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Over the next hour, you will...

Learn what your peers are doing based
on results from our annual Association
Communications Benchmarking Report.

Receive 5 actionable recommendations
about how to improve the effectiveness
of your communications.

Hear case studies from two national
associations that put these strategies
into practice.
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This is the world we live in today
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2,939,717,239 1,013,242,001 103,582,372,407

Internet Users in the world Total number of Websites Emails sent a day
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1,925,231,889 1,761,479 316,970,906

Google searches a day Blog posts written a day Tweets sent a day
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3,697,089,489 51,137,427 60,301,605

Videos viewed a day Photos uploaded a day Tumblr posts a day
on YouTube on Instagram
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Facebook active users Google+ active users Twitter active users



TOP MEMBER COMMUNICATION
CHALLENGES FACED BY ASSOCIATIONS, 2014

700/0 360/0 Keeping M3eﬂ.:e/g. Informed

Combatting Information About Events/Education

Overload Maintaining Position as
Industry’s No. 1 Info Source

55% A%
Communicating Member Customizing Communications
Benefits Effectively to Member Subgroups

1%
Helping Members Find Legislative/Technical/
Information Quickly Regulatory Updates

Source: Naylor Association Solutions and Association Adviser 2014 | N=904
Totals exceed 100% due to multiple response option



ON AVERAGE, HOW OFTEN ARE YOU
CONNECTING WITH MEMBERS EACH MONTH?

2011 2012-2013 2014

. ® @ ® ® ® »
Print. [/ s
Online 8.3 times 9.5 times 2.1 times

® @ @ @ o
. VA VIV ViviVIVIVIVI
Social 7 VIVVIVIY
Media 5.6 times 7.5 times 1.5 times

Source: Naylor Association Solutions and Association Adviser 2011-2014 | N=674 in 2011, 389 in 2012-13, 834 in 2014
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62% C L 70%

ASSOCIATION EXECUTIVES
SURVEYED WHO BELIEVE
£012-2013 MEMBERS READ LESS
THAN HALF (50%) OF

THE INFORMATION

THE ASSOCIATION

SENDS TO THEM.

Source: Naylor Association Solutions and Association Adviser 2011-2014 | N= 2096



CHANGE IN ASSOCIATION STAFF SIZE

Full-time staff members
assigned to publishing and
content creation teams has
decreased across all size
associations since 2011.

Source: Naylor Association Solutions and Association Adviser 2011-2014 | N=674 in 2011, 393 in 2012-13, 1,031 in 2014



The Changing Landscape

Topics of Interest

Lobbying /Advocacy 52.1% (1) 74.4%(2)

How To/Best Practices 49.6% (2) NEW

Industry News/Trends 45.6 (3) 84.3% (1)
Career/Professional Development 41.54% (4) 64.9 (3)
Actionable Data 28.5% (5) NEW
Member News 18.5 (6) 59.0% (4)

Coverage of Key Industry Events 17.6% (7) 58.7% (5)

Source: Naylor Association Solutions and Association Adviser and 2011-2014
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The Changing Landscape

High-Value Communication Channels
2011| 2014| %Chg

Twitter

LinkedIn

Facebook

e-Newsletters

Mobile Media/Apps

Member-vendor appointment setting
event

Source: Naylor Association Solutions and Association Adviser and 2011-2014
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Inability to Understand Member and
Advertiser Needs

Q14. What is the single greatest communications challenge
your organization faces this year?

Leveraging data for
optimal engagement

Creating better content

Understanding reader/
member/advertiser needs

Generating non-dues
revenue

Measuring effectiveness

Hiring/retaining qualified
staff to implement strategy

5%

N =915 Source: Association Adviser and Naylor Association Solutions 2014




Too Many Associations Don’t Ask

Q35. On an annual basis, do you interview or survey your
advertisers/sponsors to determine if they feel they are
getting their money’s worth with your organization?

N =835 Source: Association Adviser and Naylor Association Solutions 2014
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Too Many Associations Don’t Act

Q36. Is advertiser/sponsor feedback incorporated into your
pricing considerations, mix of media offerings or other
sponsorship programs?

