they spend their time and money.
To stand out, we must clearly communicate our value, impact, and opportunities for involvement.

Legacy + Innovation
Our history and values are our foundation—but innovation is how we grow.
By blending tradition with modern tools and strategies, we can ensure the Exchange Club remains a vital force in Las Vegas for generations to come.



Donations to Date

Over last 18 months

« $1.5Million of In-kind donation via ECLV or Community Partner
» Costco, Sams Club, Walmart
» Three Square
« Amazon, Whole Foods,
« McDonalds, Olive Garden, Chipotle, Panera, Casinos

« $50,000+ in cash donations
 Unlimited amount of Volunteers

« Multiple events
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» Changing demographics and community expectations

» Rise of digital engagement

The 21st - Increased focus on measurable impact
Century
Landsca pe To grow in the 21st century, we must be as

dynamic as the communities we serve—
responsive, digital, and impact-focused.
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Understanding Today’s Social and Civic Environment

To grow and thrive in the 21st century, the Exchange Club of Las Vegas must understand the broader landscape shaping civic engagement and community service. Let’s explore three major trends:

Changing Demographics and Community Expectations
Diverse Populations: Las Vegas is one of the most diverse cities in the U.S., with growing Hispanic, Asian, and African American communities, as well as a large immigrant population.
Generational Shifts: Millennials and Gen Z are now the largest adult cohorts. They value inclusivity, authenticity, and purpose-driven action.
Expectations of Transparency and Impact: Today’s community members want to know:
Where is my donation going?
How is this organization making a difference?
Can I see the results?

Rise of Digital Engagement
Social Media as a Primary Channel: Platforms like Instagram, Facebook, and TikTok are where people discover causes, events, and volunteer opportunities.
Virtual Volunteering: Many people now prefer or require remote ways to contribute—especially post-pandemic.
Online Communities: People are forming digital tribes around shared values. The Exchange Club can tap into these networks to grow its reach.
Key Insight: If we’re not online, we’re invisible to a large portion of the population.

Increased Focus on Measurable Impact
Data-Driven Decision Making: Funders, partners, and members want to see metrics—how many people served, how much money raised, what outcomes were achieved.
Storytelling with Evidence: It’s not enough to say we helped—we need to show how we helped and what changed.
Tools for Measurement: Using surveys, impact dashboards, and digital reporting tools can help us track and communicate our success.



Community
Needs
Assessment

Purpose:

- Identify gaps in services

» Align club initiatives with real community needs

Steps:

» Survey local companies and stakeholders

» Analyze public data (crime rates, education, poverty, etc.)
» Host listening sessions or town halls

« Nonprofits you have helped?

» Collaborate with local government, Corporations, and
nonprofits

Outcome:

» A prioritized list of commmunity needs (e.g. Community
service, Americanism, Youth programs, Prevention of Child
Abuse)
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Purpose: Why Conduct a Community Needs Assessment?

Identify Gaps in Services:
Helps us understand what’s missing or underserved in our community.
Ensures we’re not duplicating efforts but filling real voids.

Align Club Initiatives with Real Community Needs:
Ensures our programs are relevant and impactful.
Builds trust and credibility with the community and potential partners.
Helps prioritize resources and volunteer time effectively.

Steps to Conduct a Needs Assessment

Survey Local companies and Stakeholders
Use online tools (e.g., Google Forms, SurveyMonkey) or paper surveys at events.
Ask about:
Top concerns in the community
Awareness of existing services
Willingness to volunteer or support new initiatives
Include diverse voices: youth, seniors, business owners, educators, etc.

Analyze Public Data
Look at statistics from:
U.S. Census Bureau
Health Department
Police Department
State Department of Education
Focus on indicators like:
Crime rates
Graduation rates
Child abuse reports
Food insecurity
Veteran homelessness

Host Listening Sessions or Town Halls
Invite community members to share their experiences and ideas.
Partner with local schools, libraries, or community centers to host.
Use these sessions to build relationships and gather qualitative insights.

Collaborate with Local Government and Nonprofits
Meet with city officials, school administrators, and nonprofit leaders.
Ask what challenges they’re seeing and where they need support.
Look for opportunities to co-create solutions or amplify existing efforts.

Outcome: A Prioritized List of Community Needs
Based on the data and feedback, create a ranked list of focus areas. For the Exchange Club, this might include:
Community Service Projects (e.g., neighborhood cleanups, food drives)
Americanism Programs (e.g., flag education, veteran support)
Youth Programs (e.g., scholarships, mentoring, leadership development)
Prevention of Child Abuse (e.g., awareness campaigns, family support services)

This list becomes the foundation for your club’s strategic planning, grant applications, and partnership development.



