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Relevance

A thing is relevant if it serves as a mean to a given
purpose.

Imagine a patient suffering a well-defined disease
such as scurvy caused by lack of vitamin C. The
relevant medical treatment for him would be doses
of tablets containing vitamin C (ascorbic acid).
Other drugs, such as vitamin B, are non-relevant.
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Your biggest Marketing challenge?

Marketing/communications director taking
more of a leadership role

Helping developm my Commercial division

Collaboration among my staff

Staff writing more clearly and to the point

Deciding what make us unique

Improving communications with members
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Sales
The way you say it

Coordinating your messages

Measure




Marketing:

1. What they need

2. Speak their language Acu

3. Give them the information

4. Ask them to do something K e n
WIIFM?




Who Is your marketing department?

Association

/

People will trust their eyes and ears
long before they will ever trust
your words
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Deliver an

exceptional
member
experience




CREATING AN EXCEPTIONAL
MEMBER EXPERIENCE

ARE WE WE HAVE WE NEED EY
RIGHT OM? WORK TO DO HELP WHEN?

PLANNING - DETERMINING YOUR AUDIENCE AND YOUR STORY
1. Segment yout membetship and choose yout tabget market
2. Establish your Promise (BRAND)

3. Identify yout thtee key messages For 2009

4. Whar do you ask membets? How often do you ask them? How specifict
5. Using the feedback (use it to make change)

6. Communicate the chafiges you make
MESSAGES - CRAFTING AND DELIVERING THEM EFFECTIVELY
7. Audit all sutgoing member matetials for the BENEFIT,

consistency; and porpose

* Flyers * Calls o * Wehsice

. 1 Action. « Magazines

& Mewsletters * Invitations

&, Tailor your to your andi

* Dhoes the newest member feel # [s educational material clear to
welcome! (website, new all members? Specific to
member odentation) Besidential v Commercial? Is it

= Can they ind inf I clear for a new member?
zasily?

9. Review yout communications from the membet’s point of view
* Too much? Toe werdy? Toe complicated?
* Every piece WIIFM?
* Do you have rules?

MEASUREMENT - WHAT GETS MEASURED GETS DONE

10. Tie your efforts back to the Assoclation Objectives and mission.

Thei, establish a plan fot cach key initiati
* Measure the srisfacrion level * Track open mtes.
for each key service area, * Review all outgping
* Track progress on the biggest decuments for consistency:
fssues, Adc again!
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-1 |\Who is your audience?

Measurements

REAL ESTATE EXPERIENCE

All 2 years or 3to5 6to 15 16 years
REALFOREN  ess . years years___or more

29yearsoryounger . ... [ 9% \/[.14% _\ .. 1% 1% ... NA
30to34years ...l 6] 2. 0. SN N
35t39years .. L8N 14 ... 2. 0. 1
A0toddyears . N0 NG 5. /... 4 1S
Actod9years ... B 6. Y SO 8
S0tod4years ... 2 3. L0 16
S5toS9years 36010 4 16 ... 19
60tobayears . .. ... 14 A8 14 21
65 years or older 14 3 5 10 30
Median age 52 43 47 51 60

29% 55%
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