N = 842 Source: Association Adviser and Naylor Association Solutions 2014
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Too Many Associations Don’t
Customize

Q37.Which of the following best describes the way your
organization sells advertising and sponsorship proposals?

Fully customized for each sponsor

Some customization, primarily
for best partners

Mostly standardized,
some exceptions

Fully standardized
(i.e., gold, silver or bronze)

N = 842 Source: Association Adviser and Naylor Association Solutions 2014
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Too Much Association
Communication Is Wasted

Q17. What percentage of your overall communication vehicles
do you think members are reading on a regular basis?

14.2%
Less than 25% ———— | 70.8% reading 50% or less

25% to 50% 56.6%

76% or more ' 4.2%

0% 10% 20%

N =910 Source: Association Adviser and Naylor Association Solutions 2014
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Overload, Convenience and
Customization Top Concerns

Q24. Which of the following MEMBER COMMUNICATION
CHALLENGES do you believe your organization may be
facing? (check all that apply)

Combating information
overload/cutting the clutter

Communicating member
benefits effectively

Helping members find appropriate
information quickly

Customizing communication to
different member subgroups |

Overcoming technical barriers
to reaching members

Providing mobile-friendly
communications |

Facilitating member-to-member
communication

Maintaining position as |
industry's No. 1 source of info.

Keeping members informed about |
news events and programs

Keeping members abreast of |
legislative, regulatory news

All other responses | 17.4%
—

0% 10% 20% 30% 40% 50% 60% 70% 80%
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Most Associations Don’t Customize
Member Communications

Q20. To what extent do you customize communications
for your member subgroups (e.g., “one-size-fits-all” vs.
tailored to member subgroups)?

For new For student For young Other member
members members professionals segments

Highly customized 10.3% 6.4% 4.1% 6.1%

Somewhat customized 35.8% 21.7% 25.2% 35.3%
Not customized 53.9% 71.9% 70.7% 58.6%
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Smaller Associations Have Greatest

Difficulty Customizing

SMALL

Less than 1,000

members

Customize for new
members (less than six
months)

For student members

For young professionals

| For other subgroups

N =899 Source: Association Adviser and Naylor Association Solutions 2014

MIDSIZE
1,000 to 5,000

members

LARGE
More than 5,000
members
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ASS ESS YOUR CURRENT COMMUNICATION
STRATEGY. WHAT ARE YOUR GOALS,
WHAT'S WORKING AND WHAT
COULD BE IMPROVED?

INTEGRATE

YOUR COMMUNICATIONS
STRATEGY INTO EVERY
COMMUNICATIONS
CHANNEL. REPURPOSE
CONTENT AND CROSS-
PROMOTE CAMPAIGNS.

M EASU RE YOUR

AUDIENCE'S RESPONSE TO YOUR
CAMPAIGNS. TAKE NOTES ON HOW
CLOSE YOU ARE TO YOUR INTENDED TARGET.

The more you practice aiming the better you get, so commit to continual improvement.

Remember: success is a series; it doesn’t happen all at once.
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Crowd Source and
Embrace Change
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Tips

e Suppliers at the leading edge of technology
and R&D lead to better tools and techniques
to help your members’ businesses succeed. 2,
& S
5 2
< 4.

bO* SPONSORED

* Allowing vendors to sponsor ®
& P <& CONTENT %

reIevant, custom content is a
Win-win-win.
Association earns
non-dues revenue/

e Don’t get subdued by promc?tes growth of
“shiny object syndrome.” LIy

ssocuatlon
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Create Open Lines of
Communication with
Sponsors
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A

HOW TO BUILD A LASTING RELATIONSHIP:

1. GUT ON DOTTED LINE.
2. ROTATE 180 DEGREES.
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Make Content Relevant
and Easy to Find

-
Advicer




The Concept of Building a Brand

Constructor Magazine
Print and Digital

constructor

HARNESSING THE POWER
OF JOB SITE TECHNOLOGY

) Constructor

Constructor

Website Marketplace
constructor @ . Constructor
e ¥ Social Media

constructor

Constructor eNews
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Talk Differently to
Member Subgroups

-
Advicer




Persona Name

BACKGROUND:

- Basic details about persona’s role

» Key information about the persona’s
company

» Relevant background info, like
education or hobbies

DEMOGRAPHICS:
« Gender
« Age Range

» HH Income (Consider a spouse’s
income, if relevant)

nnnnnnnnnnnnnnnnnnnn

suburban, or rural?)