Identifying
Community
Partners

Nonprofit Partners:
» Local shelters, food banks, and youth organizations

« Examples: Setting the Captives Free, Restoration and
Recovery Foundation, Domestic Violence of Nevada

For-Profit Partners:
» Local businesses for sponsorships and event support
« Banks, real estate agencies, restaurants, retailers

» Corporate social responsibility (CSR) opportunities
Civic Partners:

» Las Vegas Metropolitan Police Department

« City and county leaders

How to Engage:

« Co-host events

» Offer recognition and visibility
« Create win-win partnerships
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These organizations align with the Exchange Club’s mission areas like child abuse prevention, youth development, and community service:
Non-Profit Partners in Nevada
Nevada Partnership for Homeless Youth
Three Square Food Bank
SafeNest – domestic violence prevention and support
Boys & Girls Clubs of Southern Nevada
Big Brothers Big Sisters of Southern Nevada
Communities In Schools of Nevada
The Shade Tree – shelter for women and children
Olive Crest – child welfare and family support

For-Profit Partners
These businesses can offer sponsorships, volunteers, or in-kind donations:
Local Banks & Credit Unions (e.g., Banks, Credit One Bank)
Real Estate Agencies (e.g., Berkshire Hathaway HomeServices, Keller Williams)
Healthcare Providers (e.g., Southwest Medical, Dignity Health)
Retailers (e.g., Smith’s, Target, Walmart)
Restaurants & Cafés (e.g., Starbucks, local diners)
Media Outlets (e.g., TV stations, Review-Journal)
Tech Companies or Startups

Civic & Educational Partners
These groups can help with outreach, facilities, and youth engagement:
School District’s
Universities and College’s 
Police Department
City Office of Community Services
Local Rotary, Kiwanis, and Lions Clubs (for joint service projects)



Goals:
» Increase visibility

BUilding (o « Attract new members
o o * Promote events and impact
Social Media P

Platforms to Use:

Plan » Facebook (community engagement)
» Instagram (visual storytelling) - Instagram
» LinkedIn (professional outreach)
» TikTok (youth engagement)
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Purpose of a Social Media Plan:
In today’s digital-first world, social media is essential for visibility, recruitment, and community engagement.
A well-crafted plan helps the Exchange Club of Las Vegas stay relevant, attract younger members, and showcase its impact.

Define Clear Goals
Awareness: Let the community know who we are and what we do.
Engagement: Encourage likes, shares, comments, and participation in events.
Recruitment: Attract new members and volunteers.
Fundraising: Promote donation campaigns and sponsorship opportunities.

Choose the Right Platforms
Facebook: Great for event promotion, community updates, and older demographics.
Instagram: Ideal for visual storytelling—photos from events, member highlights, and inspirational quotes.
LinkedIn: Professional networking, especially for recruiting business-minded members and partners.
TikTok: If targeting younger audiences, short videos about service projects or behind-the-scenes content can go viral.
YouTube: For longer-form content like interviews, event recaps, or educational videos.

Content Strategy
Weekly Themes: For example, “Member Monday,” “Throwback Thursday,” or “Service Saturday.”
Visuals: Use high-quality photos and videos. Tools like Canva can help create branded graphics.
Stories & Reels: Use short-form content to highlight impact moments.
Calls to Action: Always include a next step—“Join us,” “Donate now,” “Volunteer today.”

Scheduling & Consistency
Meta Business Suite to schedule posts in advance.
Aim for 3–5 posts per week across platforms.
Maintain a consistent voice and visual identity.

Community Engagement
Respond to comments and messages promptly.
Tag partners and members to increase reach.
Share user-generated content (with permission).

Measure & Adjust
Track metrics like:
Follower growth
Post reach and engagement
Website clicks
Event RSVPs from social media
Use insights to refine your strategy monthly or quarterly.


https://www.instagram.com/exchangecluboflasvegas/
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» Host open houses, mixers, events, and informal meetings
» Offer flexible membership options

« $45.00 per quarter for both active and business
members

MOdern|Z|ng » Highlight impact and networking opportunities

Mem bership » Your community partners know the community
° » Leverage testimonials and success stories
Recruitment

By modernizing our approach to
membership, we're not just growing
numbers—we’re building a stronger,

more connected, and more impactful
Exchange Club for the future.
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To grow our club in the 21st century, we must rethink how we attract and retain members. Today’s community members are looking for more than just a meeting—they want connection, flexibility, and purpose.”

Host Open Houses, Mixers, and Informal Events/Meetings
Let’s start by creating more opportunities for people to experience the Exchange Club in a relaxed, welcoming environment. Open houses, community mixers, and informal coffee chats are great ways to introduce potential members to our mission without pressure. These events should be fun, social, and mission-aligned.

