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REFLECTIONS ON MEMBERSHIP DEVELOPMENT

his message is the third in a series fol-
lowing my January column, where I

offered thoughts on activities that might
see fruition during my term as President.
My inaugural message was followed in
February with Harvey Freeman’s views on
Technical Activities, and last month with
Nim Cheung’s thoughts on Society Rela-
tions. This month I have invited Alex Gel-
man to share his perspectives, as our newly
elected Vice President for Membership
Development.

Alex has melded a prominent profes-
sional career with an active and productive
ComSoc volunteer experience. He holds an
M.E. and a Ph.D. in electrical engineering
from the City University of New York.
Since 1998, Alex has been chief scientist at
Panasonic Information and Networking
Technologies Laboratory in Princeton,
New Jersey, where he manages projects in
consumer communications and networking.
He was previously with Bellcore, lately as
director, Residential Internet Access Archi-
tectures Research. He holds early patents
in DSL systems and published extensively
in journals, conference proceedings, and
magazines. His technical career spans 33
years.

As a volunteer Alex has served on orga-
nizing and technical program committees for major IEEE
conferences, and as an editor of magazines and journals.
He is also past Chair of ComSoc’s Multimedia Technical
Committee and fulfilled a term as Vice President — Soci-
ety Relations. Alex was recently very instrumental in
launching the first IEEE Consumer Communications and
Networking Conference, held this past January in Las
Vegas.

*           *          *

Thank you for the introduction, Curtis.
The Membership Development Council is concerned

with establishing policies and setting strategic direction to
promote and further the interests of ComSoc members, as
well as establishing policies for promoting and expanding
society membership. The Council is headed by the Vice
President and includes: 
•Director of Membership Development, Pierre Perra
•Regional Directors Robert Shapiro (North America-

NA), Marko Jagodic (Europe, Africa and Middle
East-EAME), Iwao Sasase (Asia Pacific-AP), and
Ricardo Viega (Latin America-LA)

•Director of Marketing, Steve Weinstein

•Past Vice President of Membership
Development, Trevor Clarkson
ComSoc’s marketing activities are sup-

ported by our staff-side marketing manag-
er, John Pape, and global membership by
our beloved “den mother” Carole Swaim.

SO, WHO ARE WE … COMSOC MEMBERS?
WHERE DO WE LIVE?

ComSoc membership distribution among
regions is shown in Figure 1. It will be
noted that while most ComSoc members
still live in the United States, major contri-
bution to Society growth is actually from
our international membership.

WHERE DO WE WORK?
Figure 2 depicts the distribution of mem-

bership by professional affiliation. We rep-
resent different segments of industry,
academia, and governmental institutions.

As the figure shows, approximately 44
percent of ComSoc members are design
and development engineers, and 22 percent
are researchers. Furthermore, about 66
percent of members come from industry,
while the rest are from academia and gov-
ernment. So we are a rather diverse crowd,
geographically distributed and broadly
employed.

A major responsibility of the Membership Development
Council is to assist chapters. The programs administered
include funding chapter activities and supplying them with
periodicals, and managing Distinguished Lecture Tours
(DLTs), where designated speakers are available to speak
at chapter and section functions.

Under the leadership of the Director of Membership
Development, a chapter incentive program is being intro-
duced. This program is designed to globally stimulate
growth and activities in our chapters.

One also observes from the figure that 10 percent of
our members are students — an extremely important con-
stituency, since it is students who become future leaders in
the communications industry and the Society. Investment
in this membership segment is critical to our future. A Stu-
dent Travel Grants program is designed to assist students
in attending ComSoc conferences.

WHO IS THE CUSTOMER?
The Society’s primary goal is to serve its membership.

However, this service cannot be viewed independent of
environmental factors. We all have a place of work and/or
study. Our professional activities must be of value to our
employers if we are to commit time and energy to the
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Society; ComSoc must serve industry and
academia. Similarly, industry should help influ-
ence ComSoc, its membership and activities. At
this time we are witnessing a redefinition of the
communications industry. For example, the
adage “IP over everything and everything over
IP” brought into view new technical disciplines,
new service providers, and new suppliers. Exam-
ples of such services are cable telephony, data
over cable, satellite and power line, and the
WiFi phenomenon. This change prompts evolu-
tion of ComSoc’s technical scope and changes
in its modus operandi.

