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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. 



This is the world we live in today 











  2014 2011 
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 

The Changing Landscape 
Topics of Interest 



  2011 2014 %Chg 
Twitter 2.67 3.28 23% 

LinkedIn 2.87 3.25 13% 
Facebook 2.96 3.33 13% 

e-Newsletters 3.93 4.17 6% 
Mobile Media/Apps 3.07 3.28 7% 

Member-vendor appointment setting 
event 

3.68 3.85 5% 

 

 

Source: Naylor Association Solutions and Association Adviser and 2011-2014 

High-Value Communication Channels 

The Changing Landscape 



Inability to Understand Member and 
Advertiser Needs 



Too Many Associations Don’t Ask  



Too Many Associations Don’t Act 



Too Many Associations Don’t 
Customize 



 
 

Too Much Association 
Communication Is Wasted 

 
 

70.8% reading 50% or less 



 
Overload, Convenience and 
Customization Top Concerns 

 



 
Most Associations Don’t Customize 

Member Communications 



Smaller Associations Have Greatest 
Difficulty Customizing  





Crowd Source and 
Embrace Change 

#1 



• Suppliers at the leading edge of technology 
and R&D lead to better tools and techniques 
to help your members’ businesses succeed.  

Tips 

Association earns 
non-dues revenue/ 
promotes growth of 

industry 

SPONSORED 
CONTENT 

• Allowing vendors to sponsor 
relevant, custom content is a 
win-win-win. 

• Don’t get subdued by 
“shiny object syndrome.” 

 



Create Open Lines of 
Communication with 
Sponsors 

#2 





Make Content Relevant 
and Easy to Find 

 

 

#3 





Talk Differently to 
Member Subgroups 

#4 



 

 Jill – is there a client example you’d like to use here? 



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

 

 

#5 



 

 



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



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. 





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. 
  
 



Blog Association TV 

eNewsletter 

Digital Magazine 
Archive 

@MHEDAJournal 



• 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) 
 
 

Top 5 Recommendations 



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

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

2015 Webinar Series 

THANK YOU! 

associationadviser@naylor.com jandreu@naylor.com 
To download the 2014 report: 

www.naylor.com/benchmarking 
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