Offer Flexible Membership Options
We understand that people are busy. That’s why we offer a simple, affordable membership model—just $45 per quarter, whether you’re an individual or a business. This makes it easy for anyone to get involved, no matter their schedule or budget.

Highlight Impact and Networking Opportunities
People want to know their time matters. We need to clearly communicate the impact of our work—how we’re helping children, supporting veterans, and strengthening our community. At the same time, we should emphasize the networking benefits—members connect with civic leaders, business owners, and passionate volunteers.

Leverage Community Partners
Our community partners are our greatest advocates. They know the needs of the community and can help us identify potential members who are already engaged and looking for ways to give back. Let’s invite them to co-host events, share our mission, and refer new members.

Use Testimonials and Success Stories
Nothing is more powerful than a personal story. We should regularly share testimonials from current members—why they joined, what they’ve gained, and how they’ve made a difference. These stories can be shared on social media, in newsletters, and at events to inspire others to join.



» Membership growth
» Event & meeting attendance

 Social media engagement

Success
Metrics

« Community impact (measurable outcomes)

« Grants & Sponsorships

Tracking these metrics ensures that
our efforts are visible and valuable.
This is how we grow with purpose.
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Measuring what Matters.

To grow effectively, we need to measure our progress. Success isn’t just about doing more—it’s about doing what matters and doing it well. Here are the four key metrics we’ll use to track our growth and impact.

Membership Growth
First, we’ll track how many new members we’re bringing in each quarter. But it’s not just about numbers—it’s about engagement. Are new members staying involved? Are they bringing in others? Growth is a sign that our message is resonating, and our club is thriving.

Event & Meeting Attendance
Next, we’ll monitor attendance at our events and meetings. This tells us how active and connected our members are. If attendance is strong, it means people find value in what we’re offering—whether it’s service projects, networking, or community-building.

Social Media Engagement
“In today’s world, digital presence is real presence. We’ll track likes, shares, comments, and follower growth across platforms. High engagement means our message is reaching people, sparking interest, and building awareness of our mission.

Community Impact (Measurable Outcomes)
Finally—and most importantly—we’ll measure our impact. How many families did we help? How many youth did we mentor? How many flags did we distribute? These are the numbers that show we’re making a difference. We’ll use surveys, partner feedback, and project reports to track these outcomes.



« Recent successful initiatives
« SO Everyone is Seen
« Cyber Safe Schools

« Community partnerships in action

Case Study:

Exchange Club
of Las Vegas, NV

The Exchange Club of Las Vegas, NV,
proves that real change happens
when service meets strategy. And
this is just the beginning.

 Lessons learned and future goals
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Let’s take a moment to spotlight the incredible work happening right here at home—through the Exchange Club of Las Vegas. This case study shows how our club is already making a meaningful difference and how we can build on that momentum.

Recent Successful Initiatives
Over the past year, the Exchange Club of Las Vegas has launched several impactful projects:
We co-hosted many community events honoring over thousands of local veterans and community members with meals, recognition, and community support.
Our Child Abuse Prevention Month campaign ”So Everyone is Seen” reached hundreds of families through partnerships.
We awarded one scholarship to a local high school senior, recognizing academic achievement and community service.

Community Partnerships in Action
These successes were made possible through strong partnerships:
Veterans' organizations helped us connect with service members and promote our events.
Local businesses sponsored meals, donated supplies, and helped amplify our message on social media.
These collaborations show the power of working together—and how the Exchange Club can serve as a hub for civic engagement.

Lessons Learned and Future Goals
From these experiences, we’ve learned a few key lessons:
Visibility matters—when people see our impact, they want to get involved.
Partnerships multiply our reach—we don’t have to do it all alone.
And storytelling is powerful—sharing our successes inspires others to join our mission.

Looking ahead, our goals include:
Expanding our youth programs to include mentorship and leadership development.
Increasing our digital presence to reach younger audiences.
And growing our membership by 25% over the next year through targeted outreach and community events.



Bonus ,
o 100 brands that donate 94 Grantmakers in CA/NV
Mqterlal Request within 180 days

Funding follows purpose.
Lead with vision, and the
support will follow.



https://d32djrjj85vlma.cloudfront.net/wp-content/uploads/sites/12/2025/11/06143238/100-Brands-that-Donate-to-Nonprofits-ECLV.pdf
https://d32djrjj85vlma.cloudfront.net/wp-content/uploads/sites/12/2025/11/06150143/Grants-due-within-180-days-of-Nov-1-CA-NV.pdf

@II tO Visit the Exchange Club of Las Vegas, NV, at:
Action” ~

Contact a non-profit in your area and ask them join!



https://exchangecluboflasvegas.org/
https://exchangecluboflasvegas.org/
https://exchangecluboflasvegas.org/
https://exchangecluboflasvegas.org/
https://exchangecluboflasvegas.org/

THANK YOU
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