WHAT IS OUR “BUSINESS”?
ComSoc is a learned society. As such it is

responsible for packaging and dissemination of
technical information in the areas of communi-
cations and networking. More significantly, we
are in the business of facilitating human commu-
nication networks for professionals. We serve as
a forum for 1) conception and development of
technical ideas; 2) interaction among scientists
and engineers; and 3) positioning of industrial
and academic institutions, as well as individuals,
in various technical areas. Consequently Com-
Soc is an integral part of industry’s intellectual
property value chain, especially in the early
phases. It is at our workshops and conferences,
and through our publications, that the world has
first been introduced to major technical break-
throughs, and first learned such well-known
industry acronyms as IP (Internet Protocol),
ATM (asynchronous transfer mode), and ADSL
(asymmetrical digital subscriber line).

AND WHERE IS IT GOING?
We are witnessing dramatic changes in how the telecom

industry operates. In particular, we are observing a transi-
tion from the Bell System and other monopolies’ previous-
ly strong grasp on network requirements to open standards
and the proliferation of intellectual property houses and
“high-tech” startups.

Our traditional patrons were the world’s major carriers
and their suppliers; ComSoc’s active volunteers, aside from
academics, were those predominantly employed by telecom
research institutions. While this latter constituency
remains, a broader landscape now includes new types of
service providers and their suppliers. ComSoc needs to
offer a value proposition to these newcomers to communi-
cations and networking. These are cable operators and
their suppliers, core technology providers, consumer elec-
tronics companies, startups, Internet service providers, and
applications service providers, to name but a few.

WHAT’S TO BE DONE?
We are committed to serve industry segments that are

new to communications and networking. One technical
area that requires special attention is power line communi-
cations (PLC). PLC-based network access is in a precom-
petitive research state. PLC represents a tough technical

problem by virtue of a tough communications channel,
while at the same time power lines are a ubiquitous and
pervasive medium. It may well become the “third wire” to
the home. The May 2003 issue of IEEE Communications
Magazine offered a Feature Topic issue on this subject,
and a forthcoming issue of IEEE Journal of Selected Areas
in Communications is currently in preparation, under the
leadership of Stefano Galli.

Two years ago the Board of Governors affirmed con-
sumer communications and networking as a strategic direc-
tion for the Society. In response, an IEEE Communications
Magazine Feature Topic series, In-Home Networking, was
launched (and is in the process of transitioning to Consumer
Communications and Networking). This effort is headed by
Stanley Moyer and David Marples. In January 2004 the first
Consumer Communications and Networking Conference
was held in Las Vegas in conjunction with the Consumer
Electronics Show. In a short seven-month interval of time
from forming the steering committee (headed by Stan
Moyer) to the actual event, the conference was brought
together through the hard work of the Organizing Commit-
tee (Robert Fish, Chair) and especially the Technical Pro-
gram Committee (Mehmet Ulema, Chair). CCNC 2004
drew 340 registrants; there were 112 technical papers, 40
poster presentations and research prototype demonstrations,
eight technical application panels, and eight tutorials. The
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� Figure 1. ComSoc’s membership distribution by region.
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� Figure 2. Distribution of ComSoc’s membership by professional affiliation.
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inaugural opening keynote speech was delivered by Mr.
Yoshiaki Kushiki, managing director and board member of
Panasonic; the plenary session keynote was delivered by Mr.
Jed Johnson, director of systems engineering, Motorola.

In a subsequent meeting with ComSoc President Curtis
Siller, Mr. Kushiki recognized the importance of ComSoc’s
service to the consumer electronics industry. He expressed
hope that CCNC will stimulate research in the area of con-
sumer networking for the benefit of the industry, and
remarked on the benefits of ComSoc membership to the
industry’s R&D workforce.

ComSoc needs to assume a more active and direct role
in the later stages of industry’s intellectual property value
chain. In the current milieu, much applied research is driv-
en by either upcoming standards and specifications activi-
ties, or ongoing activities in standardization and
specification fora. This mode of “just-in-time-invention” is
becoming more commonplace — perhaps even dominant
— and cannot be ignored.

In closing, let me affirm that the Membership Develop-
ment Council is committed to developing a customized
value proposition tailored to various segments of industry
and membership. In view of diversity in industry and the
Society’s membership, a one-size-fits-all approach to mem-
bership development is not appropriate. We solicit input
from our members, the extended professional community,
and industry leaders on this subject.
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