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Association Self-Evaluation

• How often do you communicate with your members?

– Structured/systematic contacts with graphics/visuals

– Personalized messages, conversations, etc.

• What are your primary channels & their frequency?

– Mailed letters/messages/renewal notices

– Emails: personal, personalized, and generic/blast

– Phone calls/contact to members: one-on-one or group  

– How often is new content on your web site 

• What is the nature of your communications?

– Promotional in tone: raising awareness or selling

– Conveying critical industry news and information

– Hybrid: newsletter format conveying multiple messages

• How can you tell how well you‘re doing? (metrics)

– Usage levels, feedback, and evidence from surveys



How to Improve From Where UR Today

• Communications & preferences progress over time

– Our timeline of media adoption, past 25 years:

Mail  Fax  email  web  web 2.0  social media

– New tools: speed of adoption grows, life cycle more 
brief

– Working within members preferences … 
more critical than actual tool

– Techniques and approach matter more than platform

• Goals & methods: marketing gurus‘ perspectives 

– Directly impact member perceptions & create a buzz

– Facilitate WOM—the predominant marketing channel

– Authenticity—fit the idiom/brand of your association

– Make ideas ―stick‖—memorable, simple yet detailed, tell  
story



Audience Management

• Who: more important than What/How you communicate

– DM formula: success=60% list, 30% offer, 10% format 

– Marketing outcomes- & revenue-focused

– Message does matter: ―offer‖ is price plus benefits

– Who—right person at right time—and their number matter

• Data is critical to manage & track contacts

– Even an expensive AMS requires db mgt skills. 

– This curse is actually a blessing for state associations

– Spreadsheets more effective for coding, segmentation

– Mail merge, iContact/Constant Contact tools fed by 
interchange formats (Excel, tab- or comma-delimited files)

• Tracking your members & customers

– ―Tag & flag‖ them. 

– Profile regular, occasional, never-readers; 
influencers & mailboxers



• ―Push email‖ contact: most important in the mix

– Generic/low-cost method: look for 20%-25% open rates

– Measure by clickthroughs

• Low end: Mail-merge tools using MS Office

– Strengths: universal access, low-end graphics, flexibility

– Low/no graphics often outpull highly graphic content

• Mid-level: iContact, Constant Contact

– Format and subscriber base management

– Opt-in tool: allows users to subscribe, forward, remove

– Templates to facilitate ongoing contact

– Strength: cost ($30/month typical, 3,000 name audience)

– Weakness: flexibility and forcing content to fit a mold  

• Higher-end: Blue Hornet, Informz

– Integrated with AMS, tracking individual contacts

E-Communications Tools
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Three Steps to Greater Engagement



• Increasingly, blur distinction between ―push‖ & ―pull‖ 

– Web sites grow more interactive: data repository, 
community ―voice,‖ e-commerce mechanism

– Ensure biggest ―fans‖ can track you

– RSS feeds to alert of changes 

– Use common blog tools (Blogger, Blogspot) to alter tone

• Frees you to do more prosumer-type activity

• Engages members to speak for you in their own voice

• Retain reviewer function: coach, rather than edit

– Feed into common SEO strategies

• Most users don‘t search carefully (boolean, quotes)

• Ensure members have unprompted reasons to visit

• Serve content aggregator role: reciprocal links 

• Feed ―regional franchise,‖ but recognize competition 
for member/customer attention is worldwide

Website(s) Performance
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How Often Do You Access General Information Though…Communications Audits: 
Understand their Info Sources
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Periodically Track Recent Adoption:
Current Social Media and Online Presence Today

Unlike many internal research 

questions, this can be a fast-

moving target: adoption & 

abandonment common.
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Metrics Should Be Familiar to You: 
Think in Terms of What You Don‘t Know

• Hybrid trade/individual

– 400 individual members

– 100 trade members

• Membership decline of
10% in past 2 years

• 33% market penetration 

• 1,000 potential members

– 2 web sites, lots of traffic

– ‗Brochure-ware‘ site: 4 years old

• 1.5k unique visitors/year

– Newer Public awareness site

• Tenuous linkage to main brand

• 10k unique visitors/year

• Recent case study: 

– Help put traffic metrics into context with overall 
membership and other communications tools

– Remember we need to link know metrics to actual 
audience behavior on individual, segment levels



• How often/week spent on Internet (excluding email)

• How often do they read your various vehicles/media

• Feelings about frequency: too high/low

• Overall satisfaction: quality of info, relevance, timeliness

• Frequency of site visits, specific pages visited

• Degree to which preferences have changed

• Content would like to see more or less of

• Reactions to changes in format, approach

• Awareness of new media

• Length of readership: time, depth

• Analyze, understand overall & by segment  

Other Metrics/Audit Questions



• Increasingly, overlooked media 

– Evidence from ASAE Idea Swaps, related 

• Fax tests performed extremely well: staff surprised

• Consultants unsurprised: small business tool/
underused channel

• General principle: minimize CPA, not CPC 
(cost per acquisition rather than cost per contact)

– Mail: proven backbone of 
non-dues revenue

• Benchmarking: accounts for 50+% 
of conference registrations

• Email ―rivals‖ and complements it

• E-commerce final site of transaction  

– Design with ―stopping power‖ in mind

• Drive the transaction, 
sometimes the inquiry

Mail/Fax Communications



 Membership Acquisition 

Control package

 Letter/reply

 Brochure

 Cross-promote 

national & chapters





AAAS buckslips & postcards
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Putting it All Together

• Effective association communications needs 

– Optimal use of each channel

• ―Old tools‖ have their place

• Integration of new tools/technologies in mid-cycle

• Appropriate frequency based on audience tolerance, 
expectations

– Measuring effectiveness appropriately

• Testing techniques

• Direct metrics: open/clickthroughs, traffic reports, 
response rates

• Indirect measures: word of mouth, reach, influence

• Qualitative assessment: test-driving, secret shopping

– Determining where you can improve

• Making appropriate incremental steps and post-
evaluating 



Image/positioning

• Positioning: how you define your place in a  
competitive space

– ―What you are in the minds of your audience‖

– Combining logical and emotional appeals

– Aggregate community values/perceptions

– Clustering and segmenting external audiences 
in terms of their beliefs and needs

• Illustration of tools on following page

– Measurement of beliefs, absolute and relative to 
competition



Closing Comments/Questions
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