IDENTIFIERS:
» Buzz words
+ Mannerisms
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Make Sure All Members
Know “What’s in it for
me?” (WIIFM)

-
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MEASURE

1. Gap analysis
2.Social media
3. Digital media
4. Membership renewals
5. Non-dues revenue

iation
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Case Study: AGC OF AMERICA

CHALLENGE: Less than 40 percent of members who responded to a reader
survey were “somewhat likely” to recommend the magazine to colleagues as a

“worthwhile read,” while 10.5 percent said they were “not likely at all” to
recommend it.

SOLUTION: Evolve Constructor beyond a magazine publication into
Constructor, the brand. Reposition Constructor as an integrated multimedia

communication platform recognized by AGC members as the voice of the
industry.

AGC of America

THE ASSOCIATED CENERAL CONTRACTORS OF AMERICA
Quality People. Quality Projects

ssocuatnon
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Dedicated Copies printed

and shipped

constructor @ e

Publishing Team

>6,000 3,000
@ConstructorMag Nxtbook Digital
Twitter followers M—B/wadingz Sm5 Edition readership
Metrics
25,700 39%
N h increase in new visits to
Constructor Monthly increase in web traffic to P ahsite
e-Newsletter subscribers www.constructormagazine.com

in 1st quarter of 2014
from 2012 to 2014



Case Study: MHEDA

CHALLENGE: Small-staff, forward-thinking association needed communications
assistance. The program’s goals were to:

* Provide members with timely, relevant data in the format they want;
coordinated, easy-to-find information.

* Provide staff with Integration, transparencies, more time, happy members,
increased industry relevancy.

SOLUTION: Added weekly blogs, @ MHEDAJournal Twitter handle, social media
assistance for board members, continued with magazine, newsletter and played
a larger role in coordinating video content.

RESULTS:

Positive member feedback, strong viewership metrics and greater focus on new
and young professional members.

TOUR INDUSTRY CONNECTION

ssocuatlon
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HEDA
THE MHEDA JOURNAL

MHEDA connects you with
leaders in the material
handling industry.

-Gl hare 1o vaw ot MEDA mecia guice.

‘SOCIALIZE WITH MHEDA

nonE8

MHEDA JOURNAL TWITTER FEED

- Calerg 2
Ean ”ﬂ"'”f .\zlpm,-"‘

@MHEDAJournal

Association TV

Issue Archive
Disa / DIS@

-

MHEDA connects you with
leaders in the material
handling industry.

Non &8

MUEDA JOURNAL TWATTER FEED

[ f]w]ink!
(;J'KEM CONNEC

arurileTner fof Material Hanaing Euip v

TION

Archive | Primer-Erigndty | Forsard | MHEC Home | Bbog | MHEDA Jowmal | MHEDATY | Contac Us
January 15, 2015 In This Issue
Ingvatie Distnoution

Faatured Articles ration Ends February 15t

Member News

MHEDA University

opular MHEDA-T

sales success Story Made inAmenca

MHEDA Online

News From MHEDA graing

it in Richi

One Powerful Package
One Powerful Company

MHEDA TV

eNewsletter

Digital Magazine
Archive




Top 5 Recommendations

Crowd Source and Embrace Change

Create Open Lines of Communications
with Sponsors

Make Content Relevant and Easy to
Find

Talk Differently to Member Subgroups

Make Sure All Members Know “What’s
in it for me?” (WIFFM)

A ssociation
Adviser




iatjon 2015 Webinar Series
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THANK YOU!

Jill Andreu, VP, Content
Strategy & Development,
Naylor Association
Solutions

DELIVERING BEST PRACTICES, NEWS AND LEADERSHIP
STRATEGIES FOR ASSOCIATION PROFESSIONALS

Hank Berkowitz, MBA,
MA, Moderator-in-
Chief, Association
Adviser eNews

jandreu@naylor.com associationadviser@naylor.com

To download the 2014 report:
www.naylor.com/benchmarking
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